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Again in I 947. 
110,000,000 


Noes 


will pre-sell people 





who have the money to buy 


@ Yes, again this year, attractive, 
attention-getting Apex advertisements are 
reaching millions of consumers—every 
month—through the pages of leading 


national magazines. 


In every market Apex advertising is build- 
ing brand preference for Apex products, 
recognition for Apex dealers—among the 
people who are the best prospects for Apex 
cleaners, washers and ironers. 

Keyed to the current market situation, 
Apex advertisements are selling Apex 


quality features, Apex performance. They 














are influencing the brand selections of 
people who have the money to buy— 
people who know that they no longer 
have to accept less than the best when 


they purchase appliances. 


National magazine advertising is part of 
the coordinated Apex program of advanced 
product design, quality manufacture and 
merchandising support that will continue 
to help build over-the-years success for the 
sound, aggressive merchants in the Apex 


factory-distributor-dealer partnership. 


APEX ROTAREX CORPORATION 
CLEVELAND 10, OHIO 
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NUISANCE TAX 


AX news on front pages deals mainly with income 

tax reductions. But there are other tax reductions 

that can be made—one that is of particular interest 

to appliance men is the excise on small appliances. Instituted 

in an emergency, this tax is one of those things which could 

be continued indefinitely merely through the neglect of gov- 

ernment reconsideration of its purpose, the net recovery of 
revenue and its effect on business. 

In the effort to get such a reconsideration the National Elec- 
trical Manufacturers Association, by its Excise Tax Com- 
mittee, F. S. Tuerk Chairman, has presented the facts in a 
letter addressed to Colin F. Stam, Chief of Staff, Joint 
Committee on Internal Revenue Taxation, House Office 
Building, Washington, D. C. 

After a close analysis of the measure, the letter sums up 
the central basic reason for its repeal in the following para- 
graph: “It has been stated that the original purpose of the 
tax was not to raise revenue but rather was to discourage 
the purchase of metal goods at a time when the ‘materials, 
productive facilities and skills of industry’ were needed for 
defense production. Thus, as a ‘nuisance tax,’ the excise 

“tax on small electrical appliances has served its purpose well. 
We believe that it should now be removed so that it will not 
discourage purchases which may soon be needed for the 
maintenance of the productive facilities and skills of this 
industry and the continuance of full employment.” 

The tax plainly has outlived what usefulness it may have 
had, and becomes not merely a nuisance but a definite hin- 
drance to market expansion by a group of products important 
to this industry and to millions of consumers. 

The net result in dollars to the government is not great. 
NEMA tabulates sales in 1941 and estimates that for 1941 
the total revenue amounted to not more than $5,000,000. When 
the expense involved in collection is taken into account, the 
net effect remains little more than the “nuisance tax” 
referred to. 


ONSIDER what this nuisance amounts to: “This 
revenue was collected from more than 200 large and small 
manufacturers who produced one or more of the taxed items. 
They passed the tax along to hundreds of distributors, who 
collected it from thousands of dealers, who included it in their 
price to the ultimate consumers, who paid the tax eventually 
through a total of more than 16 million individual unit pur- 
chases in 1941. (1946 the individual unit purchases were 
over 31 million). It is apparent that the total tax revenue 
to the government from an excise tax on these products is 
insignificant compared with the complex problems and the 
combined costs of collection and record keeping imposed by 
it on all concerned.” 
The tax is discriminatory. It is applied to the following: 
irons; toasters, automatic; toasters, non-automatic; mixers; 
roasters; percolators, metal; percolators, glass; waffle irons; 
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sandwich grills; heating pads; electric blankets; electric 
heaters and radiators; hotplates and grills; and desk and 
bracket fans. 


B UT nearly every manufacturer of small appliances prod- 
uces and ships some products that are subject to tax, 
others that are not. For example, vibrators, dry shavers, 
hair dryers, electric ice cream freezers and some other small 
appliance products are not taxed—nor are»parts sales or 
export sales. Thus, some manufacturers must analyze eyery 
shipment to determine the amount of excise to Me @ ged 
to*customers and paid to the government. is isa costly 
procedure on the large number of transactions involyed. 

There are other discriminations: The tax on elecf¥i€'y, a 
cleaners has been removed, and no tax was imposed on tléttric 
washing machines because of a successful plea that these 
items were not luxuries. A washing~ machine would be of 
little use in the house without an electric iron. Electric flat 
irons are taxed, but electric ironing machines are excluded 
from tax. So the purchaser of an ironing machine costing 
$50.00 or more pays no tax, whereas an electric hand iron, 
used for the same purpose, but costing considerable less, is 
subject to tax. 

This is not only a nuisance but an imposition on manu- 
facturers, The net addition of the tax on resellers’ costs and 
retail prices results in a general and undesirable distortion of 
price and margin structures. Few manufacturers of small 
appliances can set up any standard discounts on their line of 
products, since, while some selling prices include the net 
addition of a tax, others do not. 

Normal distributor and dealer profit ratios are reduced 
as a result of the tax since no markup is taken on that portion 
of the reseller’s merchandise investment which is represented 
by the manufacturers’ excise tax. Thus, the excise becomes, 
in turn; a tax on distributor and dealer resale margins. 

The excise tax increases the selling price to the ultimate 
consumer, by comparison with other products—restricting the 
market for small electric appliances, particularly with respect 
to the low income groups, returning veterans, and new rural 
electrification customers. This is of especial importance. 


ERE is a case in which everybody’s interest is involved. 
Following the leadership of NEMA, distributors and 
retailers would do well to register with their political repre- 
sentatives in Washington their concern in a repeal of this 


measure, 
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WESTINGHOUSE ELECTRIC CORPORATION 
Appliance Division 7 Mansfield, Ohio 
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Such popularity must be deserved! It’s good read- 
ing because it’s packed with sales excitement. 
Best of all, volume two is now being written 
in. the Westinghouse laboratories and in the 
Westinghouse Home Economics Institute. 

Take a look at this quick summary of the land- 
marks already established by Westinghouse .. . 


sound engineering, rigid manufacturing standards, 
constant testing and style-conscious designing! 
You’re assured of consumer acceptance, user 
satisfaction and easier sales. 

So keep your eyes on Westinghouse—and the 
new landmarks in electric range progress now 
looming on the horizon! 


FIRST to pioneer automatic time 
and temperature control—one of 
today’s biggest selling points and 
major cooking conveniences. 


FIRST to build electric ranges with 
porcelain oven liners and porcelain 
bodies —notable features that added 
to the cleanliness of electric cooking. 


FIRST to feature drawn-steel bodies 
that made electric ranges lighter in 
weight, easier to handle, and 
brought new styling possibilities. 


FIRST to offer ranges of table-top 
design which opened the way for 
planned kitchens with broad ex- 
panses of work surfaces. 


FIRST to offer more than three 
heats in a surface unit. Low cooking 
heats added better temperature con- 
trol and greater economy. 


FIRST to inject modern styling into 
electric range design. Lighting was 
built into the range and controls 
were all grouped on the back panel. 


FIRST to offer ranges built-to-the- 
floor. Legs, wasted space and dirt 
catchers were replaced by roomy, 
easy-to-clean storage drawers. 


FIRST to build ranges of one-piece 
body construction. This eliminated 
panels and reduced chipping— 
added rigidity and strength. 


FIRST to conduct schools devoted 
entirely to electric cooking by econo- 
mists trained at the Westinghouse 
Home Economics Institute. 





Ted Malone, Monday, 
Wednesday, Friday, 
11:45 A.M., E.D.T., 
American Broadcasting 
Company Network. 
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Westinghouse 


MAKER OF 30 MILLION ELECTRIC HOME APPLIANCES 
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QUAKER'S Grandma Siuney sags... 


IP as ln ae. sa 


‘l didn't hesitate a 


minute... bought 
a QUAKER heater” | 





That’s because only QUAKER dealers can offer 
sales-clinching QUAKERTROL . . . that amazing, 
fuel-saving, trouble-stopping device which makes 
QUAKER heaters an engineering triumph in effi- 
ciency. It’s the exclusive device that’s going to make 
your store ‘Heating Headquarters’ for your neigh- 
borhood! And while production still holds up de- 
liveries, remember... QUAKERTROL will be 
available by the time competition gets tough. Mean- 
while, QUAKER “Challengers” are rolling off the 
production lines for this season’s business. __ 





Only QUAKERTROL automatically produces and 
synchronizes a regulated flow of air with the flow 
of oil at every flame setting. Only QUAKERTROL 
automatically provides the right draft for maximum 
combustion regardless of chimney condition or 





weather. 25% fuel saving over any natural draft 





heater guaranteed! 


QUAKER MANUFACTURING COMPANY 


The QUAKERTROL Unit. 
223 W. Erie Street, Chicago 10, Illinois 


Patented and manufactured 
exclusively by QUAKER. | 


QUAKER 


The FIRST name cn oil heaters 
The LAST WORD x efficiency / 





Model 2006 


THERE'S A QUAKER BURNO/L HEATER Medel 2010 Mode! 2013 
FOR EVERY SIZE SPACE HEATING JOB 


Model 2008 
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F sPaaver 
EXCEPTIONALLY 


t ‘ te Earl H. Waterman of Milwaukee, Wisconsin, 
oe: e a iY : > “. .. WE AVERAGED 7 SALES OUT OF 10 
MOTOR REQUIRES ‘ '- gegrte 


$ * DEMONSTRATIONS.” 
nO SOCILING % . os \ ae 


Snorme 
& sause 


PATENTED | : ‘ \ 
 CeUMLOSE FiLTER , Appliance department manager Fullmer of 
eu Tes : ; — the famous Hager store in Lancaster, Pa., 
‘po sac ' Pousnea 36 ORDERS RESULTED FROM 38 DEM- 


ONSTRATIONS 


SANITARY. METAL 
DUST CONTAINER 


EMPTIES LIKE Ernest Shope of Walton, Indiana, IN 


A WASTESASKET , 30 DAYS WE TOOK IN ORDERS TOTALLING 
, . $8,619 


Awp THAT'S ONLY PART OF THE 
AMAZING FILTER QUEEN STORY! 
Housewives cannot resist this 
outstanding new vacuum cleaner 


NEW FILTER Gt AR’ that makes the job of CLEANING so easy for them 


MAKES Zz, i ... and the job of SELLING so easy for you! NO OTHER 
G VACUUM CLEANER SELLS ON SIGHT LIKE A FILTER 





Demonstrate without fuss or both... clinch sales when Queen. That’s why dealers everywhere are order- 


the customer’s interest is at its highest . . . set yourself up ing this beautiful, new FILTER QUEEN “DEPART- 

as the leading vacuum cleaner dealer in your community! - , : : 
; MENT’ that quickly and forcefully hits home wi 

Mail coupon for details on this beautiful department that ‘¢ y forcefully hits home with 

sparks up your store ... makes it easy for your salesmen the remarkable FILTER QUEEN sales story. 

to demonstrate and sell Fitter Queen. Sturdily con- 


structed ... completely wired for light, action, and plug- | See the FILTER QUEEN in ACTION... Booth 1220 | 


in outlets. The complete “department” takes up only 9, seems men eee | Philodelphia Housewares Show + April 27-May 2 hs 
sq. ft. of floor space. | ' 








X 

HEALTH-MOR, INC. 

203 N. Wabash Ave., Chicago 1, Ill. 
i 


GENTLEMEN: | am interested in getting more information about the FILTER 
QUEEN “department.” 


; ra, 
for BIG MONEY with a 


FILTER QUEEN “Vim 
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using the Chicago Tribune's 


more effective 
Selective Area Advertising Plan 








Your advertising dollars do a better job . . . bring results faster for you Put the Tribune’s Selective Area Ad- 
and your dealers . . . when you take advantage of the Tribune’s Plan. vertising Sin tn wack for you. Thru it, 


The Chicago Tribune’s Selective Area Advertising Plan gives prominent display 


ou can best implement the significant 
of each dealer’s name and address . . . closely identifies your product with your local y “ rns 


outlets. Result: more sales in the Great Chicago Market—a market so large it can take market data revealed in the Tribune's 

all or the greater part of the production of many manufacturers. Under the plan— Durable Goods Study among consumers 
EACH DEALER GETS YOU GET and dealers. 

1 Selective coverage of his local market 1 Better identification of your local outlets To learn how this plan fits your specific 


2 Prominent display of his name and location 2 Enthusiastic dealer support . needs, write your nearest Tribune repre- 








3 The low rate of just 2c a line! % Advertising that pays off right away! sentative as shown below. 


> ee H. N. King, Chicago Tribune 

Tribune families tell us that they will spend ica r ri une 810 Tribune Tower, Chicago 11 
a _ ~ yr oe tm a E. P. Struhsacker, Chicago Tribune 

ey are available. This is 63. of the tota 220 E. 42nd St., New York City 17 
_—: . P wy = 
indicated rene in the Greet Gileage Market. The Wlortds Qreatest Newspaper Fitzpatrick and Chamberlin 
No other medium covers this staggering potential 
so effectively. Tribune rates per line per 100,000 Janvary average net paid total circulation: 


circulation are among the lowest in America. Daily, over 1,040,000; Sunday, over 1,500,000 


155 Montgomery St., San Francisco 4 
W. E. Bates, Chicago Tribune 
Penobscot Building, Detroit 26 
MEMBER: AMERICAN NEWSPAPER ADVERTISING NETWORK, INC., FIRST 3 MARKETS GROUP, AND METROPOLITAN SUNDAY NEWSPAPERS, INC, 
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Sensational 
Reproducer . . 
beautiful record 
you ever heard! 

_ ishes surface 
chatter, and 





General Electric's finest 
table radio-phonograph 


Featuring the famous new G-E Electronic Reproducer 
and G-E Natural Color Tone Radio 


Compare Model 304’s tone quality and power—both as a 
phonograph and as a radio—with any table model you ever 
handled. You'll see why your customers will thank you for 
selling them this outstanding performer. 


What features you have for demonstration! First the sensational 

G-E Electronic Reproducer. (See above.) Then the sure-action 
aS >. record changer—the big (614") Dynapower speaker—the ex- 
: clusive built-in Beam-a-scope antenna—the easy radio tuning 

(no need to lift the lid) and the beauty of the handsome Ameri- 


HEDY LAMARR, star can walnut cabinet. 


of Hunt Stromberg’s produc- . » ‘ amas . 
Sea cance LADY, For full information, see your G-E Radio Distributor or write to 
released through United Artists. Electronics Department, General Electric Co., Bridgeport, Conn. 


THE FIRST AND GREATEST NAME IN ELECTRONICS 


_. GENERALQQELECTRIC 


175-F4 


PORTABLES - TABLE MODELS - CONSOLES - FARM SETS * AUTOMATIC PHONOGRAPH COMBINATIONS ~- TELEVISION 
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[HE BEST SALES STORY IS THE EASY ONE 








L 





ae major appliances (the Easy Spindrier is do too. More Spindrier features can be drama- 
one of them) can be sold with a phone call. _ tically demonstrated for fast sales than any other 
That may be good for keeping sales costs down washer. Everything you can tell about 4 washer 
but it sure softens up @ salesman. It doesn’t can be quickly shown with a Spindrier- 

prepare him. for the tougher selling days ahead. Your Easy representative is ready to coach your 
One good way of keeping your sales force alert salesmen on how to u ical demon- 
is to insist on home demonstration of every stration materials and methods. Show how the 
major appliance you sell. It's good training. But speedy twin-tub action and the 25% greater 
more important it assures you of a satisfied cus- water extraction makes for quick, profitable 
tomer... one who will praise you and the prod- sales! It’s one answer to a big post war prob- 


ucts you sell. lem—more sales pet salesman with less expense- 


We believe in demonstration and we think you = =— EASY WASHING MACHINE CORPORATION, SYRACUSE Ty N.Y. 


Demonstrate 


WASHES MORE 
— 
CLOTHES FASTER 


APRIL 1, 
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. geyser delivers 
Sof HOT WATER 
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ICE CONDITIONED COOLERATOR* FACTORY PACKAGED 


As simple as one-and-one-makes-two! Show your 
customers the easy two-step way to buy a new 
refrigerator. First, sell them the Coolerator ‘‘Con- 
vertible” Ice-Conditioned Refrigerator. You can 
offer immediate delivery, plus all these Coolera- 
tor features: all steel cabinet, exclusive washed- 
air circulation that keeps foods fresh and tasty, 
plenty of pure, taste-free ice at all times. And, 
convenient time payments! 


By the time they finish these payments, you’ll be 
able to supply them with a complete Factory- 
Packaged Unit that converts their ice refrigerator 
into a complete 7% cu. ft. electric refrigerator. 
Your own service man can install this unit in less 
than one hour. It includes all motors, special tall- 
bottle shelves, 3 ice cube trays, glass defrosting 
tray and a 25 lb. built-in, frozen food locker! 
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TIME PAYMENTS TWICE-AS-EASY 
THIS NEW 2-STEP WAY! 


Your customers are going to like this! 
And why not, when you show them this* 
easy way to pay for their new refrigera- 
tor? For their original investment on the 
Ice-Conditioned Refrigerator is approxi- 
mately $90.00, and you can arrange easy 
time payments for this. Then, when they 
buy the Factory-Packaged Unit, you can 
arrange new time payments for the con- 
version to an electric refrigerator. This 
way, the time payments are spread out 
twice as long—twice as easy to pay! This 
is how you can help your customers beat 
high refrigerator prices. 











And there it is! A big, beautiful, 734 cu. ft. 
electric refrigerator. It’s the newest thing on 
how-to-win-customers and sell-more-refrigera- 
tors. In addition, you can now sell this elec- 
tric model complete. It’s the DR-70—another 
profit getter! 


*T. M. Reg. U.S. Pat. Off. 


© Hlavet-Saver REFRIGERATORS AND FREEZERS 


THE COOLERATOR COMPANY - DULUTH 1, MINNESOTA 
Manufacturers of Ice and Electric Refrigerators, Home and Farm Freezers 
|S 
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There is a HORTON Ironer for every “budget bracket”! 


As a Horton dealer you have a unique opportunity for making more sales—more profits. 
You carry a complete line of ironers which enables you to show a model for every size 
of house or apartment, for every budget, and for every type of ironing need. 


Every Horton Ironer is smartly styled, a model of modern streamlined beauty and efficient 
mechanical simplicity—and every one is priced right to appeal to a wide range of 
customers and to assure you of speedy turnover. 


Build traffic in your ironer department and realize more profits from faster ironer sales— 
by featuring the complete 1947 line of Horton Ironers, the line that fits every purse! 


Styled for beauty—engineered for efficiency! 


Watch your customers’ interest quicken when they see the graceful, sparkling Horton 
Model 147—the automatic console ironer styled by Harold Van Doren to take its 
place proudly in the home of tomorrow. Streamlined mechanically as well as in design, 
it has a’single control operated by either the feather-touch of a fingertip or the nudge 
of a knee—big.ironer roll open at both ends—dual thermostatic controls that regulate 
the high constant heat from its compact 1500-watt heating element. Conveniently 
desk high when closed. For more details on the complete Horton line of laundry 
equipment, write Horton Manufacturing Co., Fort Wayne 1, Indiana. 


MANUFACTURING CO., FORT WAYNE 1, INDIANA — 


Attention Canadian Dealers: The trade name, HORTON ELECTROHOME, distinguishes Horton 
designed and engineered products manufactured and sold in Canada by Horton's affiliate, 
Dominion Electrohome Industries, Ltd., of Kitchener, Ontario. 
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PHILCO 


- 
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Buco NEEDLE 


It’s the new way to sell 


You have a plus-profit sell-up opportunity in every sale, when you merchan- 
dise needles the new Philco way. For the first time, a full line of the best 
selling types of jewel and precious metal needles—priced in easy steps from 
75c to $3.50—displayed for ready comparison in a gorgeous transparent 
lucite merchandiser that occupies but a few inches of counter space. Your 
customers sell themselves on buying that better Philco Needle at so little 
extra cost. Decide now to get your share of these bigger needle profits 
with Philco DeLuxe Needles, backed by national magazine advertising 
and radio network broadcasts. Ask your Philco Distributor how you can 


put this sensational new needle merchandiser to work in your store FREE. 


EVERY PHILCO DELUXE PHONOGRAPH NEEDLE IS SOLD IN A SEALED, TAMPER-PROOF 
PACKAGE— ASSURING THE CUSTOMER A GENUINE PHILCO NEEDLE—NEVER USED BEFORE 
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New Philco Deluxe 
Phonograph Needle 


Merchandiser 


phonograph needles 


posse e term rr rrr rrr 


CREATED FOR YOU BY 


PHILCO 


Oyfonous for Gaby he] fod her 


PHILCO CORP., Allegheny Ave. & A St. 
Philadelphia 34, Pennsylvania 


Please tell me how | can put the new Philco 
Deluxe Needle Merchandiser to work in my store FREE. 


Name 


Address 


lem mmm mew enema eee eewennand 
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-xclusive, patented ‘‘Centric’’ agitator surges to-and-fro 156 
per minute, creating 13 pulsating orbits of action within the 
» water itself. No rotating or reciprocating action as with 
entional. agitators. Controlled, uniform forces of suction 


pressure wash clothes cleaner, faster, with far less wear. 





c 
n-Free’’ rinser floats away loosened dirt particles and 
g soap-fat globules in a bath and shower of fresh, flowing até ‘ : ee A 
Its action is entirely AUTOMATIC. In the entire ae aoe e A % aye : 
O-MATIC wash cycle, operator simply puts IN dirty von ae ae sn ngs: * 4 Le: be 
then takes them OUT through ‘‘Scum-Free™ rinser.. . lege he Fs x: ee 
\N. Whites come whiter, colors brighter. SB Be $ 2 








els Io 


Heth wow ii dene 


1. The gear case and pressure 
mechanism are placed in a rigid, 
steel chassis, entirely below the 
table. 


2. The pressure mechanism is com- 
pletely independent of the head. 


3. A short, sturdy, ‘“gooseneck’’ 
head, stress-tested for 2,000 Ibs., 
allows full use of roll-end. 


Ms wnat /¢ doth 


Unobstructed use of both ends and the complete length of the roll 
gives these conveniences to your customer: 


. Continuous rotary action. 

. To-and-fro action to duplicate hand finishing. 

. Stationary pressing action. 

. Creaseless ironing. 

. Elimination of needless, excessive turning. 

- No danger of ‘‘mussing up"’ parts already ironed. 


. Large pieces more easily handled. 


- SAVES TIME. 


] 
y 
K 
4 
b) 
) 
7 
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HEAD OFFICE : MONTREAL, QUEBEC 











"Bieewe's no sure way of telling Laurel Ann 
from her city cousin. 


Nowadays country girls and city girls look 
alike, dress alike and think alike — and 
there are other reasons besides the radio 
you may have sold her, and the movies. 


This was not true years ago, when cars 
were rarities, roads were bad and the farm 
was hours away from town. 


But even then companies like General 
Motors were seeking ways to find new cus- 
tomers. The surest way seemed to be to 
make their product better — more useful to 
more people. 


So, year by year, they plowed back sizable 
portions of their earnings into improved 
designs, steady research, more efficient fac- 
tories—all the things that make 
progress. 


Year by year cars got better. Roads 
kept step. Buses and trucks came. 
The United States became really 
united in its ways of living and learn- 
ing and doing business. 


On the Air: HENRY J. TAYLOR, Monday and Friday 
evenings, over more than 300 Mutual stations 
coast to coast. Hear him! 


FRIGIDAIRE » GMC TRUCK & COACH «+ GM DIESEL » 


PAGE 18 





PROBLEM: 


Find the 


Farmer’ 


Daughter 


Now Laurel Ann and her folks ride to the 
same stores, as well as the same movies and 
the same kind of schools, as their friends 





_in town. And this fact means a lot to your 


sales of radios, refrigerators, electric 
ranges and other appliances. 


For without easy transportation to shop- 
ping centers, you’d see considerably fewer 
people in your store, no matter how badly 
they needed appliances. 





“MORE AND BETTER THINGS 


aw 


You’d never have sales where they are 
unless your customers had easy ways of 
getting to the things you have to sell, to 
look them over and press the buttons or 
turn the switches. 


So automotive progress has helped elec- 
trical dealers to prosper — and to pay their 
local taxes, provide employment for neigh- 
bors, buy supplies in town. 


And since this could not have happened 
unless General Motors and other companies 
thrived, you can see how any town’s pros- 
perity ties in closely with the prosperity of 
a great business such as GM. 


You can see, in other words, how greatly 


all the people profit when a business 
prospers. 


FOR MORE PEOPLE” 


® (jENERAL J/[OTORS 


‘THE PEOPLE PROFIT 


WHEN A BUSINESS PROSPERS. 





APRIL 


CHEVROLET + PONTIAC + OLDSMOBILE - BUICK + CADILLAC + BODY BY FISHER 


* DELCO + UNITED MOTORS SERVICE * AC SPARK PLUGS 
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CAST ALUMINUM HOUSING 














are 
's of , 
1, to These 10 unique features have won An Interstate quality product 
iS or = Se Interstate has a long record of success in 
ae, thousands of satisfied owners: the mass production of precision products; 
a record gained in building more than 
605 Ibs! The Interstate Compact can 1 Distinctive Design—unmatched in the $50,000,000 of merchandise to the most 
elec- “take it.” Convincing proof of durability! The vacuum cleaner field! exacting standards. The Compact Vacuum 
their Compact is the only tank type vacuum cleaner : Cleaner is one of the family of peacetime 
*igh- with a rugged, cast aluminum housing. That's 2 Vertical Dust Bag—empties in 5 seconds! quality-products made by Interstate. 
hy it will take tough lifetime! ee ” ° ° 
ee ae ae 3 “Safety” Bumper all around—protects A large profit margin for dealers 
furniture, doorways, etc.! Yes, the Compact offers you a large profit 
ened 
e P ll the dirt! margin. And Interstate has a well-rounded 
— 4 More Suction Power—gets all the dirt! promotion program that will make the 
»ros- : , , 
Ly of 5 Cast Aluminum Housing—lasts a life- Compact move out of your store after you 
yo : ! move it in. Moreover, Interstate respects 
time: the selling ability of specialty dealers. That 
6 Broad 4-Point Base—won’t upset! is why the Compact is sold only through 
2atly authorized dealers. 
ness 7 Compact Size—easy to store and carry! 
8 Rolls easily on wheels and glides—less 
fatigue! 
9 Heavy-duty Motor—Lamb Electric! 
. 10 Ten heavy-duty accessories—a com- 
plete House Cleaning Kit! 
Empties in 5 seconds. ....The Interstate 
Compact empties just as fast as it takes to tell Deliveries are now being made! For our full Dealer Plan write or wire today: 
it. 1—Unsnap lid. 2—Empty bag. 3— Replace 
bag, close lid. That’s all! INTER-COASTAL COMPANY, INC., 649 SOUTH OLIVE ST., LOS ANGELES 14 
A QUALITY PRODUCT OF ENGINEERING CORPORATION, EL SEGUNDO, CALIFORNIA 
PLUGS MANUFACTURERS OF “REVELATION” ELECTRIC WATER COOLERS, “REVELATION” WATER SOFTENERS AND “INTERSTATE” SOFT DRINK VENDORS 
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Why did the three stores that launched Coronet 
Vibrator sell out with a clean sweep a few hours 
after the first ad hit the papers? 

Because Coronet is an inspiration based on 
two very true facts: (1) massage is good for 
people, makes them look better and feel better ; 
(2) people are lazy 

Coronet gives them the massage without the 
work. It loosens up tight, strained shoulder and 
neck muscles; sends relaxed waves over tired 
faces ; tingles the scalp to a lively glow; makes 


a 


_. and a sell- 


skin feel fresh and alive—it. even massages 
gums! It's tiny—fits snugly into the hand; it's 
featherweight—a slight 6 ounces; and there's 
no motor to service—electro-magnetic action 
does the trick. 

Get your order in to your jobber now, put 
Coronet where both men and women can see 
it quickly and buy it easily (men bought it in 
droves!) The $9.85 price is a good boost for 
your unit sale; the hefty markup piles up a 
comfortable cushion for profit! 


Each Vibrator packaged in smart 
plastic case with 4 attachments 
included. Guaranteed against me- 
chanical defect for 2 years. 


VIBRATOR 


-with PATTING action 


out success! 


DEAL No. CV12 


Retail Price Your Cost 
$70.92 
No Charge 
No Charge 


$70.92 


1 Doz. Coronet Vibrators $118.20 
1 Counter Display 1.23 
50 Counter Folders -50 


$119.93 


YOUR PROFIT 


National Sales Agents: 
MANUFACTURERS MARKETING COMPANY 
20 E. Jackson Blvd., Chicago, IIl. 
Manufactured by The Lektron Corporation, New York 
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ONLY GENERAL ELECTRIC HAS THIS NEW TRIPL-UNIT! 


‘ err) 


Get ready tor the rush! General Electric's 





NEWEST SPEEO COOKING '\h 





] Brand-new! Pressure Cooker, 6-quart size, fits into deep-well 
* Calrod Unit. Saves 24 cooking time. Turns out mouth-watering 
vegetables, meats, and does it fast. Can be used for canning, too. 


2 Utensil also equipped with non-pressure top, for deep-well cook- 
e 


ing, or for surface use. 


3 And look! If Mrs. Housewife needs a fourth surface unit, all she 
+ 


does is lift the deep-well unit up—and zingo, there it is. A grand 


convenience feature women have asked for. Added good looks, too, 


Only General Electric has this 
big, easy-to-clean TRIPL-OVEN! 
No more “on-the-knees” for oven scrub- 
bing. Tray under lower Calrod Unit 
slips out—can be easily washed. 

The huge Master Oven includes a 
Super Broiler, also smaller Speed Oven 
that heats faster than any range oven. 





Only General Electric has these 


color signals —Tel-A-Cook Lights! 
No more peeking or guessing. Different 
colored lights on the control panel tell 
instantly what unit’s on and at what 
heat. A quick warning signal if a unit 
is accidentally left on. Placed at the 
back of the range, too, for added safety. 


“ 


70U BET we’re proud of them. You will be, too. For these new 
General Electric “Speed Cooking” Ranges are great! 


There’s new speed built into them—new beauty—new cleanli- 
ness—new features women want. And throughout the line, 
there’s General Electric dependability and economy! 


Most important of all—every one is equipped with General 
Electric’s famous-for-speed Calrod* Units. And this year they’re 
neuly designed, better than ever! 


We're telling women— you tell ‘em too! 


We’re spreading the news about these great new General Electric 
Ranges. With beautiful four-color pages in magazines. Women 
will read about them, and want them. 


So get ready! Tie in locally. See your General Electric Dis- 
tributor for displays, direct mail pieces, other selling helps! 
General Electric Company, Appliance and Merchandise Dept., 


Bridgeport 2, Conn. 





New, washable No-Stain Vent 


gives MORE sparkling cleanliness! 
General Electric’s No-Stain Oven Vent 
is concealed under the right rear unit. 
Can be taken out and washed—quick 
as a minute. Protects against greasy 
smudges on curtains, walls, ceiling. 
Helps keep kitchen shining-clean! 


erie 3 


New 1947 Calrod brings you 
outstanding improvements! 





Now, up to 40 per cent more Calrod coil 
comes in contact with the cooking uten- 
sil, That means better heat distribution. 
And longer, more closely spaced tube 
gives speedier response! With these im 
provements comes longer life, too! 





New General Electric 
RLINER 

New good looks. New super-fast 
Calrod Units. Automatic Oven 
Timer. New, extra-large simplified 
Oven and controls. Preheats auto- 
matically. Automatic oven light. 
New, high-wattage Thrift Cooker. 

Twin convenience outlets—one 
with Automatic Timer—to start 
breakfast coffee by itself! Colored 
Tel-A-Cook Switches (unlighted) 
to tell “‘what’s cookin’.”” No-Stain 
Oven Vent. Back-splasher lamp. 



































New General Electric 


“LEADER” 


Brand-new, beautiful design. Rigid 
one piece body. Enduring quality 
every woman wants. New, fast- 
heating Calrod Units. Extra-large 
oven with Calrod bake unit—pre- 
heats automatically. 

Concealed No-Stain Oven Vent. 
New, high-wattage Thrift Cook- 
er. Extra-roomy storage drawer 
and bin. Time-proved “Speed 
Cooking” to help turn out delicious 
meals in double-quick time! 


Se RRR Me ae 
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= 7 a 

a 





i epee 

































PAGE 22 


APRIL 1, 1947—ELECTRICAL MERCHANDISING 








"RANGES ARE TERRIFIC! 
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— New General Electric 

“STRATOLINER” 

) Just wait till the ladies see it! Streamlined, beautiful. Most ver- 
satile range ever built. Has all the grand new features described 
here! The only range equipped throughout with Calrod! 

“Trade-mark Reg. U. S. Pat. Off. 
Remember—more women prefer General Electric Ranges ne 
than any other electric range 
+ 
ELECTRIC GENERAL @ ELECTRIC 
. —— 
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Ls Lite-Call ... another new Telechron 
“first” in awakening devices! Your custom- 
ers will open their eyes in wonder... 
because they can’t hear a sound when the 


alarm goes off. Mi 
They'll open their eyes on the dot, too, 


when Lite-Call is on the bedside table. 
In silence the Lite-Call alarm goes off with 
a flashing light (it’s easily attached to the 
lamp on the bed or night table) and it 
keeps flashing until the sleeper awakes 
and shuts it off. 








It’s quick, it’s sure . . . and as a double- . 
check, a regulation ring alarm cuts in 10 
minutes after the flashing starts. Ideal for 
the hard-of-hearing . . . for those who get 
up at odd hours and don’t want to disturb 
the house . . . Lite-Call is a pleasant, effi- 
cient awakener that anyone can use. Stock 

it now, display it well . . . watch it sell. « 

XN 





|... 





Lite-Call in ivory plastic with the self-starting 
Telechron motor that never needs winding, 
oiling, or regulating. 


Cfelechion | 





ELECTRIC CLOCKS 





THE FIRST AND FAVORITE ELECTRIC CLOCK 








TELECHRON INC. . ASHLAND, MASSACHUSETTS 
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Food Mixer 
and Juice 
Extractor 

































Electric 


Fore-N-Aft 
Roasters 


Pointed Irons 


ee 


Mechanical 


Vacuum 


Portable 
Cleaners 


Food Mixers 





Toasters 





Sell the Quality-Crafted Miracle line FEE 


Cleaners 


; FOR YEAR ’ROUND TRAFFIC,...GREATER TURNOVER MEANS PROFIT 
Flour 
Sifters 


Now, Miracle passes on to you the benefits of 
increased sales in the form of lower selling 
prices. Production lines at the huge, modern 
WY) Gta-lel (oi t-leceye (acer -vucws olohumiabteottel-melbiamellt-tbtave 


characterized all Miracle electric appliances. 

Miracle price reductions mean more busi- 
ness for your store. Large and steady volume, 
Sle bectett- taste mon amet-laleyet-VME-loAicamat-stel-ammr-t ele Um obt:40) 


crafted Miracle appliances in increased volume. turnover assure consistent profit! In addition, 


This great selling triumph enables us to 


Miracle dealers report the lowest service cost Automatic 
effect economies, produce more at popular 


; = : Steam Irons 
in the traffic appliance field. See your Miracle 


distributor for the complete story on this 
high quality standards that have always great 


prices, and at the same time maintain the 


profit opportunity or write us direct. 






enero 
assagers 
Py ae See us vt 
Miracle Appliances F" B pes SECTION 







HOUSEWA a 
| Housew 
oe aTth te May 2nd 
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Auxiliary 
Room Heaters 
ESTABLISHED 1925 
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Great name with the public. . 
Great name for quality of product... 


Great name for its fair-square dealer policies. 


Women know that friendly, familiar name. It’s been the 
trusted name in cleaners for nearly 40 years. Dealers know 


that every Hoover sale is a dealer sale. 


More than 6,000,000 Hoover Cleaners have been sold. 
And with every Hoover sale a dealer sale it’s small wonder 
that the Hoover franchise is so highly prized in the home 
appliance business—that Hoover dealers are 

looking to “great days’’ ahead with 


one great name in cleaners. 


‘It beats 


See the Hoover Dis- 
as it sweeps... as it cleans play at the National 
Housewares and 
Major Appliances 

THE HOOVER COMPANY Exhibit, Convention 
Norm Conton, Ohio . .. Han he Ontario, Canada Hall, Philadelphia, 
it lah celle -1-lulielde MEA ieLe|(-t1-5 Ol sale] folate April 27 to May 2. 
Space 928 and 932. 
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~S 
DE LUXE CAN OPENER — 
World's finest, with greatly improved patented angle 
cutter. FIVE YEAR GUARANTEE. Cuts out entire top 
of round, square or oval cans...smoothly “irons 
down rim. Lifts out or swings flat against wall. 








PLASTIC JUICER — 


Makes juicing of citrus fruits easy, quick and econom- 


ical Made of an amazing new plastic that is practi- 
cally unbreakable. White bowl and reamer with knob 


and strainer in bright red, green, yellow or black. 


They sell themselves - ~~ =~" ==" " 4, “SSS 


from your shelves 


For many years Dazey Kitchen Helps have 

been sold exclusively through hardware jobbers, 

retailers and department stores. Now, because of 

repeated requests, they are also being offered to 
electrical distributors and retailers. 


Here is a new source of profit for you... an easy- 


to-sell line that requires no “pushing’—no personat ™ = = == 


effort. Simply let customers know that you're a 
Dazey Dealer and these nationally advertised, 
nationally-wanted products will move off of your 
shelves by themselves. More than five million satis- 
fied users of the Dazey Can Opener alone, are 
proof of that. 

And one sale makes another. For every Dazey 
Kitchen Help fits the same “One-For-All” 
Wall Bracket. Ask your Electrical Jobber 

for details. 


DAZEY CORPORATION 
St. Louis, Mo. 


Dazey National Sales Representatives 
D. E. SANFORD COMPANY 
Offices in principal cities 





SENIOR CAN OPENER — 
Lighter, more simplified version of the world’s finest 
Can Opener, the Dazey De Luxe. Has many of the 
important De Luxe features, including the patented 
angle cutting wheel and non-spill bottle opener 


ICE CRUSHER — 


Crushes ice... fine...medium... coarse, to just the 


right size for chilled fruits or beverages. Ideal for 
filling ice bags. Stainless steel parts. White enamel 
body with plastic ice cup and knob in gay colors. 








SHARPIT — 

Twin wheels quickly put a fine cutting edge on knives, 
scissors, sickles and other edged tools. Merely rest 
knife blade in V-shaped groove of Dazey Sharpit 


and turn handle. So simple anyone 
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EVER THINK, as you look at a milling mob of shop- 
pers, ““Wonder how many Bendix sales for me in 
that crowd?” 


WELL, THERE'S AN AwFuL Lot! For of every three 
women who want a washer one wants the Bendix, 
as surveys continue to show. And the powerful 
Bendix national advertising is steadily increasing 
that ratio, intensifying that desire. Bendix sales 
helps, Bendix laundry research, Bendix Home 
Service strengthen your selling program still more. 


BENDIX HOME APPLIANCES, 


PAGE 28 


a c., 


BENDIX ADVERTISING will get you more prospects 
and hotter ones—with over 138 million impres- 


sions in national advertising alone. 


SELL YOUR “ONE OUT OF THREE” by tying in with this 
program. Your Bendix signs, your spot radio, 
your spot movies, your posters, your floor and 
window displays, and most of all, your local news- 
paper ads—will bring prospects to your demon- 
strations, prospects that are easily turned into 
sales. 


SOUTH BEND 24, INDIANA 


APRIL 1, 


BENDIX 


Fi a relsak hits 


Home Laundry 
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HEATERS 


A) BVORDS 


TOASTERS 


sS 


ROASTERS 
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OR over THE COUNTER. 


Here is a brand new type of appliance cord . . . ivory 
colored natural rubber . . . better, safer and much more 
convenient! Instant appeal to your customers. A 
glance tells them . . . a demonstration of their own 
sells them. Packed in attractive display cartons of 10 
Kord sets. NATIONALLY ADVERTISED ... HAS 
PARENTS’ MAGAZINE AND GOOD HOUSE- 
KEEPING SEALS OF APPROVAL... UNDER- 
WRITERS LABEL (No. E 1749). 

RETAIL LIST 
No. 6000-6 With plug and heater jack 
No. 6000-5 With plug and stripped wires. . .$2.85 


r radios, lamps, mIXeTs, 


power tools and similar electrical 





A general utility power cord fo 


fans, vacuums, light 





WASHING MACHINES 


o 


g machines and 


washin 
- pment ° 


: : f : 
Built especially quty electrical equi 


other semi heavy- 





q 
=. 
< 
_— 
> 
‘<a 
_ 
<_ 
~. 
“a 
~~ 
2 
‘a 
~ 
« 
— 
~ 
‘<a 
~ 
Me 
~ 
« 
> 
“a 
~~ 
ro 
~ 
P- 
@ 
~ 
7 
~~ 
«€ 
« 
ro 
~ 
y- 
~— > 
aa 
~~ 
pe 
~~. 
,< 
> 
> 
S 
8 
> 
ae 
2 
= 
~ 


SHOP EQUIPMENT 


KOILED KORD 
DIVISION 


Kellogg Switchboard & Supply Company 
6650 South Cicero Avenue, Chicago 38, Illinois 
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VENT FANS 





SIGNAL ELECTRIC MFG. CO. 


Offices in Principal Cities 
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Only PRESTELINE 
| offers these six 
powerful postwar features! 


They’re the six important features asked for by the typical 





American housewife in coast-to-coast surveys! Six features 


that will attract and sell in the competitive selling days ahead! 


Choice of three top arrangements 


The largest oven 


Broil-R-Roaster Pan 








Largest storage compartment 





Yold Melee atta Chit 


6,000-watt fast oven preheating 


Safety ep 


PRESTELINE HOME APPLIANCES... PRESSED STEEL CAR COMPANY, INC. 
Domestic Appliance Division +* 666 Lake Shore Drive °* Chicago 11, Illinois 


© 1947, Pressed Stee! Car Co., 
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Beauty that’s more 
than skin-deep 


Styled to grace any table—with every detail 
thoughtfully designed to produce better, 
clearer, more flavorful coffee by America’s fa- 


vorite method. 

Made of highly polished heavy gauge alu- 
minum—fits any burner—and the “inside story” 
of extra-wide pump base and fine, multi-per- 
foration coffee basket makes its performance 
live up to its looks. 

That’s the story of the fast-selling new Im- 


proved Cafex Aluminum Percolator. 


Country-wide distribution being made on an 
equitable basis — with gradually increasing vol- 
ume. See your Cafex distributor. 


es ie 


oF 
wt. List 


Cat. No. Description Std. Pkg. Std.Pkg. Price Each 


2-0108 8-cup Cafex 6 15 $4.95 
Aluminum Percolator 


This attractive, four-color display 
carton makes an ideal merchan- 


dising piece for shelf or counter. 


CAFEX 


Hartford Products Corporation 
308 West Washington Street, Chicago 6, Illinois 
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FOR APRIL - MAY - JUNE - JULY 
- AND MORE TO FOLLOW LATER 


THIS IS IT—Amana’s intensive and extensive 
campaign in America’s top national publica- 
tions. It's consistént—it’s timely—it presents to 
your best prospects the complete Amana Home 
Freezer Line. This program will “sell” Amana 
to leadership in your community—so it’s a best 
reason for you to Line Up With the Leader 
Now! Join the nationwide Amana organiza- 
tion. For details write today. 


Refrigeration Division, Dept. E47 
AMANA SOCIETY, Amana, lowa 
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4 GREAT MODELS 


average home 


MODEL 110 


10 cu. ft. capac- 
ity. Many out- 
standing fea- 
tures. 


4 MODEL 200 


Famous Amana 
Walk-In Freezer 
Cooler. 123 cu. ft. 
food capacity 


MODEL 30R.9 | 


30 cu. ft. Max: 5 
imum conveni- 
ence and  0»per- 
formance. Con- 
tact freezer plate 
shelves for fast- 
est freezing. 


“COPYRIGHT 1947 AMANA SOCIETY" 
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OUR TEACHERS— 


They Need The Help Of Business Now 





aries —fast. Such appeals are commonly ad- 

dressed, rather vaguely, to the conscience of 
the community. This one is not. It is addressed 
directly to the business community, and to its hard 
core of common sense. 

As a whole, the school teachers of the nation are 
taking an economic beating. So, too, are their close 
associates and co-workers, the librarians. In pur- 
chasing power, public school teachers salaries, after 
taxes, average about 20 percent less than they did 
eight years ago. Beginning salaries of librarians, 
always low, have fallen behind an equal amount in 
purchasing power. College and university teachers 
are not much better off. The pressure is particularly 
heavy on those in the lower ranks. As a group, 
teachers and librarians are close to the bottom of the 
economic heap. 

Unless this situation is remedied promptly, it is 
confidently to be expected*that: 

1. The more competent teachers will continue 
to desert our schools in droves, and our librar- 
ies will remain inadequately staffed. More than 
350,000 teachers — many of them the very 
able ones — have left the public school teaching 
staff of about 900,000 in the last six years. More 
than 100,000 of the replacements are “sub- 
standard.” They cannot meet the minimum 
educational requirements of their jobs which, 
by admission of the profession itself, are none 
too high. 

2. Those who remain will be organized in- 
creasingly into economic pressure groups. 
Teachers strikes and the rapid growth of 
unionism among teachers at present clearly 
indicate what is in store. 

Many business men are so deeply distirbed by 
the resort to the strike weapon ‘by some teachers to 
enforce their salary demands that their sympathy 


Te is an appeal to raise school teachers sal- 


dg: 
ae ~ bn 
£.. 
PE 
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for the general plight of our teachers tends to be 
dulled. Such an attitude is understandable. It avails 
nothing, however, in eliminating the crisis in edu- 
cation caused largely by teachers salary troubles. 

The crisis in education is a crisis for the nation as 
a whole. The work of our schools, colleges and 
libraries is such that its deterioration means deteri- 
oration of the nation. However, the salary crisis in 
education is in special measure a crisis for the busi- 
ness community. That community has a special stake 
in having a well-educated and well-disposed constit- 
uency. 


Education and Unionism 


There maggie room for disagreement as to whether * 


teachers should organize themselves in trade unions, 
and follow trade union tactics,,However, there is no 
conceivable room,fer disagreement as to whether 
organization of teachers into a fighting economic 
pressure group under the lash of a teachers safary 
crisis would be a body blow to business. Among 
many teachers it would foster an abiding hostility 
to the institution of business which, occupying a key 
position in the life of the community, had not done 
its utmost to make such unionization unnecessary 
by taking a lead in relieving the teachers salary 
crisis. 

In our work of publishing technical periodicals 
and text books, we at McGraw-Hill meet and come 
to know many teachers and librarians. We know 
that, as a group, they have little appetite for par- 
ticipation in militant economic pressure groups. 
They are far more interested in making a militant 
assault on ignorance and prejudice through con- 
centration on their professional work. If, through 


‘neglect of their economic needs by the business 


community, they feel forced to resort to trade 
union organization and tactics, the teachers and 
librarians can be expected to have an abiding re- 
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sentment toward the institution of business. That 
resentment will, in turn, be communicated in no 
small measure to the coming generation. Such is 
the nature of the educational process. 

The crisis in education is not, of course, exclu- 
sively a matter of salaries. Unsatisfactory working 
conditions also play a part. Many schools are dilapi- 
dated and terribly overcrowded. So are some li- 
braries. Some small-town school boards oppressively 
insist that the school teachers be the paragons of 
piety the board members wish they were them- 
selves. Protection of a proper degree of academic 
freedom is sometimes missing. The teacher is rarely 
accorded a prestige comparable to the importance of 
the job. Elements such as these aggravate the crisis 
in education. But the first and absolutely essential 
step toward surmounting the crisis is to provide 
tolerable salaries. 

Because of the enormous diversity of local con- 
ditions affecting teachers and librarians salaries, no 
general rule for emergency action would fit all 
cases. From state to state, average yearly expendi- 
tures on education in 1940 varied all the way from 
about $30 per pupil to about $150. Some states, like 
Nebraska, finance their schools almost exclusively 
from local taxes. Others, like Delaware, rely almost 
entirely on state taxes. Some states and communi- 
ties have already acted to meet the salary crisis. 
Others have not. Variations such as these limit any 
generalization. 


Guide for Emergency Action 


But as a general proposition it can be safely said 
that the minimum requirements of the emergency 
will not have been met so long as the salaries of 
class room teachers and junior members of college 
faculties and library staffs have not been in- 
creased by the amount necessary to keep them 
abreast of the increase of about 50 percent in the 
cost of living since 1939. In many cases, a temporary 
cost of living adjustment might prove the best way 
to handle the problem. 

This suggestion, let .it be repeated, is not offered 
as a solution of the salary problem, but as a start. 
With their salaries increased enough to meet the 
increased cost of living, the teaching and library 
groups as a whole would still have cause to envy 
the current economic position of industrial workers. 
Since 1939, the average of weekly earnings of indus- 


THIS IS THE 57TH OF A SERIES 


trial workers after taxes, has outstripped the rise 
in the cost of living by about 21 percent. 

However, a start and an absolutely essential start 
would be made toward giving America the sort of 
educational system it must have not only to fulfill 
its ideals but holds its own in this highly competitive 
world. We worry, and I think rightly, about having 
the free world engulfed by Russian Communism. 
According to the best figures available, the U.S.S.R. 
is spending about twice as large a share of its total 
national income for education as we are. The figures 
compared include our expenditures for both public 
and private education. That comparison is really 
something to worry about. 


States Should Take Lead 


In dealing with the salary crisis it is up to the 
teachers to display a maturity and integrity worthy 
of their profession. Teachers have many employ- 
ment advantages, such as long vacations. They 
should not slur them over in making comparisons 
of their annual incomes. Also employment in teach- 
ing and libraries has been notably stable. Teachers 
and librarians should not ignore that fact in com- 
paring their position with those whose employment 
has been far less steady. 

At the same time, the great fiscal difficulties in- 
volved in solving the crisis in teachers and librarians 
salaries must not be used as an excuse for post- 
poning effective action. The states are better 
equipped financially and otherwise to take such 
action than is the federal government and, with the 
localities directly involved, should take the lead. If 
the price of effective action is a heavier tax burden 
for communities already too heavily burdened that 
price must be paid. The crisis presents a major 
emergency. To handle it as anything less is to court 
irreparable damage to the nation as a whole, and a 
special measure of damage to business as well. The 
intelligent self-interest of business requires that it 
leave nothing undone to meet and master the crisis 
in education. 





President McGraw-Hill Publishing Company, Inc. 
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Manager, Residential Sales Department, 
Philadelphia Electric Co. 





....A Utility 
Company’s New 
Program 


With the Philadelphia Electric Co. televising 
special programs featuring the home-maker 
angle three afternoons a week, Philadelphia 
dealers can demonstrate television with a live 
show on the set during daytime business hour 
--. In this article, Austin Monty, the manager 
of P E's residential sales department tells how 


this brand new promotion is handled 


By LANSDELL ANDERSON 


HE immediate aim of the Phil- 

adelphia Electric Co. in spon- 

soring afternoon television pro- 
grams, says Austin Monty, Man- 
ager of the Residential Sales Depart- 
ment, is to assist local dealers in two 
vitally important ways to merchan- 
dise television to the public. 

First, these unique matinee pro- 
grams, now being produced by the 
utility, allow dealers to demonstrate 
television during normal daytime busi- 
ness hours with a live show on the 
screen, rather than merely the dead 
name card of the station, as pre- 
viously was the case. Next, since 
these live shows feature subjects of 
particular interest to home-makers, 
the dealers now also have a salable 
presentation to women—and the 
women, Monty contends, are the real 
purchasing agents on America’s home 
front. 

As an added bonus, Philadelphia 
Electric’s afternoon television pro- 
grams render the dealers substantial 
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merchandising assistance in two other 
ways: 1—Television prospects visit- 
ing dealers’ stores to see these shows 
are exposed to all other electrical 
appliances on display there. 2—The 
program itself, forcefully selling elec- 
trical living, at the same time does a 
smooth selling job for dealers on those 
appliances, 


P. E. Selling No Video 


In “Television Matinee,” the name 
of this new series of programs 
initiated early in February by Phil- 
adelphia Electric, the utility tosses a 
highly potential promotional iron of its 
own in the fire, an iron which in time 
may become red hot. This promo- 
tion is not expected to pay the utility 
any immediate dividends, however, 
because the company at the present 
time does not sell television receivers. 

As for television sets directly pay- 
ing off loadwise, that is a matter 
which will require considerable check- 
ing before the true score can be told. 
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A television receiver may draw per- 
haps four times the wattage of the 
average radio set but the family view- 
ing a television program at night in 
their own home also may turn off a 
radio, along with more than enough 
lamps which normally would be 
lighted, to offset the current con- 
sumed by the television set. On the 
other hand, a smart television program 
in the long run may lead to the sale 
of a terrific volume of electrical ap- 
pliances—which means increased load 
for the utility as well as good business 
for dealers. 

That, briefly, is the way the situa- 
tion shapes up in Philadephia today— 
and everyone in the electrical business 
in the city, from distributor to dealer, 
and the electrical league, agrees in no 
uncertain terms that Philadelphia 
Electric, and Austin Monty, the spark 
plug firing “Television Matinee” for 
the utility, deserve grateful thanks for 
this progressive, community-minded, 
dealer-conscious promotion. 
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Matinee”. 


Judith O'Flaherty of the Philadelphia Electric Co.'s home economics staff 
goes through a cooking routine during the filming of the "Television 





Dealers are now able to schedule television demonstrations during normal 


business hours with a live show on the screen. 


Above, a demonstration 


in progress at Shryock Radio & Television Co., 1615 Walnut St., Philadelphia. 


Austin Monty details his part in 
Philadelphia Electric’s television ven- 
ture in this manner: 

“It is the duty of a utility to co- 
operate with a new industry in the 
electrical field, especially with a new 
industry holding the tremendous prom- 
ise of television. It seems to me that 
the utility should assume its rightful 
place in its promotion. Also bear in 
mind that we have two large manu- 
facturers of television receivers in 
our own backyard, employing thou- 
sands of workers who live in the area 
served by our lines and contribute to 
the economic welfare of our com- 
munity, 

“H. P. Liversidge, president of 
Philadelphia Electric Company, clearly 
stated our policy when he appeared 
before the television cameras to in- 
troduce our series of broadcasts. Fol- 
lowing his greeting to the audience, 
he said that ‘this program is our first 
contribution to a great new industry; 
and the sponsorship of this program 
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is in line with our established practice 
of assisting the local electrical indus- 
try in the promotion of new uses of 
electricity.’ 

“Some months ago when I attended 
a distributor’s advance showing of 
television for the dealers, I quickly 
saw how we could best do our part. 
It seemed to me that the industry 
was trying to do a gigantic job in the 
hardest possible way. The programs, 
and the hours of broadcasting, left 
much to be desired. 

“Despite the fact that in this country 
about 90 per cent of the money is 
spent by women, few television pro- 
grams held more than a very minor 
interest for them. Further, except for 
a football game on the screen on Sat- 
urday afternoons during the brief foot- 
ball season, there were few programs 
on the set during afternoons through- 
out the rest of the year. . It séemed 
to us that the ladies who are the 
purchasing agents for the home were 
being neglected. 
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“Again, we felt that something had 
to be done to back up our aggres- 


sive dealers. Certainly dealers should 
have programs which appeal to the 
women, programs which permit dem- 
onstrations of sets during daytime 
business hours. A dead screen is not 
an asset on the sales floor. Only a live 
show on the set gives the viewer the 
needed feeling of space and depth. 
“Of course, I can appreciate the 
position of receiver manufacturers. 
Their immediate problem is one of 





















production rather than sales because of 
the initial demand that is always evi- 
dent in the case of a new product. 
Estimates regarding the size of this 
initial demand vary greatly. How- 
ever, it has been our experience that 
aggressive promotion is required dur- 
ing this period to provide prospects 
when the initial buying wave is over. 
Manufacturers should begin the ag- 
gressive promotion of television now 
to provide a continuous market. 
(Continued on page 225) 
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An attractive saleswoman in the Pizitz electrical appliance department here demonstrates 
a frozen food unit to a prospective customer. The unit is part of a complete kitchen 
set up and ready to operate in the appliance department. 








Entire families frequently go shopping in the Pizitz electrical appliance department. 
{Manager E. E. Speer, center, explains how a washing machine can be operated by even 
the youngest member of the family. 
} 




















A section of the radio and record department at Pizitz reveals an attractive arrangement 
of albums and radio sets. Customers are invited to come in, select the records they 
want to hear and enjoy listening to them in one of the eight listening booths maintained 
for their convenience. 
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Priority 


The Louis Pizitz Dry Goods Co., one of the South's 
major department stores, uses a priority and 


down-payment plan of selling which has held 


thousands of customers by its very fairness. 


HE ability to use down pay- 
ments and a priority delivery 
list as a means of selling elec- 
trical appliances and of building good 
will is no mean feat—particularly when 
the trick is turned by a department 
store numbering its customers in the 
tens of thousands. 

The Louis Pizitz Dry Goods Co., 
of Birmingham, Alabama, one of 
the South’s major department stores, 
uses just such a system, and‘in the 
two years since the priority list and 
down-payment plan was inaugurated, 
has more than doubled its sale of elec- 
trical appliances. 

The Pizitz plan, evolved in the 
summer of 1945 at a conference of 
store officials, was created as a method 
of distributing scarce merchandise on 
as fair a basis as possible to appliance 
hungry customers. In a day of fierce 
competition, price wars and efforts 
to build future trade, Pizitz officials 
felt that a fair distribution of avail- 
able merchandise would be one of 
the department store’s best assets. 

The system, on the surface, works 
on the three usual steps. (1) The 


customer buys an appliance; (2) he 
is assigned the next priority number 
available, and (3) he makes a down- 
payment of $10. But back of these 
steps are certain guarantees and con- 
ditions which make the buying process 
a satisfactory and fair one. 

When the appliance is bought, it is 
clearly designated in writing by its 
name brand, its model, its capacity 
and with the notation that “the sales 
price of the merchandise is to be the 
price hereafter fixed by either a gov- 
ernmental agency or the manufac- 
turer of the article.” 


Conditional Priority 


When the priority number is as- 
signed, it is with the understanding 
that the buyer may check his position 
on the list at any time (the files are 
never kept under lock and key) ; that 
he may not transfer his number to 
someone else and that should he desire 
some other brand than ordered, and 
such brand is available, he may accept 
it in lieu of the original order. 

The $10 deposit is an arbitrary 
figure set by Pizitz as a token payment, 











A Birmingham housewife is here signed up under the Pizitz priority and 
down-payment plan. She knows her deposit of $10 will insure her place on the 
waiting list, guarantee delivery as soon as the refrigerator she desires is available. 
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By 
A. B. WINDHAM 


whether the equipment bought be re- 
frigerator, range, washing machine, 
radio or other article. The buyer may 
withdraw this deposit at any time, can- 
celing his order, or he may make 
additional payments at any time. The 
original deposit, of course, is credited 
toward the article purchased. A sepa- 
rate deposit is required on each appli- 
ance purchased. 

“The priority-down payment system 
has helped us hold thousands of cus- 
tomers who might have gone else- 
where,” says E. A. Speer, manager of 
the appliance department. “Before we 
inaugurated it, we had lots of ‘you- 
know-me, Al’ type of buyers who had 
bought all their stuff from Pizitz for 
years and who felt they deserved some 
special consideration in priorities.” 

Mr. Speer went into conference 
with officials of the store and sug- 
gested that, beginning in October, 
1945, the priority plan be inaugurated, 
regardless of who the buyer might be. 
Mr. Speer’s argument was that no 
matter how old or faithful a customer 
was, he could not honestly object to 
a scrupulously fair plan of distribu- 
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The complete kitchen installed in the electrical appliance department of the Louis Pizitz Dry Goods Co., Birmingham, 


is well lighted and wired for immediate operation. 


tion. The store officials agreed and 
Pizitz gave the newly-installed system 
the widest possible publicity, announc- 
ing it in the Birmingham daily news- 
papers, over local radio stations and 
by direct mail advertising. 

“The plan obviously was so fair and 
impersonal and provided such an equi- 








E. E. Speer, left, manager of the Pizitz electrical appliance department, was the 
originator of the priority system used successfully for two years. The customer 
signing the priority agreement knows his deposit will be refunded on demand. 
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table way of distributing scarce ap- 
pliances, we didn’t get a _ single 
squawk,” says Mr. Speer, “nor have 
we ever had one in the two years the 
plan has been in operation.” 


Super-priorities Noted 


Only three super-priorities are 
recognized by Pizitz over the regular 
waiting list order. These are (1) 
to veterans with an HH priority, on 
order from the Federal Housing 
Authority ; (2) to physicians setting up 
new offices, and (3) to doctors’ 
patients on a written order from the 
doctor that a refrigerator is needed 
for keeping drugs and serums. These 
three exceptions were noted and car- 
ried in the advertising announcements 
at the time the plan was placed in 
operation. 

The advantages of the system are 
that the buyer knows exactly where 
he stands in relation to delivery at all 
times and that there is no possibility 
of losing his place on the waiting list; 
his down-payment is not tied up and 
is immediately refundable; he can 
handle payments on his regular month- 
ly store account; the price of the 
article is determined, not by the store, 
but by the current market price of the 
manufacturer; that he is dealing with 
a reputable firm under a fair distribu- 
tion plan, and that if he is a new cus- 
tomer, he gets as much consideration 
as an old one. 

In order that priorities may not pile 


Its spotless arrangement draws the attention of housewives. 


up to confusing propostions, they have 
been limited by Pizitz to 500 in the 
case of refrigerators and washers, the 
most sought-after items sold. This 
limit also was announced at the in- 
ception of the plan. As deliveries im- 
proved, the priority numbers have 
dropped and not since the late fall of 
1946 have they reached the 500 limit, 
Mr. Speer says. Nevertheless, at the 
end of February 1947, he was still 
five months behind on refrigerator de- 
livery, eight to ten months on washers 
and from one to two months on aito- 
matic laundries. 

As the priority number is assigned 
and the down-payment of $10 made, 
the article purchased is ordered from 
the manufacturer or distributor and 
upon its arrival, it is placed in the 
Pizitz warehouse until such time as 
the customer desires delivery. Whether 
the transaction is cash or credit does 
not enter into the priority picture, 
Mr. Speer says. 

“We have been fair and honest with 
our customers—the new ones and the 
old ones,” Mr. Speer sums up, “giv- 
ing them as good service as possible 
under trying conditions. From the 
start, they've shown how much they 
appreciate it.” 


Growth of Department 


Just how much appreciation the buy- 
ing public has shown is reflected in 
the growth of the Pizitz appliance de- 

(Continued on page 220) 
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Running a successful appliance store in a small town in the 


shadow of a nearby big city is not new to Jack Heintz of Santa 


Clara, Calif. He provides the friendly, home-town touch to 


his selling, and keeps in stock everything electrical that his 


local customers could want. 


The Small Dealer 


CAN Compete 4 


On the main street of Santa Clara, Calif. is the unimpressive but successful University 


Electric Co., owned and operated by Jack Heintz. 


In its 26th year of business, 


this appliance store stays successful although it is within three miles of San Jose, a 


100,000 population city. 


cc WE'VE been sick,” the mouse is sup- 
posed to have said when the ele- 
phant accused him of being small 
and very insignificant. 

Nell, there are hundreds of small 
and apparently insignificant appliance 
stores — retail outlets like University 
Electric Co., Santa Clara, Calif., which 
Jack Heintz owns—which don’t have 
to feign economic sickness as an ex- 
cuse for their smallness. The answer 
for them is: “We've been smart.” 

Heintz intends to stay small, and 
smart—and prosperous. 

Twenty-five years of successful ap- 
pliance 
suburban 


store operation in a_ small 
town that exists in the 
shadow of a 100,000 population city— 
competing with the well-organized, big- 
city appliance dealers as well as the 
electrical departments of several well- 
stocked, progressive department stores 
—that is the record of Jack Heintz as 
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he goes into his 26th year with plans 
for a prospercus post-war period with- 
out expanding his pre-war setup. 
“When you are operating in a sub- 
urban town, in the neighborhood shop- 
ping area of a metropolitan city, the 
only advantage on your side is that you 
are small. You can compete with the 
large city dealers, and you can get 
enough business in spite of the depart- 
ment stores, by setting up your store 
to provide all those services which the 
city stores can’t offer,” Heintz says. 


Operating the Small Store 


“The personal relationship between 
customers and the small dealer is one of 
the most important assets we have here. 
We've had to build it up and keep it 
going or we couldn’t have stayed in 
business,” Heintz states. “By giving 
a personal service to each customer, 
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we get him to think first of our store 
when he needs something electrical. 
Whether it’s a radio, a refrigerator, 
flashlight batteries or some fuses, the 
person will say, ‘I’ll go down to Jack 
Heintz, he’ll help me,’ and that person 
will know from past experience that he 
will get some help here. We have had 
to build up that personal confidence 
that makes our customers want not so 
much our products as our advice and 
suggestions. Every successful small 
dealer—in the electrical or any other 
business—has to do it. He can’t exist 
on transient trade. 

“Customers have to have the same 
confidence in the store’s clerks, book- 
keeper, and outside salesmen as they 
have in the owner. When the war was 
on and we had new clerks here, we had 
more than one complaint from the cus- 
tomer. But they’ve never complained 
since Dick Scanlon came back from 
the Navy. He was with me for 11 


years before the war — practically 
had on short pants when he came here. 
And he’s a local boy. He’s well-known 
and well-liked in Santa Clara. 

“When a customer comes into the 
store, she isn’t greeted by a polished, 
even if well-intentioned, ‘What can I 
do for you today, madam?’ from a 
stranger. Here, most likely, she’ll be 
greeted by ‘Good morning, Mrs. Smith, 
is that radio working all right now?’ 
or another personal touch that is a 
direct result of that customer’s regular 
visits here.” 


Have Everything They Want 


“We found here, over the years, that 
one of the most important factors for 
the dealer in a small city is to have a 
wide variety of electrical items. That’s 
something I suppose the big city appli- 
ance dealer can take or leave alone. 
We have to take it or the customers 
leave us alone. 


Jack Heintz, right, has made himself one of the best known merchants by operating 
the University Electric in such a way that it offers complete electrical service and a 
personal touch in appliance merchandising that has built confidence among Santa Clara's 


8,500 residents. 


“T’ 
is to | 
come 
exten 
is to 
electt 
majo 
peop! 
ing f 
wire, 
trica 
we'll 
ance: 

“y 
resid 
At t 
$800 
is ar 
of c 
of fi 
ably 
in § 
this 
com 
a ro 

sma 
kee 
tle 

any 
We 
thi: 
to’ 


J 
” 
T 








“There are two reasons for this. One 
is to find every way to increase our in- 
come without increasing, to any great 
extent, our overhead. The other reason 
is to give our customers a complete 
electrical service. Because we feature 
major appliances won’t keep the local 
people from coming in the store look- 
ing for fuses, batteries, wiring devices, 
wire, etc. They consider us an elec- 
trical store, and we have to be one or 
we'll lose the local trade even for appli- 
ances. 

“We have about $1,000 worth of 
residential lighting fixtures on hand. 
At the moment we are grossing about 
$800 a month from them because there 
is an unusual demand. In normal times, 
of course, we can’t do that, but the sale 
of fixtures is enough to add consider- 
ably to the store’s gross. And everyone 
in Santa Clara knows that we have 
this display here. Some one is always 
coming in for one or two fixtures for 
a room he is redecorating. We make a 
small profit, and at the same time we 
keep everyone impressed with our lit- 
tle store as the place to go to when 
anything electrical is needed. 

“It’s the same with wiring devices. 
We do about $400 a month gross with 
this line. That may not be enough 
to write a story about, but it represents 


Looking from the counter toward the entrance shows the left side of the center appliance display, lined with one each of 


four brands of washing machines. 


Another is on the floor near the door being demonstrated by store manager Dick Scan- 


lon, right. Overhead, hung from a lattice ceiling, is part of this appliance store's line of residential lighting fixtures. 


another small item of profit, and those 
of us who operate small stores have 
got to keep many of these small items 
going.” 

One thing that Jack Heintz doesn’t 
try to do is to compete with five and 
ten cent stores in the wiring devices 
line. He carries two manufacturers’ 
lines—both are top quality and priced 
accordingly. “If anyone is looking for 
a cheap wiring device,” Heintz says, 

(Continued on page 212) 


Jack Heintz knows that he can't run a successful small city appliance and electrical store 
without having a little of every kind of wire his customers may want for their homes. 
The store's radio service man pinch hits (below) at the winding and measuring machine, 
supplying a local farm boy with "40 feet of #18." 


From the store entrance, the right aisle leads by the display of refrigerators. 
Even when these appliances are in normal supply, Heintz is limited by space from 
showing more than 4 or 5 refrigerators. Therefore, he limits himself to two 
nationally-advertised brands and displays two models of one, three models of 
the other brand, and keeps a serviceman who is a specialist in these two makes. 
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public utility home service de- 

partments everywhere in the 
country have been teaching methods of 
sugarless canning, butterless batki 
and meatless meals, in intervals@5ee 
tween giving lessons to customers*in 
the care and conservation of irreplace- 
able electrical equipment. The time 
is fast approaching again when they 
can take their place as one of the most 
important factors in the building of 
customer acceptance of home equip- 
ment. The power companies of the 
Pacific Northwest have always been 
in the forefront in their use of the 
home service department in the pro- 
motion of better lighting and home 
appliances. Some of them maintained 
their staffs of girls throughout the 
war; those who have not are planning 
again to build up their organizations 
in this department. Here are some of 
the methods which these girls are 
using now or found effective before 
the war. They are still good workable 
ideas, 


Fm some years now the girls of 


a 


KITCHEN PLANNING IN IDAHO 


By keeping their eyes open when 
making home calls for other purposes, 
the home service girls of the Idaho 
Power Co. were able during a year’s 
period to secure 150 prospects suf- 
ficiently interested in adding a com- 
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plete electrical kitchen to their homes 
so that it was worth while to draw up 
a plan for them to follow. The cost 
of these designs, which were drawn 
in elevation and with floor plan to 
meet the particular home and needs of 
the individual, came to about $10, 
hence the girls were very careful not 
to promise this service unless it was 
probable that the plans would be car- 
ried out. The salesman made the de- 
livery of the finished drawings to the 
prospect and of course followed up the 
electrical appliance needs at this time. 
During the year the record showed 
two or three major appliances sold for 
every one of the 150 plans drawn up. 


LIGHTING FOR INTERIOR 
DECORATORS 


Lamps and fixtures are frequently 
specified by the interior decorator who 
is responsible for home furnishings. 
In order to insure that proper lighting 
principles be understood by this group, 
the lighting expert of the Missoula 
office of the Montana Power Co. gave 
an address on “Decorating With 
Light” before the interior decorators’ 
organization of that community. 


FARM EXTENSION WORKERS 


During the last months before the 
war the state extension workers in 
some of the Pacific Coast states took 


al 


Miss Elrod, home service director of the 
Northwestern Electric Co., calls on a 
customer who has recently bought a range. 


remodeled lamps provided by home 
service departments around with them 
on their visits to farm homes in order 
to show rural housewives how they 
could have better light in their homes 
at small cost. 


LIGHTING FOR BOYS 


The manual training classes, as well 
as the home economics classes of Mon- 
tana high schools received instruction 
in better lighting during one lighting 
campaign. Emphasis in the boys’ 
groups was placed on the reconstruc- 





Miss Elrod explains the operation of the 
various features of the new range—in 
this instance a deep-well cooker. 


tion of old lamps and the building of 
new ones to give approved lighting 
results. 


SHOE POLISH FOR LAMP SHADES 


White shoe polish can be used to 
whiten the inside of a lamp shade and 
is easier to apply than white paper, 
It may take several coats to produce 
the required effect, but it is easily re- 
newed when it becomes darkened for 


any reason. This is a suggestion made 


to housewives by a home service girl 
from Seattle. 








Ww 


im \ Vater 





Realizing that dealer service men have access to customers’ homes under most 
favorable conditions for observing new appliance needs, the home service 
department ‘of the Washington Water Power Company included repair men 
among the groups who were given lessons in electric cookery. Here are two 
from the service departments of the Crescent and Palace (both Spokane 
department stores), learning how to use an electric range, so that they later 
may be able to boost electric methods to prospective customers. 


Dealer salesmen, after learning practical kitchen operation under supervision 
of home service advisers of the Washington Water Power Company in the 


power company kitchen, were better able to talk the language of their 


customers. 
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She goes over the literature which is left with the range, showing the new owner 
how she can find the answers to any questions she might have, in the instruction 


book provided by the manufacturer. 


THANKSGIVING WINDOW 
DEMONSTRATION 


To make a Thanksgiving range dis- 
play effective, the home service girls 
of one Montana Power Co. local office 
borrowed a dining room set from a 
nearby furniture store and various 
table settings from other appropriate 
dealers, setting the table in the win- 
dow with unique favors in the form of 
turkeys made of fruit put together 
with toothpicks. In the electric range, 
which was set up just inside the door, 
a turkey was cooked, a glass oven door 
permitting a view of the process, while 
pleasant odors filled the neighborhood. 
The demonstration had been announced 
in the newspaper and visitors were 
permitted to sign cards which entitled 
them to a drawing on the turkey. 
About three hundred women expressed 
an interest in the demonstration, many 
of them asking questions which placed 
them definitely in the class of prospects 
for an electric range. 


LIGHT FOR A BRIDGE PARTY 


During a lighting campaign one 
western home adviser completely light 
conditioned the home of a lady who 
was giving a bridge party, renovating 
a bridge lamp, adding adapters with 
silver bowl globes where needed, an 
LE.S. floor lamp, and providing cor- 
rect wattages for all sockets and lamps. 





By arrangement nothing was said by 
the hostess about the lighting, allow- 
ing guests to bring up the subject. 
Once it was started, of course, she had 
been primed with the lighting story, 
which in the natural course of con- 
versation, she found herself expound- 
ing to an interested group of listeners. 
The home service adviser called back 
next day and collected several good 
leads. The hostess herself was com- 
pletely sold on the advantages of ade- 
quate light. The sale of three floor 
lamps, two adapters, and several pros- 
pects were attributed to this one 
demonstration, 


DEMONSTRATION FOR BUSINESS 
WOMEN 


When asked to give a cooking 
demonstration for the benefit of a 
group of businesswomen, one home 
service girl from the Washington 
Power Co. wisely decided to confine 
her program to an oven cooked meal, 
which could demonstrate the advan- 
tages of the electric oven for the 
woman who must prepare her evening 
meal before leaving home at the noon 
hour and have it ready on her return. 
She cooked a rib roast of beef, pota- 
toes, beans and a pudding, placing the 
food in the oven at one in the after- 
noon and setting the thermostat at 225 
deg. Twenty minutes at 400 deg. at 











six o'clock brought the food to perfec- 
tion for serving to an interested group. 


THE LIGHTING STORY FOR 
YOUNGSTERS 


An effective way of telling the light- 
ing story to children is to use dolls. 
For Brownie troops of small youngs- 
ters one Pacific Coast demonstrator 
says she finds that they sit still more 
easily if they have a part in the pro- 
gram, so she composed an easily 
learned jingle on lighting which the 
group sings to the tune of “London 
Bridge Is Falling Down.” 


INCLUDE ENTHUSIASTIC OWNERS 


It is always a good thing, according 
to a range demonstrator of the Port- 
land General Electric Co., to include a 
few enthusiastic owners of modern 
ranges among those invited to prospect 
schools. The ideal audience is made 
up of non-owners, owners of outmoded 
equipment who should be due to re- 
place their ranges, and prideful posses- 
sors of up-to-date electric ranges. 


PROSPECT IDEAS 


Each home service girl of the Wash- 
ington Water Power Co. has always 
been allowed considerable leeway in 





the handling of small prospect schools. 
Some have invited four or five couples 
interested in electric cookery to dinner 
in the company office, while others 
have found that a luncheon given by 
a new owner to four or five selected 
friends brings best results. In another 
case, new users were offered instruc- 
tion on- the consideration that each 
bring with her as guest a housewife 
who used a coal, wood or gas range, 
or who was the possessor of outmoded 
electrical equipment. 


RURAL DEMONSTRATIONS ON 
SCHEDULE 


The Northwestern Electric, center- 
ing in Portland, Oregon, used to 
schedule floor demonstrations in its 
rural offices which it announced in a 
little bulletin of farm news sent to 
agricultural customers. Ranges, roast- 
ers, small appliances and lighting 
formed the subject matter of informal 
talks with any visitors who dropped in 
to see the program. At the beginning 
of the school season one such demon- 
stration was staged with the back- 
ground of a school desk set with the 
properties of a large red apple, a lunch 
box, school books and a most inade- 
quate study lamp. 


SELLING THE NON-SELLING CALL 


The home service girls cf one western power company 


were required each month to write their director a letter 


telling of some one instance in which home service work 


had definitely done a helpful job for the power company 


they serve. These letters were kept in a scrapbook for 
the benefit of home office officials, who might be in 


doubt os to the value of the time the giris spend in 


calls which apparently have no income-producing sig- 


nificance. Such letters deal with occasions when a home 


service cail turned a dissatisfied customer into a grateful 


one, brought back into service equipment which had 


been laid on tne shelf, or started a 


“user on a crusade 


of bringing her neighbors into the fold. They provide 
interesting and illuminating reading, serving as an ex- 


change of ideas between the members of the home 


service staff, as well as ammunition with the manage- 


mentin case of need. 
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KIT OR NO KIT 


Whether or not to carry along for- 
mal lighting kits in making home calls 
is a subject much debated by home 
service girls. Complete home lighting 
kits are owned by most of the staff of 
home service departments serving the 
Pacific Northwest, but are seldom 
used. Most girls found it advisable to 
take with them a sight meter and some 
pieces of actual light conditioning ma- 
terial, leaving it overnight if possible. 
The Northwestern Electric Company 
reports that complete kits were. used 
effectively in response to lighting re- 
quest calls and in rural districts, where 
the effect of “pulling tricks out of the 
bag” still makes an impression. 
(Continued on next page) 
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KITCHEN PLANNING GAME 


An effective demonstration before 
the Junior Women’s Club of Anaconda, 
Montana, succeeded in bringing home 
the story of effective use of electricity 
by bringing the audience into the pro- 
gram. A kitchen planning contest 
called for three girls chosen by lot 
from the club membership who were 
asked to plan their dream kitchens. 
All members not participating were 
permitted to choose their contestants 
and to give advice from the sidelines. 
Small model kitchen sets were used 
for the setups, which were later judged 
on the basis of principles explained to 
the by-this-time-thoroughly-interested 
group. A wallette lamp was given as 
a prize. Better lighting was ably 
demonstrated during the evening by 
using adapters on the somewhat primi- 
tive lighting available in the hall and 
adding several lamps about the room, 
a change which was greatly appre- 
ciated and conveyed the lesson in- 
tended. 


PUBLIC LIGHTING LEADS TO 
HOME SALES 


Better lighting installed in a public 
place will invariably lead to improve- 





It has been found that school children carry home news of any 
new appliance concerning which they have learned in their cook- 
ing classes. Inquiries at power company and dealer stores always 
follow such a demonstration. 


Part of the regular school curriculum in Spokane, Wash., schools 
before the war called for talks on the operation of electric cook- 
ing appliances by power company representatives. 
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ment in the home lighting of some of 
those who frequent the place, a fact 
which was demonstrated in Montana, 
where a complete home remodeling 
job was credited by the home owner to 
the better lighting installed in the 
election booth in which she had worked 
and the effects she had observed on 
the well-being of those who worked 
there. 


LOW CEILING FOR LIGHTING 
DEMONSTRATIONS 


In giving a lighting demonstration, 
home service girls from Montana 
found that it paid to rig up an eight- 
foot ceiling at one part of the stage 
of the hall where the talk was being 
given in order to demonstrate lighting 
fixtures with best results. Part of 
the program of the demonstration con- 
sisted in transforming an old fashioned 
fixture with flame colored lamps to a 
new lighting unit by means of adap- 
ters. 


BETTER LIGHT FOR MUSIC STUDENTS 


A home service demonstrator in 
Billings, Montana, secured the names 
of all music instructors in her com- 
munity from the leading music houses 
and proceeded to check the lighting in 
their Where a lamp was 
already in use, she gave instructions 
as to proper placement, also giving 
the highlights in the science of seeing. 
Where adequate lighting was not 
available, a lamp was left on demon- 
stration. Teachers were found glad 
to pass on the names of students, to 
insure that they have proper light in 
their own homes by which to practice. 


homes. 


INCLUDE THE MEN 


Lighting demonstrations at which 
both husband and wife are present 
give best results, according to the ex- 


perience of a home service girl from 
the Puget Sound Power and Light Co. 


COOKING FROZEN FOODS: 


Rural housewives of Havre, Mon- 
tana, even before the war enjoyed a 
“frozen foods demonstration” which 
featured methods of cooking foods kept 
frozen in lockers. Result was promo- 
tion of both quick freezing units and 
electric cookery. 


RECIPES FOR GOOD WILL 


One western power company has 
found that recipes or instruction on 
special use of their electrical equip- 
ment mailed to owners of electric 
ranges from time to time did more 
than any other one item to produce a 
friendly feeling toward the company. 


USERS’ CLASS FOR TENANTS 


When twenty-four electric ranges 
were installed in a Great Falls, Mon- 
tana, apartment house, the home serv- 
ice girl of the power company in that 
community started a “users’ class” for 
the tenants, which was greatly ap- 
preciated. The service department 
later reported that this was the first 
apartment house converted to electric 
cooking which had not been the source 
of service calls during the first week 
of installation. 


CAMPFIRE GIRLS WINDOW DISPLAY 


Campfire girls earned credit for 
themselves and their troop, and the 
Montana Power Co. obtained an effec- 
tive action window when a home serv- 
ice adviser for the power company 
arranged for a group of the girls to 
prepare and serve chocolate waffles, 
cinnamon toast and coffee in the win- 
dow of the Butte sales office. The 
girls worked in groups of three and 
four in one-hour shifts, attracting 
niuch interest from visitors, and them- 
selves becoming familiar with the use 
of the electrical equipment. 


BREAKFAST NOOK LIGHTING 


For the family which uses its break- 
fast nook for children’s study, the 
playing of games and other activities 
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besides eating, the home service a4 
viser for one western power compam 
assembled an inexpensive shade Which 
could be adapted to match the decor. 
tion scheme, fitted with a reflector diy 
of suitable size and either a 100-way 
or 150-watt silver bowl bulb. This sh 
found to give more satisfaction tha 
the type of adapter which does ng 
throw enough light downward. 


ECHOES FROM A SCHOOL LIGHTING 
PROJECT 


At the request of the principal of, 
junior high school in Montana, th 
general science class undertook ; 
project covering the proper lighting 
of the school, supervised and assist 
in this work by a home service adviser 
from the power company. A copy of 
the recommendations was sent to the 
Board of Health, with the result tha 
a letter was received from the Boarj 
asking if such service were availabe 
for the state. Also one of the pupils 
later asked to borrow the sight meter 
because she wished to demonstrate the 
defects of her own home lighting t 
her parents, Purchase of sever 
I.E.S. lamps followed. 


SCHOOL GIRLS REDECORATE 
WITH LIGHT 


Stimulated by school projects sug. 
gested by a home service adviser of 
the power company, school children of 
Great Falls, Montana, wrote essays on 
“Redecorating My Room,” which in 
cluded record of such changes as mak- 
ing over old lamps, relining shades 
with white, buying new shades and 
buying new lamps. This laid open op 
portunities to follow up these essays 
with a call at the home and to stimu 
late family interest in relighting other 
rooms as well. 


TRIED AT A TOURIST CAMP 


Cooking temperature. charts left at 
the better tourist camps where electric 
ranges are in use stimulated their use 
for more extensive cooking, as re 
ported from Spokane, Wash., and led 

(Continued on page 210) 
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Highway location of Sadler Supply Company, Redwood City, Calif. 


At night the 


building has disappeared into the darkness, making the lighted displays and the 


neon signs an eyecatcher to even the fastest moving traffic. 


These lights stay on 


until 10 P. M. each night of the week, are shut off by a time clock. 


ERCHANTS in Redwood 
M City, Calif., told W. H. Sadler 

that he was headed for retail 
suicide when he decided to build a large 
electric appliance and plumbing supply 
store on El Camino Real, the main 
arterial highway which passes through 
the city one mile away from the busi- 
ness section. 

But that was in 1938. No one today 
is telling him he is crazy when he is 
breaking ground for an addition to his 
building to make a place for the line of 
housewares which he took on during 
the war and which will remain a major 
item with him. And no one is shaking 
his head at the other merchants who 
are putting up postwar stores along 
the highway near the Sadler Supply 
Company to emulate the now-famous 
setup devised by Sadler. 

Position was the obvious handicap 
for Sadler when he chose to build there, 
but he started out to make that position 
his greatest asset by giving his building 
and his displays everything that the 
dealers on the city’s main streets would 
find it difficult or impossible to offer. 

The results of his efforts speak for 
themselves. Right now, with only a 
dribble of electric appliances coming in, 
Sadler is doing about $14,000 a month 
Toss retail business in housewares, a 
small hardware line, and as many 
plumbing supplies and appliances as 
can be obtained during the shortage 
of both lines. With a return to norm- 
aley, Sadler expects to do an electrical 
appliance business as good as, probably 
much better than he was doing in 1939 
to 1941—and that averaged around 
$12,000 a month. 

The location was a big gamble for 
Sadler. In i938 he was located in a 
small store in Redwood City, doing a 
modest business in plumbing supplies 
and electrical appliances. He needed 
toexpand. The normal procedure was 
to get a large store on Redwood City’s 


Broadway or Main Street, right in the 
heart of the business section. He would 
have been able to get good street traffic, 
and he would have taken his share of 
the city’s appliance business. 

Instead he picked E] Camino—a sec- 
tion of this highway where it was lined 
mostly with bare fields. He decided 
the location had possibilities because of 
several factors. San Mateo County, of 
which Redwood City is the seat, is 
part of the Peninsula which is tipped 
on the north by San Francisco. All 
business and residential life is distrib- 
uted along the valley which is knife-cut 
by El Camino. The highway carries 
practically 100 percent of the Penin- 
sula’s inter-city traffic, connecting Red- 
wood City with Menlo Park and Ather- 
ton on the south, and San Carlos, Bel- 
mont, San Mateo and Burlingame on 
the north. 

This is what Sadler wanted, the traf- 
fic. He knew that local business could 
be brought to his store by promotion, 
advertising and by the important factor 
of supplying space for parking. 

Traffic he would get. But that didn’t 
mean business when that traffic was 
passing the location at 50 miles an 
hour. “You'll never get people to 
stop,” friends told Sadler. 


Designing the Store 


That’s why Mr. and Mrs. Sadler 
drove more than 2,000 miles, mostly 
through Southern California, studying 
outstanding store fronts, taking an idea 
from one, adding it to a feature from 
another store. An architect transformed 
these ideas, plus many of their own, 
into a store that now is known to al- 
most every motorist in Northern Cali- 
fornia, and which has received com- 
ments from other dealers as far away as 
Michigan. 

The Sadler Supply Company build- 
ing is two stories high. There is 90 

(Continued on page 102) 
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POSITION 


6s Everything 


Friends told W. H. Sadler he was crazy when he 
located on an arterial highway in Redwood City, 
Calif., but he made this position his biggest asset 


Part of Sadler Supply Company's appliance display in 1940. The far corner is a 
model kitchen. Most of this display is visible to passersby during both the daytime 
and at night. 


Mr. and Mrs. Sadler look over new additions to their line of quality dishware. Most 
of their stock is made by California producers, with the accent on the modern trend. 
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Formerly the living room of the old residence—and Frisch keeps it that way today. 


N a small city, a private residence 

on the edge of the shopping dis- 

trict can be turned into an ideal 
outlet for a radio sales and service 
operation, according to J. Adam 
Frisch of New Brunswick, N. J. 
The only provision, in the estimation 
of this old timer in the radio business, 
is that the house be prominently 
located, preferably on a corner, on a 
high-traffic artery leading into the 
heart of the city. 

Frisch now conducts a profitable 
operation from such a base in this city 
of around 40,000 residential popula- 
tion. And further at variance with 
the popular notion that the only 
proper outlet for city selling is the 
conventional type of store, Frisch dis- 
plays his lines in homely room settings. 
This, he finds, is particularly effective 
for demonstrating console combina- 
tions and television sets. His cus- 
tomers, new ones as well as old ones, 
like the location and the homelike set- 
up immensely. His rate of closings 
on big-ticket merchandise is remark- 
ably high. 

Frisch’s experience in radio goes 
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The decorations and furnishings throughout all demonstration rooms are homelike. 


back to 1920 when he was an ama- 
teur ham, soon thereafter stepping out 
on the air over his own station, 
W2AIN, which he still operates at 
10 and 20 meters. By 1925 he was 
regularly employed, after school 
hours, in a radio repair shop, then in 
1930 opened his own service outlet 
in the center of the city, six years 
later adding sales to the operation. 
In the early days of television station 
WNBT he built one of the first re- 
ceivers in the area, and that same set, 
incidentally, still remains in service. 
Since several years before the war 
he has held the exclusive Stromberg- 
Carlson franchise for the area, mean- 
while taking on such other radio and/ 
or television lines as Dumont, General 
Electric, Farnsworth, and Wilcox- 
Gay. He also sells p-a systems, install- 
ing them in nearby factories, churches, 
and schools. 


Repaired Radios during War 


Throughout the war, while employ- 
ing two servicemen as usual, he con- 
centrated on radio repairs, at the 
same time making a special effort to 








maintain television receivers in the 
city in workable condition. Now, 
in his spare time, he plays around 
with projected television reception. 


Others Predicted Failure 


It was during the war that Frisch 
sparked the idea of moving his opera- 
tion into a private home on the out- 
skirts of the shopping center. Settling 
on the exact location he wanted, he 
drew detailed plans of his proposed 
layout, then checked with sales rep- 
resentatives of a couple of his manu- 
facturers for their opinion and 
advice before proceeding with the 
actual renovation. Their unqualified 
opinion was that it would be a dismal 
flop; they strongly advised him to 
drop the whole idea. Now, however, 
after sampling public reaction to 
Frisch’s new outlet, and especially 
after checking his sales, along with 
his list of firm advance orders backed 
by large deposits, they are as enthusi- 
astic as he is about the potential of 
this unusual set-up. 

All the houses on this block are 
about the same in character as the 
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The "new home" of Adam Frisch's radio 





old home Frisch purchased. Early 
this summer, after pitching into the 
alterations himself when labor proved 
scarce and costly, he completed a 
major portion of the job. Tempo- 
rarily laid aside, mainly because of 
that construction situation, however, 
were plans covering partial remodeling 
of the outside of the building, chiefly 
of the front at the lower floor level. 
The only usable entrance to the Frisch 
Radio Studio—the name under which 
the operation is conducted—thus now 
is on the side street. So far, he says, 
this has not proven a handicap. 


Entrance is Conventional 


The side entrance opens into a wide 
hallway with a display of table sets 
on wall shelving, Then, blocking of 
a small office in a bay, is the receiving 
counter for repairs, where Frisch's 
bookkeeper gives prompt service 0 
such minor repairs as tube replace 
ments, etc. A capable saleswomal, 
she also takes care of customers intef- 
ested in purchasing a table set. 

So far as the interior is concerned, 
the style and finish of these depatt 
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‘|Radio ()peration 


2 ke aS. Adam Frisch, an old timer in the radio 
| @ & Ca business at New Brunswick, N. J., con- 
ducts a highly successful sales and serv- 
ice operation based in a remodeled resi- 
dence located at the edge of the city's 
shopping section. 
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radio business is an old private resident This large bay is reserved for the display of combinations designed along modern lines. 




















Early ments—table sets, service counter, and 
to the office—is little different from the usual 
proved city store. But there the parallel 
ted a ends. Glancing left as you reach the 
‘empo- counter, you look into two rooms and 
use of a large bay furnished and decorated 
wever, in homelike manner, each showing a 
ydeling number of consoles and combinations 
chiefly to the best advantage. 

level The smaller of these two rooms is 
Frisch 12 by 18 feet, the bay 9 by 11. There 
which are heavy rugs on the hardwood floors, 
is now the walls are papered, the ceilings 
e says, paneled, and the furniture in charac- 


ter for a home. On the day we 
snapped the accompanying pictures, 
the window drapes were at the 


a wide cleaners, thus leaving the venetian 
le sets blinds overly exposed. Ash tray 
ng off stands will be added for customer 
eiving convenience. 

risch’s 


Television Rooms Upstairs 


ice of 
place- The two television demonstration 
yomal, fooms on the second floor are identical 
_ inter- mM size to the first floor rooms. Quite 
| similarly styled, they have critical light ? : 
erned, control and are acoustically treated. The bookkeeper, also a capable saleswoman, has Cutting down on the service load, she also handles some minor repairs at the 
lepart- *. (Continued on page 222) charge of the table set department: in.entry. receiving counter. 
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Miss Virgitia N. Ryan, head 
of the Lowry Electric Co. 
kitchen planning service. is 
shown at hér drawing board, 
where she désigns and creates 
kitchens of Keauty and utility 
for residents and home builders 
of the Coral\| Gables section 















































of Miami. 











F colleges and universities granted 
I specialized degrees, Miss Virginia 
N. Ryan, of the Lowry Electric 
Co., 114 Coral Way, Coral Gables, 
Fla., probably long ago would have 
been created a Doctor of Kitchens. 
Since September 1946, this 38-year 
old graduate of the University of Pitts- 
burgh and Pittsburgh Art Institute, 
has made a name for herself as a 
designer of modern 
kitchens and has placed the Lowry 
Electric Company in a foremost spot 
as one of the few appliance firms in 
the South which render the unique 


creator and 


service of blueprinting and building a 
kitchen as the new home is built. 


The Lowry Service 


The Lowry kitchen planning serv- 
ice, broadly speaking, is a combination 
of architecture, engineering, interior 
decoration and home service, and Miss 
Ryan has brought to it a touch which 
coinbines years of business experience 
and art study. The result is very much 
worth noting. 

So complete is the Lowry kitchen 
under her skillful guidance 
that builders and remodelers may have 
their home blueprints checked, receive 


service 


suggestions for window and door 


changes which shorten housewives’ 
steps, get expert advice on arrange- 
ments for beautification, get an exact 
working measurement drawing show- 
ing the ultimate in space saving, and 
have their kitchen delivered complete, 
according to their own choosing. 
Many residents of the Miami area 
planning on building new homes or 
remodeling their present ones, have 


found the extensive service offered 
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them by Lowry, a boon and a load 
lifter as they furrowed their brows 
over just what appliances to buy and 
how best to utilize them. In her na- 
tive Pittsburgh, Miss Ryan had given 
years to the study of design and 
utility in the home, and as a top- 
notch designer, was handily equipped 
for her job. The many ideas she has 
put into her work with Lowry have 
given that firm a reputation as a first 
class kitchen builder. 


Miss Ryan's Method 


Miss Ryan’s method of serving her 
kitchen customers is systematic and 
efficient. After making an appoint- 
ment to meet the customer—day or 
night, since sometimes husbands want 
to be in on the conferences—she visits 
with them for a friendly discussion of 
what they may have in mind and just 
how extensively they plan to build or 
remodel, 

“These discussions are always in- 
formal—just like a neighbor’s chat,” 
Miss Ryan. “I never use a 
planned sales talk for the simple rea- 
son that no two customers are alike. 
There are, however, rules to be fol- 
lowed in these interviews, so that be- 
fore we are through discussing it, 
nothing is left to the imagination and 
the customer learns and appreciates 
the value of the service we are render- 
ing.” 

But it may be mentioned here that 
Miss Ryan, who is a good listener and 
conversationalist with a ready Irish 
wit, many a time has had to listen to 
family troubles, experiences about 
operations, who’s coming for dinner 
and why a certain movie star is liked, 


Says 





before finally getting the conversation 
into business channels. 

After Miss Ryan learns the full ex- 
tent of her customer’s plan for a better 
kitchen, she takes the measurements 
of the kitchen, if it is a remodeling job 
and makes any suggestions she thinks 
would be advantageous for changes. 
If blueprints are to be studied for a 
new home, she discusses them with 
the customer, then takes the plans 
back to her office at Lowry’s for a 
“take-off”, so that she may draw up 
her own working drawing and illus- 
trations on a larger scale. 

“While I’m busy taking measure- 
ments of my customer’s kitchen, I see 


to it that the lady of the house js 
pretty busy looking at a catalogue of 
model kitchens—with ‘before and after’ 
effects,” Miss Ryan says. “This elimi- 
nates a lot of questions, saves time 
and allows me freedom to make an 
accurate check from the individual 
measurements I take.” 


Builds Working Drawings 


These measurements become the 
basis upon which she builds her illus- 
trations and working drawings, care- 
fully scaling the drawings and creating 
a design which can be understood 
easily by the layman. With the work- 
ing drawing, she makes an actual illus- 
tration of how the completed kitchen 
will look, much in the manner of an 
architect’s drawing. Thus nothing is 
left to the imagination of the customer 
and that individual may actually visual- 
ize the finished kitchen. 

When Miss Ryan’s drawings are 
completed, they are returned for the 
customer’s appraisal and okay and 
another home is on the way to pro- 
viding an example of an all-electric 
kitchen. The customer may have his 
choice of wood or steel kitchen units, 
since Lowry features wooden “Key- 
stone” cabinets made by the Keystone 
Cabinet Co., of Littlestown, Pa., and 
steel “Youngstown” cabinets, made by 
the Mullins Manufacturing Co., of 
Warren, Ohio. 

Every effort is extended by Lowry 
to fill orders as early as possible—at 
the time needed, if possible, but of 
course no promise is made for the 
éxact date of delivery of any kitchen 
units. If Lowry feels it cannot fur- 
nish merchandise at the time the house 
is expected to be finished, Miss Ryan 
does not hesitate to so inform the 
customer in order that he can make 
other plans. 
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Miss Ryan figures the customer 
usually has some idea in mind about 
the kind of kitchen desired, and she 
carefully refrains from overselling in 
her talks. 

“The only advice I offer them,” she 
says, “is where they may want some- 
thing in their kitchen which obviously 
would not be practical or wise to in- 
vest in, such as disposals where septic 
tanks are necessary, etc. I have found 
that the better method is to meet their 
pocketbook with the merchandise that 
will serve the greatest need at the 
time. Being standard equipment, it 
can be added at such times as finances 
permit. 

“In re-arranging a kitchen, many 
appliances may be recommended to 
meet the individual’s particular needs. 
Here in the Miami area, where there 
are few basements, the water heater 
usually occupies a space in the kitchen 
and the new table top models fit in 
nicely with modern kitchen units, in- 
suring more counter top working 
space.” 

There is no charge to the customer 








Miss Ryan carefully measures the walls of a kitchen 
preliminary to making her working drawing and illus- 
trations which will provide an all-electric kitchen for 


this home in Coral Gables. 


< 


A customer inspects the gleaming white appliances 

and cabinets in the Lowry Electric Co. showroom, as 

Miss Virginia Ryan (right), of Lowry's kitchen planning - 
service explains how such equipment may best be 

utilized to the greatest advantage in her kitchen. 


The spacious showroom in the Lowry Electric Co., 
14 Coral Way, Coral Gables, illustrates the ultimate 
in eye appeal and tasteful arrangement. A. E. White, 
sales manager of the firm, explains the operation of a 


sink to an interested observer. 
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for the plans which Miss Ryan draws 
up for a remodeling job on a kitchen, 
These plans, however, remain in 
Lowry’s possession until an order is 
signed. In the plans of a new dwell- 
ing, there is a small charge for the 
service, but the amount is credited to 
the order when the sale goes through. 
This charge is made, according to 
Miss Ryan, because of the uncertainty 
of building conditions. 


Designs and Sells 


Miss Ryan does little demonstrat- 
ing. Her job is to design the new 
kitchen to the complete satisfaction of 
the buyer, and to sell it to him. Ex- 
pert demonstrators are provided by 
the firm after the equipment has been 
delivered. Nor does Miss Ryan em- 
ploy any stunts or unique ideas to 
attract customers. 

Her method of obtaining prospects 
and customers is handled through the 
store files, under the guidance of A. E. 
White, sales manager for Lowry. 


Prospects for new kitchens mainly are 
standing. 


customers of long Mr. 
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How the work of a former Pittsburgh artist 
and designer has turned the Lowry Electric 
Company, of Coral Gables, into one of Flori- 
da's outstanding specialists in designing and 


creating modern kitchens for modern homes. 
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White maintains a master file of all 
the firm’s customers and periodically 
sends out informative circulars about 
new models of merchandise and new 
services available to them. 

A return-card announcement of the 
kitchen planning service provides Miss 
Ryan with most of her contacts. This 
card is a simple postal stating briefly 
that the Lowry Electric Co. has estab- 
lished the service and will be glad 
to have their representative call to 
discuss the matter at no obligation, if 
the addressee will sign and return the 
card. According to the store’s files, 
the return is very heavy. 


Showroom Exhibits 


Another sure source of prospects is 
the well-planned showroom exhibits, 
arranged so that every customer who 
enters the big store on Coral Way 
may see them and inspect them with 
a minimum of effort. The showroom 
is designed to illustrate many points 
of time and space-saving ideas and is 
set up to resemble the kitchen in a 
modern home as nearly as possible. 
Fluorescent lighting accents the gleam 
of both steel and wood cabinets and 
the appliances on display are con- 
nected up and ready to demonstrate. 

Miss Ryan joined the Lowry Elec- 
trict Co. in September 1946, at which 
time James Lowry, president of the 
firm, launched a major scale program 


to sell and service kitchens in the 
famous Coral Gables section of Miami. 
She works strictly on a salary 
basis and her hours of 8:30 a.m. to 
5 p.m. are sometimes extended to in- 
clude- much night work, when she 
makes her drawings so that her day- 
time hours may be free for contacts 
and interviews. She has no assistants 
at present but expansion plans of the 
firm call for the addition of several, 
later on. 


There are no figures available on 
the actual increase in kitchen sales 
since Miss Ryan’ took over but Mr. 
White, the sales manager, says the 
increase has been “enormous.” He 
credits her work with “easily putting 
the Lowry Electric Co. on the map 
as far as kitchens are concerned.” 
Customers’ reaction to the work of 
Miss Ryan is described as deep grati- 
tude. 

“We have yet to find a customer 
who hasn’t expressed his apprecia- 
tion,” Mr. White says. “Many peo- 
ple have some manner of formed 
ideas about what they want in the 
way of a new kitchen, but they need 
help in going about getting it in the 
right manner—and that’s Miss Ryan’s 
job. Her kitchen planning service is 
one investment we made that is pay- 
ing off handsomely.” End 
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Next door to the Tabor's Silver Dollar Theater, an old landmark, Joslin's enjoys no 


particular advantage in location. 


ENRY GEORGE has _ been 
H waving a big cigar around for 
years on the backs of cigar 

boxes and saying, “I am for men.” 
The boys in the appliance depart- 
ment at Joslin’s department store in 
Denver appear to have put that motto 
into practice in their business. For 
they seem to attract as many men as 
women into their department, a very 
good idea with major appliances, 


where husband-wife deals are the rule. 
Before plunging into the story of 
how this is done, it may be well to 
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Easy, lronrite and Bendix all have their respective corners in the department. 


point out that Joslin’s is a department 
store that has changed its ways radi- 
cally. It is no secret that department 
stores generally over the country have 
been bogged down with high cost sell- 
ing. Joslin’s, which is 78 years old, 
is owned by the Wm. T. Knott chain. 
Its stock, which sold at $11 a share in 
1936, ran up to $297 a few months 
ago. In the depression its manage- 
ment saw the handwriting on the wall, 
and proceeded to pare down operating 
costs until it was in line with the 
run-of-mine American stores. There 





There is a minimum of floss about the 


appliance department at Joslin's, Den- 


ver... This Western department store 


believes that big ticket items are sold 
to both husband and wife... And they 
try to make the husband comfortable 


By TOM F. BLACKBURN 


is no admiral opening the doors in 
front. Everything is modest inside 
and all attention is thrown on the 
merchandise. 

Alex H. Miller, who heads the major 
appliance department, came to the store 
in 1936, right when changes were 
being made. 


How to Attract Men 


The major appliance department was 
located in a space about 60x 125. It 
attracts men because it is placed near 
the spot men visit most frequently— 
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Notice how low-shelved walls are used to square off the various departments. 


7.99 


the “gent’s” room. Entering, one 
passes a paint department. Inside are 
automobile accessories. To the rear 
is a budget department which keeps a 
string of people coming to make partial 
payments. Altogether, some 8,000 
people a month are said to pass through 
the major appliance department. Some 
50 percent were men the day your 
reporter called. 

There are four salesmen on the 
floor and the idea is to have them all 
working on straight commission 
(5%). They follow up outside leads 
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but do not rotate. The major appli- 
ance department has its own trucks and 
controls its own deliveries, which is a 
godsend, enabling salesmen to keep 
promises. 

The firm also has its own repair 
department which returns a profit. It 
is the Joslin belief that the non-produc- 
tive end of the business is where de- 
partment stores lose money. Conse- 
quently every tub stands on its own 
bottom. 


Advertises Hot Stuff Only 


Newspaper space is rationed, and 
it is the policy of the major appliance 
department never to advertise anything 
they are stuck with. It gets rid of its 
lemons quietly, and advertises only hot 
stuff that brings people in. Execu- 
tives claim that it costs the major 
appliance department only 9.4 percent 
to make a sale, which item includes 
alteration work, room costs, payroll 
and commission, buyer’s salary and 
advertising, travel and delivery. 

Although Joslin’s has four branch 
stores, 62 percent of its appliance busi- 
ness is done in the main store. Some 
$8,000 a month is the average sale of 
radio. It is estimated that 1,000 Tap- 
pan gas ranges are moved a year, giv- 
ing the department $100,000 worth of 
volume on this item alone. With the 
huge saturation on radio in Denver, the 
store is now bucking into radio prob- 
lems which possibly forecast what may 
be encountered in other appliances in 
the future. Too many people, execu- 
tives say, remember when a $29.95 
tadio today used to sell for $9.95. 
There is apparently a buyers’ strike 
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on no-name table model radios. Small 
radios seem to have jelled in public 
estimation at a price between $20 and 
$30. Go over $30 on a table model 
and you run into difficulty. 

The public has an idea it should pay 
around $100 for a combination, radio 
men of the store state. The portable 
record changer price in the public 
mind is about $50. People will pay for 
a console combination around $200, 
ELECTRICAL MERCHANDISING was told. 

“We have never kept priority lists,” 
an executive said. “Asa result people 
know that when we have it they can 
get it. One woman the other day made 


Department stores can sell complete kitchens, sinks 
and home freezers, Joslin authorities believe. 





~~ 


Manager Alex H. Miller believes that radios are the 
first appliances to jell and that they forecast what 
will happen to other items. 


Action 





a deposit on a Kelvinator refrigerator, 
and asked us to wait a day for the 
balance. It turned out that she had 
made deposits at five different stores 
on Kelvinators. She went out to 
collect the money. One dealer refused 
to give it back to her.” 

Joslin’s has Kelvinator, Philco, 
RCA-Victor and Zenith radio. It 
offers Free-Westinghouse and New 
Home sewing machines. On display 
are Ironrite ironers and Easy washers, 
as well as Bendix. 

The arrangement is to group asso- 
ciated items. For example, Ironrite, 


Bendix and other washers are near 





shot of the Kelvinator department. 
people came from a “ong way, and illustrate how 
people dress out west in the summer. 





These 





Here's a rancher from 100 miles out taking a look at a 
New Home sewing machine. 


, 





the complete kitchen or sink. The 
record department is passed by folks 
enroute to make payments who have 
money in their hands. Small appli- 
ances and kitchen gadgets are piled 
in the center with no particular dis- 
play. Only design in the store comes 
from the pastel tinted walls. 

Manager Alex H. Miller has his 
desk out where the public can talk to 
him if it wishes. 

Chief idea is to roll out a lot of mer- 
chandise without a lot of fuss or cost, 
and in this Joslin is unique compared 
to many horn-blowing city department 
stores. 
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Left, James McDonald, general sales manager, and Isadore Davidow, 


one of the owners of the Davidow stores. 


chain, 


RESIDENT Truman’s home 
P town, Independence, Missouri 

(pop. 20,000) is headquarters for 
an organization which promises to cut 
a wide swath on the Missouri ap- 
pliance, record and homé furnishings 
merchandising horizon. 

With a merchandising program 
packed with sales talent and hard- 
hitting promotional schedule, Isadore, 
Lewis and Morris Davidow, brothers, 
and a sister, Ester Bold, have estab- 
lished modern stores in four Missouri 
cities—Clinton, Lexington, Nevada, 
and Independence. Records, home ap- 
plances, and home furnishings are the 
three major departments at Davidow 
stores (formerly known as The Mod- 
erne Appliance Stores). The main 
store at Independence is classed as one 
of the more prepossessing retail estab- 
lishments in the Greater Kansas City 
territory. 

All cities which the company has 
entered are county seats, all are wide- 
awake communities, all store locations 
Traffic surveys were 
made, financial reports compiled, com- 
prehensive data solicited from the 
Chambers of Commerce, and other re- 
ports assembled before a decision on 
the cities to be included in this mer- 
chandising invasion was made. Now 
six more stores are scheduled for fu- 
ture openings in other Missouri county 
seats of 10,000 or more population. 
Isadore Davidow, who owns a chain 
of ladies’ apparel stores, sparkplugs 
the organization. 


are strategic. 
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which will 


In assembling managerial talent, the 
Davidows selected experienced men 
with appliance and home furnishing 
sales backgrounds. James McDonald, 
general sales manager, managed a 
leading Kansas City retail store, and 
has had 15 years sales experience. 
Jay North, Davidow furniture buyer 
and sales manager for all stores, was 
formerly associated with Yost Furni- 
ture Company, Kansas City. Manag- 
ing the Independence store is Adron 
Benner; Ansil Rosenberg is assistant 
manager, Maurice Roger is the Clin- 





have 10 stores 


A long-standing need of record fans of Independence, Mo., has been filled with the 
introduction of Davidow's new record-appliance-home furnishing store. 


Missourt Chain 


President Truman's home town—Independence, Mo.—is 
headquarters for Davidow's new appliance and radio 


in the state 


ton manager, Byran Hawkins is at 
Nevada, and in Lexington is R. C. 
(Jock) Beretta. 


Store Layouts 


Davidow store layouts have all been 
cut from the same architectural pat- 
tern. The Independence store, on a 
more elaborate scale, has a layout 
similar to the other three branches. 
A space measuring 30x20 feet, is de- 
voted to records; a total of 6,000 
square feet, including the entire second 
floor, is utilized in displaying home 


By far one of the outstanding retail establishment in President Truman's home 
town—Independence, Missouri—is Davidow's, a complete home furnishings store. 
Three other retail bases have been established in other Missouri towns, and pres- 
ently six more stores will be added. 
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furnishings, and three-fourths of the 
40x85 feet of the main floor is avail- 
able for exhibiting electrical ap- 
pliances. : 

A first-class service department, 
featuring repair on both minor and 
major appliances, is one of the im- 
portant inclusions of the Davidow set- 
up. At Independence, merchandise 
distribution point for all stores, is 
5,500 square feet of warehouse space. 

A review of the Independence store 
appointments reveals the following 
notable features: an 11-foot, all-glass 
front, giving window shoppers a view 
of the entire store; walls and ceiling 
cheerful pastel colors; white, bleached 
oak fixtures; a combination of spot- 
light and daylight fluorescent lighting 
equipment, with a total of 48 fixtures. 

Record facilities include two sound- 
proof record booths and a radio and 
combination sales demonstration room. 
Self-service and personalized attention 
are both applied in serving record en- 
thusiasts. 

An Opening Day attraction at the 
Independence store was a free voice 
record, of which thousands were made 
for persons who gathered for a pre- 
view of the Independence outlet. 

The Davidows have also set up 
an ambitious merchandising program 
which uses all media in publicizing the 
lines of merchandise the store is fran- 
chised to sell. 

Currently, records are plugged in 
newspaper ads twice a week; once 
weekly, appliances, records and home 
furnishings are advertised together in 
a full-page ad. Record ads, 1-column, 
10-inches, itemize hit tunes of the day 
in stock at the store. “Special ship- 
ment advertising” is accorded special 
attention. 

Action movies at all three of the 
city’s movie houses, and radio adver- 
tising are two other methods which 
the Davidows will explore presently. 
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Ginsberg's new music center is a boon to 
browsing record fans. Highlighting the 
features of the new department are a num- 
ber of expansive self-service racks, enabling 
record fans to help themselves. 


combining records, radios, pianos 

and organs in one integrated de- 
partment, Ginsberg’s, Des Moines, 
Iowa, employed varied newspaper ad- 
vertisements which produced a rousing 
send-off for the new adjunct. 

To generate extra prospects for 
radios and combinations, officials of 
this 58-year-old home outfitting store 
reached the decision to add a new line 
of phonograph records and to com- 
bine all musical lines into one sweeping 
department. The result is one of mid- 
America’s most attractive music de- 
partments. 


I« announcing a new music center, 


Department Layout 


Situated on the second floor, musical 
merchandise is displayed in a layout 
measuring 32 by 66 feet. When com- 
bining all music products into one 
single department, store officials also 
coordinated the over-all music sales 
strategy, appointing Walter Speth sales 
manager of the department. 

Music appointments at Ginsberg’s 
blend the unusual with the time-tested. 
Primary wall and ceiling colors in 
pastel green and blue, indirect fluores- 
cent lighting, streamlined showcases, 
and countless record display racks, 
segregating music according to type, 
are noteworthy features. 

Serious music fans use a roomy lis- 
tening booth, fitted with comfortable 
seats and a large console combination 
radio. 

Indication of a deviation from the 
commonplace in accouterments is evi- 
denced by such innovations as listening 
booths with record players which auto- 
matically revolve when doors are shut 
and the customer is ensconced inside. 

Another departure from the ordinary 
in display facilities is the self-service 
“Swing Bar”, with an alphabetized, 
open display of swing music. The fix- 
ture was specially designed for Gins- 


ELECTRICAL MERCHANDISING—APRIL 1, 












Listening booths at Ginsberg's music department are equipped 
with record players which automatically revolve when the doors 
are shut. 





Console combinations at Ginsberg's new music adjunct are, 
displayed separately in booths (right, above) with semi-lounge 
chairs so customers may examine the sets in comparative seclu- 


sion, with some feeling of privacy. 


berg’s, and features a built-in record 
player which eliminates the necessity 
of swing fans going to booths to try 
out records. 

“Frequently, the swing music fan is 
a hurried, high-strung shopper type,” 
said Shirley Dye, record sales man- 
ager, a classical pianist and owner of 
one of the largest record collections in 
Des Moines. “Installing a record 
player in the Swing Bar is a quickie 


1947 





A FURNITURE STORE 


Music Center 


Ginsberg's, Des Moines, lowa, com- 


bine radio sets, records and musical 


feature, helping the boogie-woogie fans 
to make snappy decisions. We aren’t, 
however, making our sales appeal to 
record fans of any special tastes—our 
latchstring is out to serious music 
lovers, middle-of-the-roaders, and the 
popular music fans.” 

Highlighting the music department 
remodeling program was the installa- 
tion of a number of console combination 
booths. Each console model is sepa- 


instruments in a single department. 























Popular music record clients of Ginsberg's, have the use of the 
self-serve "Swing Bar," with a built-in record player. 





Shirley Dye, record sales manager, with a customer. She has one 
of the largest record collections in Des Moines. For the first 
time in the history of this durable lowa Merchandising institu- 
tion, records have been put on the sales agenda. 


rately displayed in a booth with semi- 
lounge chairs so stationed: that pros- 
pects may examine the sets, leisurely, 
comfortably, and in comparative se- 
clusion. 


Pre-opening Advertising 


Advertising manager, A. L. Klein, 
did a real job on pre-opening advertis- 
ing. A series of teaser ads in the Des 

(Continued on page 100) 
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They like its shape | 


“The new tapered shape lets me 
back right into gathers, pleats and 
ruffles without bunching up the 
fabric one bit.” Minneapolis, Minn. 





“.. the ironing both ways saves 
much time and energy and disposi- 
tion, especially on pleated or gath- 
ered garments. Michigan City, Ind. 





“And the Shape! I’ve always wondered why 
someone didn’t design an iron so you could iron 
with the back, too.” Hollywood, Ill. 




















——— 


ee 
They like its speed 
Ag. “We recently purchased a “Betty 


fe 2\ Crocker’’ Iron and it seems as if I 
ls 3} just whiz through an ironing... 
\ 
WJ 





«/ Ironing certainly isn’t the chore it 
6 § used to be. Bloomington, Ill. 
“With my new General Mills Iron I really 
enjoy ironing. It doesn’t take me nearly so long 
as it did before. Grand Island, Neb. 


**T was very fortunate to get a “‘Betty Crocker” 
Iron. My ironing seems to go twice as fast now 


that I use it.” Los Angeles, Cal. 























“ 


They like the Side Rest 


. surely eliminates fear of the 
iron falling. I even jiggled the 
|} J board and it stayed securely resting 

‘ _- in place.” 






Minneapolis, Minn. 


“The side rest is a real inspiration, too... so 
much safer and easier than old-fashioned heel 
rests. Minneapolis, Minn. 


“IT don’t burn all my ironing board covers, just 
turn the iron and rest it on its side with a flip 
of the wrist. Michigan City, Ind. 


——— 











They like Tru-Heat Control] 


“ ”. the heat control on the General 











Mills Iron keeps the temperature 
correct for all fabrics . . . and I like 
having the dial in front where it 
doesn’t get in the way of my hand.” 

Minneapolis, Minn. 



















. due to Tru-Heat Control, no scorching or 
ruining ofanewrayon slip.” Michigan City, Ind 
, Ind. 


“The Tru-Heat . . . puts the General Mills Iron 
‘heat and shoulders’ above any others.”’ 








Hooper, Neb. 
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Heres what your customers like — 
about the General Mills Tru-Heat Iron 


| THERE’S A LOT OF SELLING POWER IN THESE 
LETTERS THAT WOMEN HAVE WRITTEN TO 


EVERY WOMAN who’s used the General Mills 
Tru-Heat Iron seems to find plenty to like about it. 
They say things like: “It’s the most wonderful iron 
I’ve ever used.” “‘. . . just grand in every way.” 
**.. much more than good-— it’s perfect.” “‘. . . 
thank you for designing such a fine home appli- 
ance to make work lighter for us housewives.” 


NOW BEING DISTRIBUTED IN: New England 
States, New York, New Jersey, Pennsylvania, 
Maryland, Delaware, West Virginia, Virginia, 
District of Columbia, North Carolina, South 
Carolina, Georgia, Florida, Ohio, Kentucky, 
Tennessee, Alabama, Michigan, Illinois, Indi- 
ana, Missouri, Arkansas, Wisconsin, Minnesota, 
Iowa, Kansas, North Dakota, South Dakota, 
Nebraska, Montana, Wyoming, Eastern Idaho, 
Utah, Colorado, New Mexico, Far Western Texas. 


GENERAL MILLS, INC., HOME APPLIANCE DEPARTMENT, MINNEAPOLIS 13, MINN. 


Copyright 1947, General Mills, Inc. 





APRIL 






a Crocker | 


Hard-working, factual newspaper ads and the 
General Mills Radio Hour have told women about 
this fine new iron... have brought them into 
stores to buy. But the iron itself, its new features, 
its practical performance, have prompted women 
to write to Betty Crocker, voluntarily, praising 
the iron she sponsors. 


They trust the iron sponsored by 





isa 











Betty Crocker 


trade name of 
General Mills 


1947—ELECTRICAL MERCHANDISING 









nifi 
of 

nev 
plet 
cen 
adj 
gta 
to | 
jus 


tra 
ne\ 
rec 


ocker 


ne ol 


Mills 


ING 


HE opening of the new Record 

Shop at Paine’s of Boston, re- 

cently, represents another sig- 
nificant stride forward in the progress 
of this store’s planned expansion to 
new lines. The Record Shop com- 
pletes the store’s Fifth Floor music 
center. Occupying a cross area 
adjacent to radios and. radio-phono- 
graphs, it is particularly well situated 
to encourage traffic from that section, 
just as the well-lighted appliance and 
music shop displays are already at- 
tracting interest from the hundreds of 
new customers that daily enter the 
record center. 

Individuality is achieved for the 
Record Shop by enclosing this music 
merchandise in a right angle shaped 
area which consists of between one 
and two thousand square feet of selling 
space and a large, hidden stock cham- 
ber. However, the creation of wide 
entrances at each end of the long side 
of the shop prompts customers to in- 


clude it in their musical shopping jour- 
ney. 


Lighting Dominant 


Lighting plays a dominant double 
role at Paine’s Record Shop. From 
carefully devised troughs, hidden re- 
cesses and frosted glass installations, 
it gives an accent to decoration while 
eliminating all glare and shadow from 
the merchandise settings. The foot- 


This impressive entrance of the new Paine's of Boston 
Record Shop faces a main elevator bank. I+ is pur- 
posely wide to permit the traffic to look right into the 
shop. At either side of the door are seen samples of 
the clever shadow boxes. That at the left features 
simulated cutout fingers sweeping down lightly over 
an imitation keyboard. Paine's includes many fine 
modern chairs and tables so that folks may sit com- 
fortably to examine and discuss records. 





Attractively beckoning from the rear of this photo 
is one portion of the colorful album section of Paine's, 
Boston, new Record Shop. Out in the center of that 
pocket of the shop is another self help stand of popu- 
lar single records. At the right here may be observed 
one of the many shadow boxes where timely suggestive 
displays appear each week. Note that the lighting is 
concentrated on the merchandise in all types of 
displays. 


high cut-out letters that spell out Rec- 
ord Shop in the direction of the ele- 
vator are made especially effective by 
the out of sight edge-trough which 
forms a border around the upper side 
of the entrance overhang. Above each 
of the circular frosted glass inserts on 
the overhang surface are vertical 
spotlights which brighten the whole 
entrance. Indirect lighting is again 





apparent in all shadow boxes and at 
all enclosed merchandise displays. This 
usually consists of lamps behind 
frosted glass panels in recesses at the 
top, sides or bottom of these loca- 
tions. 

In the operation of Paine’s Record 
Shop is seen a blend of two present- 
day considerations in retailing. In its 
112-year background as a leading fur- 


~ 


Floor plan diagram of Paine's new record shop in Boston. 
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niture store in the East, Paine’s has 
built a solid reputation for offering 
only the best merchandise in a store 
where the customer was always as- 
sured of maximum attention. While 
still sticking to these basic principles, 
Paine’s, in its Record Shop fixtures 
and arrangements includes self-help 
suggestive selling. 

Fixtures to suit specific display and 
service needs are arranged in almost 
every instance along the walls, thus 
keeping the main portion of the central 
floor space open for free traffic move- 
ment. Encouraging this trend to lei- 
surely shopping are occasional small 
groups of modern chairs and tables 
where customers may sit as they in- 
spect merchandise or wait for friends. 

The long side of the angular Record 
Shop presents the major portion of the 
record merchandse. The lighting here 
includes a full length suspended trough 
which conceals a series of lamps. Run- 
ning close to the ceiling just above 
the trough is a yard-wide baffle-board 
in flat white reflector trim. This 
serves to throw. down to the depart- 
ment proper the re-directed beams of 
the hidden trough lights. 

Along one side wall of this area is 
the single record section. Lining up 
on the foreground of this space is a 
wide service and wrapping desk which 
separates two self service fixtures, one 

(Continued on page 216) 
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This Silent Partner builds 


Attracts Attention... Shee of oot 
Brings Customers 7 
Into Your Store! 

Builds Sales 


and Profits! 


NEW > Pop-Up TOASTER 


t 


Make way for the “HM~ Genie... with more profit- 
making, business-building ~KM-~ products! 


Here’s the “HM~ Pop-Up Toaster... packed with the 
practical features and eye-catching beauty that women 
want. Watch it bring new business your way... keep 
profits going up! 


The “%M~ Tel-A-Matic Iron...and “HM~ Multi-Heat 

Stove, too, have what it takes to make new friends and 

lasting customers for you! They’re typical of the fine 

craftsmanship ... modern design...and high quality 

standards found in all “H%M~ Electrical Servants. You'll 

see why they’re ready to outsell competition! Stock the 

“HM~ line, the most complete in the industry. Display 
the —KM~ Genie, appearing the year-’round in powerful Manval Release. Tel-a-Matic Control elimi- Removable No Nolsy Clockwork 
national advertising. Establish yourself as the M~ A touch of a but- fates preheating . . . times toast- Crumb Tray Mechanism to get out of 
headquarters in your community ...and make way for ton pops uptoast ing with scientific accuracy. | makescleaning order. Completely silentl 
big profits! ct any time. Completely automatic! 


“méM_Woffle Boker-Sandwich Toaster (> °° > ~em_Infra-Red Ray Lamp 
ry) gk f = : . be . ve eS - oy I ; : : PCLT OS er rr ae “ 


— 
KM_ Speed Mix 


oat TAC Pe a 
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Most Complete Line in the 
Industry. Quick Turnover! 


BIG PROFIT OPPORTUNITIES 
FOR KNAPP-MONARCH DEALERS 


PO rs ae 
os - 


oTarie 


Features fabric dial 

finger-tip temperature 

control. Cool plastic 

handle. Exclusive 

embedded heating 

element, Tel-A-Matic 

light goes on when 

temperature is just right 

. .. eliminates guesswork. : 

Perfect weight and : ~KM~ Jack Frost Fans 
’ balance. | aD 


smi 9 Spain Bi teh, 


One easy-to-read dial 
controls 3 heats on both 
burners. Portable, 
rugged, with exclusive 
embedded heating 


“ese org in ie - ; <a Tel-A-Matic Teele . Kx. Liquidizer 

ao F bp toe “Eat Pe BRS EME oF “DS See 

porcelain and chrome. Rr oe ae Bs : sk ag Fe has as ; 
. i bs. * a e at ¥ sg! a a hee wt ee “ 

Operates on ordinary é ae age 

AC house current. 


& 


3 ope aie sie: fe 


KNAPP-MONARCH CO. 


St. Louis 16, Mo. 


Meet us at the National Housewares Show. Booths 417, 419, 421 3 
April 27-May 2, Convention Hall, Philadelphia, Pa. wart 


~KM-~ Multi-Heat Stove 
JOM CTA vera es aa 


“ bag 


ae 3 ‘eo abe tees hee . 
SOR his Oh OR RES PTE Cn ie 


c “ 
o ty a * 


*%M. Pop-Up Toaster KM_ Room Heater 
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The AUTOGRAPH, Modei 1135 PL—This $y Sere ES yy 42 A 
magnificent radio-phonograph in its classic 18th Cen- mys 7 ‘ Je yA Sy 
tury cabinet is available in either mahogany or walnut _ " ne i * 
veneers, carefully matched and rubbed to emphasize lag 
the natural beauty of the rare woods. Reception is * 
deep, brilliant and true with the famous exclusive : P ts } , : 
“Acoustical Labyrinth” and matchless Carpinchoe : 
Speaker. Automatic range switch gives push-button 
control of both AM or FM programs. Record changer 
plays 10- and 12-inch records intermixed. Feather- 
light crystal pick-up provides extreme fidelity of re- 
production. “No-lift” drawer-type changer leaves cab- : % 
inet top clear for decoration. Engineered for wire , i : ie > i Frie 
recording. 


Va. 


wa: 

sat 

bac 

C 

It’s the biggest radio news in years. electri 

old-fa 

Yes, the two famous models of the Stromberg-Carlson placed 

The nest 1135 series...“The Georgian” and “The Autograph” and C 
refrige 

...are here! nowad 

| The most brilliantly conceived Stromberg-Carlsons ever! wee 

Str i] berg-Ca rlson More than any other radio-phonographs, these two a 
give you an opportunity for prestige... for profit. neigh 

7 They’re your most brilliant sales performers. bors v 
t comfo 

in ory For the main radio in your home... prs 
THERE IS NOTHING FINER THAN A pairs 

an apy 

STROMBERG-CARLSON oe 

~ one 0} 

ROCHESTER 3, N. Y. = 

Mr, 

Radios, Radio-Phonographs, Television » Sound Equipment, and Industrial club | 


Systems + Telephones, Switchboards, and Intercommunication Systems 


The GEORGIAN, Model 1135 PF—Impressive 


in every detail, a distinctive addition to any home. 
Without doubt, the finest automatic radio-phonograph 
console Stromberg-Carlson has ever made. It com- 


bines every advance in electronic engineering in an 
exquisitely rich cabinet of matched African swirl 
mahogany veneers. Utmost fidelity in all tonal ranges, 
at any volume level, with the patented “Acoustical 
Labyrinth” and exclusive Carpinchoe Speaker. Auto- 
matic range switch gives push-button control of both 
AM and FM programs. Record changer plays 10- and 





12-inch records intermixed. Feather -light crystal he . . == A fair 
pick-up provides extreme fidelity of reproduction and , —.. washir 
long record life. Engineered for wire recording. og j in the 
$ pany. 

firm's 
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A Successful 








Club Repair Plan 


Friends and neighbors of H. B. Nickell, of Covington, 


Va., joined him in a club for repairing and servicing 


washing machines and the venture proved a highly 


satisfactory one as well as a means of putting him 


back in business again. 


OVINGTON, Va., isn’t very 
C large but like a thousand other 

cities its size, it has gone in for 
electrical living on a large scale. The 
old-fashioned washtub has been re- 
placed by modern washing machines 
and Covington folk use electric ranges, 
refrigerators and other appliances 
nowadays just as their forebears who 
settled the little mountain city, used to 
use makeshift equipment. 

But Covington isn’t too big for its 
residents to know and appreciate their 
neighbors, particularly those neigh- 
bors who go out of their way to bring 
comfortable living to the town. It 
was just such a neighborly spirit which 
made H. B. Nickell, who sells, re- 
pairs and services washing machines, 
an appreciated and well-liked merchant 
of his area and which made his shop 
one of the best known in the Virginia 
mountain section. 

Mr. Nickell built his business on a 
club plan for servicing and repairing 








A fair saleswoman demonstrates an electric 
washing machine to a prospective customer 
in the sales room of the Nickell Electric Com- 
pany. Many such machines are sold but the 
firm's major business is repairs and service. 


washing machines, which he claims 
benefited the entire Covington area as 
well as gave him a handsome profit on 
his operations. And since the club 
plan was in operation during the lean 
months when people could not obtain 
equipment and were forced to repair 
and patch their old machines, no doubt 
his claim is a fair one. 


Out of Business, and Back In 


“T had been in business here for 25 
years,” Mr. Nickell recalls, “repairing 
and servicing equipment. When the 
war came along, I went out of busi- 
ness and joined a packing firm at a 
lot higher salary than I was making 
here. My exit left Covington with 
very few dealers who had facilities to 
service and repair appliances. A few 
months later, when the one remaining 
washing machine firm here closed up, 
the town was left high and dry. 

“One day the mayor, the leading 
banker and some other businessmen 
came to me and asked me to open my 
business again and give the town some 
relief. Well, I was making plenty of 
money with the packing firm—but 
after all, these were my friends and 
neighbors, so I agreed to give up my 
job and go back into the washing ma- 
chine repair business again.” 

Mr. Nickell opened a small shop on 
Maple Avenue in Covington and an- 
nounced he was ready for business 
again. It was at that time—in April, 
1944—that he evolved the club repair 
plan which was an instantaneous suc- 
cess. 


Special Contracts 


Special contracts were printed, 
which read: 

“The Nickell Electric Company, H. 
B. Nickell, owner, party of the first 
part, agrees to give the following serv- 
ice to all club members, parties of the 
second part, for the sum of $25.00 a 
year. 

“As a member of the Nickell Washer 
Special Service Club all parties of 
the second part will be entitled to and 
will receive from the party of the first 
part a complete overhauling job on 


washers. The party of the first part 


ELECTRICAL MERCHANDISING—APRIL 1, 1947 








# 
















H. B. Nickell, owner and operator of the Nickell Electric Company in Covington, 
Va., who operated a successful club repair plan for washing machines among his 
friends and neighbors in the Virginia mountain city. 


agreeing to provide a repaint job, any 
new parts that are necessary, new 
wringer rolls, new casters, new center 
post assembly, bushing, gears, or what- 
ever is necessary to keep your washer 
in good condition. 

“For the period of one year, during 
which time this contract will be in 
effect, the above mentioned services 
are available to you, party of the sec- 
ond part, as often as you may need 
them. 

“These services do not include or 
oblige Nickell Electric Company to 
supply new tubs or motors, but it in- 
cludes repairs to both.” 


Simple and Appealing 


It was a simple contract and meant 
simply what it said. And it was the 
kind of club which weary users of 
worn washing machines were looking 
for. In the first few weeks of its 
operation, scores of Covington resi- 
dents entered into it, Mr. Nickell de- 
clares. In the space of 12 months, he 
had signed up between 150 and 200 
customers. 

“Tt wasn’t a gamble on either my 
part or the contract holder’s,” says 
Mr. Nickell. “We figured what the 
average repair cost to a washing ma- 
chine was for one year and added a 
small profit. Of course, under the 
plan, the repairman loses money on a 
very old or worn-out machine but on 
the average, it worked out fine. The 
club certainly served its purpose—it 
afforded service and repairs to my 
neighbors here and it put me back in 
business.” ° 

An analysis of Mr. Nickell’s club 


plan is interesting. Rarely more than 
twice a year was the same machine 
brought in for service, principally be- 
cause as Mr. Nickell puts it, “If you 
give a washing machine A-1 service, 
it need not bother you again for the 
next five years.” His most frequent 
repair was to working parts of the 
machines, such as gears and bushings. 
The members of his club all lived 
within a 10-square mile area and his 
service included pick-up and delivery. 

At present, he is not operating the 
club plan because of the press of out- 
side repairs, but he expects to institute 
it again in the future and declares it 
will work equally well with refrigera- 
tors, automobiles or other equipment. 


Service Determines Success 


“The success of such a club is based, 
of course, on the ability of the re- 
pairman,” he declares. “I don’t mean 
to make any extravagant claims or 
pat myself on the back, but a good 
service man who knows his machine 
can take it apart piece by piece and 
put it together again in good working 
order in four hours time, with any 
necessary repairs or parts substitu- 
tions.” 

Mr. Nickell has lately obtained the 
franchise for Maytag and Monitor 
equipment and today maintains a sales 
department along with his service shop 
at 209 North Maple Avenue, Coving- 
ton. But his major business is repair- 
ing and servicing washing machines— 
any make—and in an intimate, neigh- 
borly community like Covington, the 
Nickell Electric Co. is regarded as 
an old standby. 
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The firm has about $20,000 invested in repair machinery and an additional $2,000 in repair 
parts — about 75 percent of this in sealed unit refrigerator items, which they specialize in. 


Like 
‘TRADE-INS— 





They 








"Pat" 


Left to right, 
Lance, partners in a highly successful ap- 
pliance sales and service business. 


O'Hara and “Ace” 
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HE AUTOMOBILE dealers 

have been cashing in on the 
shortage of new automobiles 

by requiring that purchasers of new 
cars trade in an old one, which the 
dealer is then able to sell again at a 
profit. For various reasons the elec- 
trical industry has not followed this 
pattern. For one thing the resale 
prices fixed by the OPA on old mer- 
chandise were so low that no dealer 
could put his trade-ins into good con- 
dition and then expect to make a profit 
on the sale. Typical is the case of one 
Arizona dealer who had repaired an 
old refrigerator at a cost to him of 
about $40, only to find that the OPA 
required him to sell it at $30.49. And 
though the OPA is no longer in con- 
trol, public ideas of price levels are 
patterned on this standard. Aside from 
this, many dealers have felt the obli- 
gation of providing equipment for cus- 
tomers who had none. Above all, 
electrical merchants have remembered 
the time when the trade-in problem 
was their biggest headache. They are 








Commercial refrigeration dominates the present display room of Ace Lance & 
O'Hara Refrigeration Co., Phoenix, Arizona. 


thankful not to have to fool with it 
under present conditions—and so are 
apt to dismiss the entire matter from 
their minds. 


Money in Trade-Ins 


On the other hand, there is obviously 
something in the idea upon which the 
automotive industry has been operat- 
ing. Trade-ins are something to sell 
when other merchandise is scarce— 
and that there can be money made out 
of handling them has been amply dem- 
onstrated by the occasional dealer who 
has proved his case by doing very well 
at the business. Some of them, in- 
cidentally, did very well handling 
trade-ins long before the war. 

Such a one is the Ace Lance & 
O’Hara Refrigeration Company of 
Phoenix, Arizona. The partners in 
this firm are G. W. Lance, known as 
“Ace” and Richard C. O’Hara, usually 
called “Pat”. The firm name, incident- 
ally, was originally simply the Lance 
Electric. In order to have the 
name nearer the top of _ the 
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Now that OPA no longer 


Ace 
Lance & O'Hara, Phoenix, 


rules the roost, 


Arizona, have gone back 
whole hog into the repair 
and servicing of trade. 
ins ... With new appii- 
ances, they make a twin 


sale, the partners say 





list in the classified section of 
the telephone book, Lance added 
the “Ace”. Soon he found customefs 


asking for him by that name, so it 
has remained. He came into the 
work from practical experience with 
the power company—O’Hara is af 
electrical engineer. From the begit- 
ning the firm made a specialty of re 
pairing sealed-unit refrigerators. Ac 
cording to Mr. Lance, few people out 
side of the factories understand the 
repair of this equipment. The factories 
in the past have preferred to keep such 
repair work in their own hands 

have not evea been willing to sell te 
pair parts to independent service shops 
Moreover, there are few workmen # 
be had who really understand this job, 
or who have the machinery to care for 
it. The result has been that the sealed 
unit refrigerator which has developed 
trouble has been taken to a repalf 
shop which too frequently has under- 
taken a job it did not understand. More 
often than not the workmen have done 

(Continued on page 218) 








Original, Patented 


RUBBER BLADED 


SAMSON 
Sade Mex FAN 


YOU'VE ASKED FOR IT and here it is—the original, 
patented rubber bladed SAMSON Safe-flex FAN in a 
new 12-inch, 2-speed, 90° oscillating model for home 
and office. Its flexible rubber blades will not harm 
even a child's fingers, yet deliver a tremendous stream 
of air. Its Samson-built, precision-quality motor teams 
up with improved design and construction to give 
utmost quietness, efficiency and long life. Streamlined 
base and motor housing are of mar-resistant, deep- 
lustre brown molded plastic, with metal base-arm and 
nosepiece finished in rich beige baked enamel. Match- 
ing mottled blades have their color molded in. Quickly 
and easily wall mounted without special tools. 8-foot 
rubber covered cord and plug, UL approved. 


NATIONALLY 


ADVERTISED i} 
Dominant 2-color advertisements —_ Shs OXe d 


featuring SAMSON Safe-flex : 1 ow 00) f 
FANS will appear in the May : 
24th issue of Collier's and the . G bee 

June issue of Good Housekeeping. ;' - ne a 

And this is only the start of power- + comulelly aerial ais 
ful national advertising that will play that stoGs. ‘am, telle teat 
help you increase your sales of j hows ‘em and sells ‘eml If you 


all SAMSON electrical appliances! amsony wt be you fan ae 


put these new 


SAMSON UNITED CORPORATION 
ROCHESTER 10, N.Y. 


Samson United of Canada, Limited, Toronto 
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Products of 


BORG-WARNER 





i 


pRoeuction 


__— _PASSKEYS TO PROFITS 


— Not just ove major household appliance with which to please 
customers, but szx major household appliances . . . not just ove 
leader on your floor with which to attract store traffic, but 
six leaders... not just one big-ticket item with which to 
build your future and your fortune, but s¢x big-ticket items! 
That’s the Norge franchise story. Six lines, six leaders. ““Passkeys 
to profits’ we call them, and passkeys to profits they have 


proved to be for Norge dealers in every state in the union! 


The Best Dealer in Town 
Sells NORGE! 


Detroit 26, Mich. In Canada: Addison Industries, Ltd., Toronto, Ont. (0) GE 


Norge is the trade-mark of Norge Division, Borg-Warner Corp. 
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TURN YOUR TOUGHEST PROBLEM INTO 
QUICK CASH DAILY... GET setiehanetens 
AND REPEAT SALES 


with the NEW 
FUN SOAP 


The ONLY WASHER SOAP that gives 
you these GUARANTEED performance 
You KNOW What Hard Water Does: features in HARDEST WATER: 


It’s the cause of most of your profit-losing service calls and complaining 
customers. Too often the machine is blamed when hard water or the 
wrong soap is the trouble-maker. 











v Ne dirty, damaging scum 
v Soap suds instead of insoluble gummy curds 




















ARD WATER! v¥ No smelly residue 
your # 
BRING ON ¥ No black specks to be redeposited on clothes 
¥ No lime deposits to clog valves and drains 
GET Vv No hardened scale formation in washers 
Vee v No expensive and scarce water softeners needed spriny 
SAMPLE PACKAGE This all adds up to happy customers! re 
AND PROVE TO 7? 
yy THAT FUN SOAP a ae Test, try, compare FUN with any soap you've ever heard of. as 
d/ * HARD WATER WASHER PROBLEMS Prove to yourself that FUN’S exclusive formula prevents hard 
PoTTTTTTTTLL LLL LeeLee water ills... mo more black specks even in the hardest water! 4 
ESSENTIAL CHEMICALS COMPANY ; FUN puts the “tic” in automatic; makes all washers wash spot- An 
3 aa paler anger tie pe a : _ lessly clean; leaves clothes velvety soft and easy to iron. You . 
Send at once FREE sample of FUN, the - o y ‘ Y y * 
soap that makes hard water a “Softie”. : can’t beat clean FUN! Send coupon today for FREE FUN sample. i 
1 eT 
| tome oe ESSENTIAL CHEMICALS COMPANY Ps 
RE ee -  ee L  S e « 744 NORTH FOURTH STREET © MILWAUKEE 3, WISCONSIN fig 
1 As 
sae ee - DISTRIBUTORS: A few territories still open. You'll turn-over Fun Soap 6 
j Chy......... pare + by the carload, like our present distributors. Act fast! 
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ed Do It OIL 


Walter R. Cromwell, Dixon, Ill., senses 


a growing popularity in 


oil burners. 





People are invited to call and see both domestic and cial model 


UR interview with Walter R. 

Cromwell broke down a few 

years ago when he picked up a 
washer and held it at arm’s length. 

Asked how he developed such an as- 
tounding stunt he confessed that for 
years he was an acrobat with Ringling 
Brothers circus, specializing in doing 
flipflops in a high bar act, 50 feet from 
the ground. Thereupon he and your re- 
porter went into a huddle in a backroom 
to look over old circus pictures and 
talk about sawdust and elephants. 

Today, Walter R. Cromwell of 
Dixon, Illinois, has gray hair and a 
grown family of daughters and is 
taking seriously one item in a line of 
appliances he has been selling Dix- 
onites for years. 

That item is the oil burner. 

There is no use denying that John 
L. Lewis and his annual coal miners’ 
strike have jacked up the price of 
coal until the oil burner seems: less 
expensive than it used to. 

Indeed, Walter Cromwell can 
spring on his prospects the following 
comparisons of oil, coal and gas as 
compared by the Oil-Heat Institute 
of America: 





Walter Cromwell has been 34 years 
in business, doing largely a wiring 
job which helped him with his oil 
burner sales. He has been aided in 
recent years by his two girls, Avis 
Lebre and Dorothy Miller, and his 
two sons-in-law. The firm carries 
Zenith, Arvin, Farnsworth radio, One 
Minute washers, Leonard refrigera- 
tors, Eureka-Williams Oil-O-Matic 
oil burners, Knapp-Monarch and 
lighting fixtures. The oil burner is 
the bread and butter item, because 
people have to keep warm, and once 
it is installed they have to pay for 
it because they cannot afford to freeze. 


Gives Good Service 


Walter Cromwell has always op- 
erated on the basis that getting an 
appliance in the home and seeing that 
it works satisfactorily was as im- 
portant as the sale. The good citizens 
of Dixon apparently hold this theory 
too, as he is able to keep everyone 
busy in his shop on a year-around 
basis, has purchased his store and 
two or three houses in town. 

“Pick out an item that makes a 
good living for your family and stick 











Walter R. Cromwell thinks that follow-up is the best way to create oil burner business. 


OIL BURNER DEALS GIVE SALESMAN GOOD INCOME .. 


When a customer buys an oil burner, it doesn't mean he is on the 
dotted line for a burner alone. The deal calls for an installation. 

In addition to the job of jockeying the burner into the furnace, there 
is wiring, piping and sale of oil tanks. Many buildings codes permit 
only a couple of tanks to be installed in the basement. Owners wanting 
to store large capacity of oil frequently have tanks buried in their 
yord. All of this runs the job up anywhere from $295 to $350, to as 


high as $450, depending. 


There is usually around $100 gross for the dealer, and the salesman 
that closes the deal, at 10 percent can count on $30 to $40 for his 
commission. Oil burner selling today has a spread that takes care of 


retail men in a very nice way. 


Oil burner sales spread themselves all over the calendar more than 
one would think. According to one big manufacturer, his firm's installa- 


tions spread themselves as follows: 


July 10% Nov. 
August 14% Dec. 
Sept. 16% Jan. 
Oct. 16% Feb. 


9% March 5% 
5% April 4% 
4% May 6% 
4% June 7% 





COST COMPARISON 
If the per gallon cost of oil is ............ 6c 8c 10c 12¢ 14c 


Then the per ton cost of coal should be.... $7.00 $9.00 $11.50 $13.40 $15.50 
And the 1,000 cu. ft. cost of natural gas 

a RE RR I ars es ae 42c 56c 70c 85c 98c 
And the 1,000 cu. ft. cost of manufactured 

NE C8 ts eitacones atema 2ic ©28c 35c 43c 49c 


Note: This table and the figures preceding it are based upon oil having 143,000 
BTU per gallon—coal having 12,000 BTU per pound—natural gas having 1000 BTU 
per cu ft.—manufactured gas having 500 BTU per cu. ft., and upon furnace efficiencies 
of 75 percent for oil, 50 percent for coal, and 75 percent for gas. Comparative BTU 
figures computed from the Handbook of Oil Burning by the American Oil Burner 
Association; (costs based on pre-war prices.) 
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to it,” is the advice that Mr. Crom- 
well gives to his interviewers. “I can’t 
tell you how many oil burners we have 
sold, but our best recommendation is 
the fact that no owner has ever been 
without heat at any time. This is what 
counts in this town.” 

The store does not carry many oil 
burner parts, probably not $25 worth 
being in the place at the time this was 
written. For one reason, they can 
get parts quickly when wanted, and 
on the other hand, a great many 
of the service calls take attention 
rather than replacement. 

There was some trouble with oil 
burners when Mr. Cromwell first 
started selling them 22 years ago. 
Abgut ten years ago, he says, the 
controls were improved and from 
then on it was smooth selling. 

In a sales sense, the house of Crom- 
well does not beat the bushes for oil 
burner business. There is some adver- 
tising and people who are thinking of 
oil heat—usually the well-to-do citi- 
zens of the town—call and make in- 
quiries. There in the store Mr. Crom- 
well personally gives them a very good 
demonstration. If they are commer- 
cialfy minded he takes. them down- 


stairs and shows them the job that 
heats the building. He will tell them 
of people who own them, let them 
phone them and ask how they like 
them. 

Some prospects are sent to him by 
the man who sells oil in Dixon. Many 
people know one another in a town 
of this size and a nibble quickly gets 
passed around. When Walter Crom- 
well hears it he gets the prospect on 
the phone and asks him to come in. 
It’s as simple as that. 

If Walter Cromwell had left a 
long line of dissatisfied customers he 
would never get to first base, he says. 
For he has no way of checking on 
what his old customers tell the new 
prospects. 

The fact is, it is the way his boys 
bounce out and take care of a service 
call that sells the new equipment. Ad- 
justment and inspection are considered 
part of the installation and there are 
plenty of call-backs to see how the 
customer is satisfied. 

When a sale is made Mr. Cromwell 
figures the job himself and has a man 
to do the installation. After this he 
goes out, inspects and keeps a finger 

(Continued on page 215) 
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vin the selection 
"ventilating equipment 


Dependable? Ask 
who install them. Chelsea has made 








Now the accent is on comfort... the contractors 
better liveability in homes, shops, of- 
fices—wherever people work or play ventilating equipment for over 30 
Chelsea meets the demand with its years—for home and industry. Chel- 
full range of packaged attic fans, sea experience plus Chelsea resources 
keep Chelsea “out in front”. That’s 


why Chelsea Products sell! 


kitchen fan units, ventilating pent- 


youses—fans for every requirement. 


(=) CHELSEA PRODUCTS -INC. 
wy, 


FACTORIES: COIT, GROVE & OLSEN STREETS, IRVINGTON, NEW JERSEY 
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"AS A FORMER AIR-RAID WARDEN, | THINK I'M ENTITLED TO A LITTLE PREFERENCE." 











Gyp Repair Shops 
Hurting the Business 


gp the city of Evanston, Illinois, 
a man lugged a table radio and 
thoughtfully pulled out the tubes to 
have them tested. By taking them out 
himself, he saved a 25¢ charge. 

The girl at the counter reported them 
all perfect. 

A plug-in of the radio showed faulty 
performance still, so the man left it to 


| be repaired. When he returned to pick 
| up his plaything his bill showed that 


he was being charged for two new 
tubes, despite the fact that the firm’s 
own checkup had shown them all to 
be O.K. 

He didn’t beef—the public still is not 
at the beefing stage—but next time the 
radio went on the bum it was lugged 
7 or 8 blocks to another shop—despite 
the fact that this particular repair or- 
ganization is just around the corner 
from his home. 

In the year’s time since this hap- 
pened he has spent about $18.95 on 
repair of the six radios he has in his 
home, and this shop hasn’t got a 
nickel’s worth of the business. It 
doesn’t even know he is sore. It hasn’t 
discovered that he is advertising it 
freely to his friends. 

“Keep away from that bunch—they’ll 
hook you,” he yips. 


Rule Rather Than Exception 


It takes more. than one swallow to 
make a spring, as the saying goes, and 
if this were an isolated case it would 
mean nothing. But the president of 
an organization that sells parts the 
country over agrees that this unfor- 
tunately is often the rule rather than 
the exception in many places. In his 
own home town, out of 110 service or- 
ganizations, he admits that he per- 
sonally would trust only ten of them. 

“Any yocko just out of the army or 
navy can pick up a monkey wrench and 
become a repair expert,” he says. “He 
gets himself listed in the various di- 





rectories and goes to work. The public 


is utterly unprotected. It has no means 
of knowing whether he knows anything 
about the business or not. What the 
country needs is some means of train- 
ing repairmen and then providing them 
with certificates that prove to the pub- 
lic that the brand manufacturers on 
whose products they work acknowledge 
they know something about them. 

“We should have a series of schools 
about the country at which repairmen 
will have a chance to learn technique 
from factory men. When we get this 
done maybe we will have some stand- 
ards of performance.” 

Right before the war the Readers 
Digest, a general, magazine with one 
of the largest circulations in America, 
was pulling a fast one on servfte men. 
It had representatives take around a 
radio which had been tested and was 
in perfect condition, and leave it for 
repair. The bills the gyp artists handed 
in on a radio that didn’t need fixing 
formed the basis of a series of articles 
that gave radio repairmen a tremen- 
dous kick in the pants. If this sort of 
thing had continued and the repair 
business did not clean house, there 
might have been a serious diminution 
of business. 

The late Maurice L. Rothschild, one 
of Chicago’s top merchants, often com- 
mented on the public’s ability to stay 
away from a place of business in large 
numbers. He told a writer that any 
merchant who worked on a catch-’em 
and skin-’em basis failed utterly to 
estimate the public’s ability to utter 
shrill vocal cries. When word gets 
around, he said, a dishonest business 
just seems to dry up. It has to spend 
ten times as much money in advertis- 
ing to get the same amount of volume 
as a firm that delivers the goods. 


Mallon Blows His Top 


Latest case of the whistle being 
blown publicly on the repair business 
occurred recently at the hands otf Paul 
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articles appear all over the country. 

“My washing machine cost me about 
$125 many years ago,” he says, “but in 
the past year or so it has cost me more 
than $125 in repairs. The customary 
procedure has been that every few days 
a washwoman calls the shop of Skin- 
nem & Laughem and says it aint work- 
ing again, whereupon Skinnem & 
Laughem sends out to get the machine, 
charging me $7 to make the trip. 

“In a week or so Skinnem & 
Laughem sends the machine back, de- 
manding and getting payment for deliv- 
ery without letting you try the ma- 
chine to ascertain if it has been fixed. 

“Generally the dust or dirt isn’t even 
wiped from the machine and when 
tried next day, it fails to work, and the 
washwoman calls Skinnem & Laughem 
again, and says it isn’t working again. 
That cost $7 more for them to come 
and get it, and the experience is re- 
peated without variation. 

“The bills of Skinnem & Laughem 
are a work of art. They say, ‘one 
askrunoch, $8.’ If I want to know 
what an askrunoch is, I must ask in 
a hurry because the bill must be paid 
in advance, but when I ask the explana- 
tion is that it is a very expensive thing 
which cannot be seen and something 
that I wouldn’t understand anyway. 

“The last bill was $17.59 for fixing 
something which could not be seen, and 
a few weeks earlier it was $12.50. But 
I became interested in askrunochs 
deeply when a bill (paid before deliv- 
ery and without testing) was submitted 
for $49. 

“Between the illegible items on the 
bill was one plainly written 2 rollers 
$7.50. Now I may not know what an 
invisible askrunoch is, but I know a 
roller on a washing machine when I see 
one and I can see this machine bore 
the same old chewed roller. 

“To my surprise, Mr. Skinnem was 
not at all dismayed. He said he be- 
lieved the washwoman had taken the 
new roller from the machine because 
he saw them on the machine when it 
left the shop. I pointed out that my 
washwoman would not know how to re- 
place a roller, but this logic had no 
effect on him. 

“He eyed me suspiciously. He was 
about to imply that perhaps I had taken 
off the new rollers myself and sold 
them, when I happened to think that 
the washerwoman could not have had 
the old rollers and neither could I be- 
cause these could only be in his shop 
if he had replaced them. This really 
stopped him. He was cornered, he 
promised to give me new rollers if I 
paid in advance.” 

Bad Publicity 

This, my friends, is bad publicity for 
the appliance repair business. Get 
enough people to believing they are 
going to be gypped when they have 
something picked up and they will buy 
a new one instead. It’s as simple as 
that. The fellows who want to stay 
in the repair business for the next two 
or three years had better be getting 
testimonials from the satisfied cus- 
tomers they have served, experts de- 
clare. The boys in the business who 
pull fast ones will have difficulty in 
Picking these up. Such a move will 
help separate the sheep from the ggats, 
and it is about time. 


Mallon, a columnist whose syndicated | 













WALL CABINETS 

available with single or double 
doors. Ail-steel, with 

bonded, hi-baked enamel 
finish and non-warp 
construction. 


MORE POWER TO YOU! 


@ You get more chances to talk to more prospects 
when you display the beautiful Shirley line in your 


store. It pulls the “kitchen-conscious” shoppers to it! 


And you will find it easier to prove product supe- 
riority as evidenced by that solid feel . . . the quick, 
easy-opening doors and drawers . . . and the many 
features of finish and construction . . . when you dem- 


onstrate the handsome Shirley line. 


You will find it easier, too, to close sales when you 
show prospects how easy it is to own a sparkling 
Shirley kitchen . . . how the flexibility of Shirley 
matching units makes it possible to install the basic 


work centers all at once, or one-at-a-time. 


Your Shirley line is set to simple, standard specifi- 
cations for easy ordering : . . priced for competition 
. 33 profitable to handle! Write for name of your 
distributor ; : ; get full details! 


SHIRLEY CORPORATION - INDIANAPOLIS 2, INDIANA 


SHIRLEY 
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Enduring! 


Rubber-stops at all points of 
metal-to-metal contact assure 
quiet operation. Shirley's blue 
and white insignia is your 
guarantee of good workman- 
ship, carefully inspected. 


Adaptablel 


On all Shirley cabinets, semi- 
concealed hinges allow doors 
to open wider... a modern 
requisite in design to provide 
beauty and adaptability in all 
kitchen installations. 


Scepiuitiiaaal 3 


Flush door-to-ledge fittings 
leave no crevices to catch dust 
++. outside and inside, Shirley 
cabinets are a snap to keep 
clean, 


& 
= 


COPYRIGHT, 1947, SHIRLEY CORP., 
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STEEL KITCHEN CABINETS 
PORCELAIN STEEL SINKS 


INDIANAPOLI® 
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Teen-agers find a modern and well-equipped player and record department in Ocala's 
newest appliance shop. They are encouraged to come in, select their own records and 
play them as long as they desire. Teen-agers are excellent record customers. 


rom 


Horse Collars 
A, 


RECORDS 


Marion Hardware Co., Ocala, Fia., put in a record 
department as a sideline to appliances, but found it 
so profitable they made it a major unit of the store 








The music department of the Marion Hardware Company's appliance store features the 
latest records obtainable. This department, located on the balcony of the store, draws 
young and old alike. 
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An interested couple of newlyweds hear the virtues of an electric range explained by 
H. Todd Porter, manager of the Marion Hardware Company's new electrical appliance 
shop. The firm is a pioneer in the sale of appliances. 


Mrs. Frances Hightower, demonstrator and salesman for the Marion Hardware Com. 
pany's appliance department, stands in one corner of the attractive new building. 











A thorough demonstration in the art of using and caring for new washers is given by 
Mrs. Frances Hightower, demonstrator-salesman, within 24 hours after delivery. 


OMMY DORSEY, Xavier 
Cugat and Benny Goodman are 
not carried on the payroll of 
the Marion Hardware Co. in Ocala, 
Florida, but they’re among the star 
salesmen of that firm, nevertheless. 
For, in modernizing its electrical 
appliance department, this shop in 
central Florida has featured a record 
and radio department second to none 
in that area—and has found such a 
move a profitable attraction. 
The Marion Hardware Co. is an old 
firm in Ocala and it has had electrical 


appliances on sale ever since such 
equipment made its debut on the 
market. 

“But back in 1922 you could count 
such stock on the fingers of your 
hands,” according to H. Todd Porter, 
head of the appliance department. “The 
store had plenty of horse collars, 
garden hose, plows, nuts and bolts, but 
such things as electric fans, irons and 
radios were scarce indeed.” : 

When the firm decided to modernize 
its electrical appliance department, tt 

(Continued on page 228) 
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NEW BENDIX AUTOMATIC IRONER 


A “natural” for demonstration! - 


FOR EASE OF PERFORMANCE there’s never been an 
equal to this new Bendix automatic Ironer. Even 
the first demonstration shows your customers how 
much more comfortable it is—how much more 
quickly they can learn—how the Bendix irons 
everything in the laundry basket! You’ve never 
had an ironer so easy to use—so easy to demon- 
strate—so easy to sell! 


BIG OR LITTLE, IT “FITS” HER!—just seat her at the 
Bendix and show her how it adjusts to her height 
and weight, with leg clearance adjustable from 
2214" to 24”. She’ll like the way knee controls 
and lapboard also adjust to her comfort. No 
cramping or stretching—no need for a special chair. 


NEW, EASIER CLOTHES HANDLING—show her what a 
difference Bendix’ 3 open ends make. Take a shirt 
and demonstrate how the complete back goes 
through unhampered because both shoe ends are 
open and free. There’s less shifting of garments. 
Open roll end simplifies ironing tubular pieces and 
pressing pleats—they slip right over the 25” roll. 


EVERYTHING’S RIGHT IN SIGHT—show her the form- 
ing board located right in front of her. No reach- 
ing or stretching over the roll to arrange garments 
just right for best results. She’ll love that. 


NO JUMPING UP AND DOWN to find a place for fin- 
ished ironing. Open out the Bendix work shelves 
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and show her all that extra room. Two shelves on 
cabinet doors—two more shelves on the ends. 


DUAL HEAT CONTROLS—remember she has a lot of 
hankies, napkins and other little pieces. Show her 
how, with independent temperature control for 
bothends of shoe, she can use one end of rollonly for 
these—or maintain two different temperatures. 


RIGHT TEMPERATURE FOR EVERY FABRIC—show her 
how she easily can dial any temperature from 
low (225 degrees) to high (475 degrees) for silks, 
rayons, wools, cottons, linens. Teraperature se- 
lected is automatically maintained. 


SHE CAN CHOOSE HER SPEED—she’ll like the slow 
speed while she’s learning, and for heavy, damp 
fabrics that need more heat application. Show 
her how flat work, underthings and other pieces 
are done in a hurry when she selects fast speed. 


TYPICAL BENDIX ENGINEERING!:—F ull 4-inch clear- 
ance between shoe and roll (Underwriters ap- 
proved)—control panel with motor and_ heat 
switches and pilot lights—finger tip and knee 
operated roll control and press control—finger 
tip, fully automatic safety release—bakelite form- 
ing board—Underwriters approved, removable 
10-foot connecting cord. 


Sturdy cabinet with hand rubbed, white Dulux 
finish on bonderized metal. 


1, 1947 











BENDIX HOME APPLIANCES, INC., SOUTH BEND, INDIANA 
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"Eee ELECTRIC research, plus Ken-Rad development work, 
are responsible for the brilliant new 6AL7-GT indicator tube— 


most modern step 19 the direction of fast, accurate receiver tuning, 
FM and AM. 


An electron-ray tube, twin light patterns appear on a fluorescent 
screen at the end of the glass bulb. These take the form of green bands 
which vary in depth according to changing voltages brought about 
in the process of tuning. 


Extremely close F M discriminator tuning may be accomplished by 
matching depths of the 6AL7-GT’s light patterns. How the patterns 
appear to the eye under various off-channel, on-channel, off-tune, and 
on-tune conditions, is diagrammed below. Three FM circuit applica- 
tions are shown. A fourth—AM—illustrates how avec voltage may be 
used for tuning purposes by checking the depth of the two light 
patterns working as 4 unit. 
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KEN-RAD’S OUTSTANDING NEW INDICATOR TUBE WILL Voltage, 3 - 
trodes 1, 2 and 3,300 oh 
BE ON VIEW AT THE CHICAGO PARTS SHOW, MAY 13 ode resistor (approx) 1.0 mm/v 
THROUGH 16. SEE HOW IT TUNES CIRCUITS TO HAIRLINE Deflector sensitivity (approx) 
ACCURACY WITH EASE AND PRECISION! YOUR VISIT TO Fluorescence cut-off, grid —6.0 Vv 
THE KEN-RAD DISPLAY WILL BE ONE OF THE HIGHLIGHTS volts (approx) 
OF YOUR TRIP. A CORDIAL WELCOME AWAITS YOU! 








TARGET 


@ The 6AL7-GT’s principle of operation is unique and effective. In the 
cutaway drawing at the right, note that the three deflection electrodes are 
close to the cathode, with this whole assembly in turn separated from the 
target by the grid. The latter operates either at cathode potential, or at 
a few volts negative with respect to the cathode. Because electrons move 
slowly in the area between cathode and grid, the 6AL7-GT’s deflectors 
easily control the position of the electron beams on the target. Increasing 
the negative voltage on the grid slows down the electrons still more, 
augmenting their response to the deflectors’ pull and thus heightening 
the tube’s sensitivity. y FM CONTROL 
More detailed technical information and performance data on the ates < DEFLECTOR 
6AL7-GT will be furnished promptly on request. If you manufacture 
electronic equipment, Ken-Rad tube engineers gladly will work with you 
to apply the new Indicator Tube to radio receivers or test equipment 
you may have on your drawing-boards. Communicate direct with Ken-Rad 
at the address below. 









COMPARISON DEFLECTOR 







BOUNDARY 
DEFLECTOR 








CUTAWAY VIEW OF A KEN-RAD 6AL7-GT, 
SHOWING SCREEN TARGET, GRID, 
ELECTRON-RAY DEFLECTORS, ETC. 










178-F15A-8850 


BEHIND KEN-RAD RADIO TUBES STANDS ELECTRONICS’ FIRST AND GREATEST NAME—GENERAL ELECTRIC 


AVN 


DIVISION OF GENERAL ELECTRIC COMPANY, SCHENECTADY, NEW YORK 
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@ Filt-R-Fan actually creates a quiet, con- 
stant circulation of clean, filtered air. As 
its large propeller type fan draws in the 
fresh outside air, its glass-fiber filters pro- 
tect offices and homes, alike ... against the 















4 
Quietly fills the room with 
cool, healthful filtered air — 
free from much injurious pollen 
and other irritating impurities. 





dangers of dirt, dust, soot and pollen. The 
room is filled with fresh, clean filtered 
air... delightfully cooling in summer— 
bringing healthful comfort to everyone alll 
year ‘round. 


Stock FILT-R-FAN now and let these "Sales Builders” help YOU sell. Beautiful 
4-color » DEMONSTRATOR DISPLAY STAND - CONSUMER BOOKLETS - 
MAILING INSERTS featuring relief for hayfever victims» FREE MATS & 
CUTS for your local advertising. Write for full details today. 


MEIER ELECTRIC & MACHINE CO., INC. 


3523 East Washington Street « Indianapolis 7, Indiana 
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Utility Dealer 
Counsellor 


Dealers urged to take 
over appliance selling 


C LOSE contact with dealers is 
maintained by the El Paso Elec- 
tric Company through the office of 
Oscar W. Amador, dealer counselor 
for the company. Although the utility 
still does some merchandising, it is 
encouraging dealers to take over as 
much of the selling of appliances as 
possible. 

Chief among the aids offered is a 
free wiring plan on water heaters and 
ranges, which provides a wiring allow- 
ance of $35 for a range, $22.50 for a 
water heater, or $50 if they are in- 
stalled at the same time in an old 
house; $20 for a range, $12.50 for a 
water heater or $30 if they are in- 
stalled together in a new house. All 
installations must be authorized by the 
El Paso Electric Company before 
any commitments are made or the 
work is started, and the company pro- 
vides a set of specifications for both 
appliances, which must be met if the 
allowance is to be made. 


Range Requirements 


Ranges to be eligible must have a 
total capacity of not less than 7,500 
watts, exclusive of convenience out- 
lets, must have at least one oven with 
automatic temperature control, at least 
three surface units, one of which shall 
have not less than 2,000 watts capac- 
ity, an insulated oven and a conven- 
ience outlet, and shall be designed 
and constructed for strength, dura- 
bility, pleasing appearance, conven- 
ience of servicing and safety. Ranges 
having surface units with screw-in 
type contacts are not acceptable. 
Other requirements are specified to 
cover structural features, _ electrical 
features and general guarantee. Water 
heaters must be of the two-element 
storage type, consisting essentially 
of a corrosion resistant tank of not 
less than 30-gallons capacity, two heat- 
ing elements, two adjustable thermo- 
stats controllers, together with other 
necessary appurtenances. Water heat- 
ers are operated on an off peak sched- 
ule. Specific requirements for tank, 
heater elements, thermostat wiring, 
plumbing and other details are given. 


Issues Monthly Bulletin 


In addition to his personal contact 
with dealers who apply for advice on 
all subjects at the time they file these 
wiring allowance applications, Mr. 
Amador issues a monthly bulletin of 
advice and comment for dealers. The 
services of the home service depart- 
ment also tie in with this work, which 
is truly that of “counseling dealers” 
on how best they can take advantage 
of the opportunities of the post-war 
markets In addition to its other 
services, the utility assist dealers in 
writing advertising by offering them 
the services of an advertising agency. 
The agency prepares the copy to the 
dealer’s specifications, for which the 
power company pays the bill. 
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THE NEW PROCTOR 


ROAST-OR-GRILLE 



























ERE, Madam, is a 
Proctor Roast-or- 
Grille, the only auto- 
matic Roaster with 
the grille in the lid. 
Y The grille is an in- 
tegral, self-cleaning 
part... not an extra 
as in other roasters. 
















T has accurate thermo- 
static heat control like 
all Proctor appliances. 

No special wiring is re- 
quired for the Roast-or- 

* Grille. Use it as your 
main oven or as an extra 
oven on festive occasions. 
Why not order one today! 




























bakes, broils, roasts 

and grills. Eighteen 
quart capacity cooks a 
whole meal at one time, 
a large roast or a 
twenty pound tur- 
key. Comes with 
three porcelain en- 
amel cooking pans and 
an enamel roasting pan. 















PROCTOR ELECTRIC COMPANY, PHILADELPHIA 40, PENNSYLVANIA 
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ELECTRIC 
WATER 


it PAYS you - and PROTECTS you 


HEATERS 
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to be a D-W- WHITEHEAD DEALER 


This amazing improvement shows again the D-W-W- 
heater is always out in front with the newest features 
and advancements proved to be sound. Add this to the 
others; Fiberglas insulation, Chromalox elements, sleek 
appearance and D-W-W-: precision engineering: and 
you'll see why dealers find it easiest and most profitable 


to sell. 


The D-W-WHITEHEAD electric water heater is built 

to give longer trouble-free dependable service. Its sale 

is protection for your good-will — for D-W-W- 
means the highest in quality. 


If you are not already a D-W-W- 







dealer, write today for details 
of a profitable dealership. 


\ HELPFUL BROCHURE FREE 
Send today for your copy of this 
handy facts booklet of useful in- 

‘Sizing the Job in 


DW WHITEHEAD 


D-W- WHITEHEAD MANUFACTURING CO. 
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Sees Goodwill in 
Appliance Deposits 


Stanleigh's, 


Denver, sees deposits 


as delivery guarantee to customer 


LTHOUGH many appliance 
A dealers deplore the practice of 
accepting cash deposits on “future de- 
livery” of major appliances, Stanley 
Berkowitz, owner of Stanleigh’s, long- 
established appliance dealership in 
Denver, Colorado, feels that the idea 
can be an actual good-will builder. 

“We look at the cash deposit as a 
means of guaranteeing to the prospect 
that his appliance will be delivered,” 
Robert Wolf, in charge of sales, 
pointed out. “When it became ap- 
parent that delivery shortages were 
going to continue, we discontinued ad- 
vertising, on the theory that promiscu- 
ous advertising of appliances which we 
cannot deliver can only rankle the 
customer. At the time, we dropped 
registering customer’s names against 
future deliveries, for the same reason 
Our experience has been that the aver- 
age customer will register his name 
anywhere he feels he may be able to 
buy a new refrigerator, and that his 
good-will will go to the firm which 
makes the actual delivery while all 
others suffer. By taking deposits, 
however, we have a bona-fide order, 
in tight sequence, and there are no 
‘false hopes’ involved.” 


Regular Order Written 


Stanleigh’s, which carries Norge, 
G-E, Apex, Youngstown, and other 
leading appliance lines, kept to the 
deposit theme all during 1946. A genu- 
ine order is written up whenever the 
customer is willing, with the amount 
of the deposit depending upon whether 
the customer intends to finance the 
purchase or not—averaging around 
$10 where it is a cash deal, up to 
$20 where the appliance must be 
financed. Stanleigh’s has found that 
there are many prospects who intend 
to pay for a refrigerator 4 down and 
the balance within six months to one 
year who appreciate the opportunity 
to begin paying for it in this way even 
before the appliance is delivered. 
“Quite a lot of our customers have 
paid for their refrigerators, or wash- 
ing machines in advance,” Mr. Wolf 
said. “This is not a hard idea to sell 
to the low-income customer, and is 
one more reason why the deposit sys- 
tem has worked out for us.” 

No deposits are taken, of course, 
unless Stanleigh’s is reasonably sure 
that it can make delivery. For ex- 
ample, there is a set limit on the num- 
ber of deposits which may be accepted 
on any appliance—from 10 to 15 de- 
posits per type of appliance. During 
the closing months of 1946, Stanleigh’s 
delivered 12 refrigerators on this basis, 
36 electric ranges, and 46 washing ma- 
chines, all to “deposit customers” 
whose money had only been on hand 
for a matter of weeks. “We've got 
to guess closely,” Mr. Wolf said, “be- 
cause the worst thing that could hap- 
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pen to us would be to accept a deposit 
and then fail to deliver the appliance 
within the next three months. By 
limiting it, and explaining the situation 
frankly, however, we have extracted 
a great deal of good-will from each of 
these customers.” 


Uses Radio Programs 


Stanleigh’s explains its policy on 
two novel radio programs. The East 
Denver appliance firm, incidentally, is 
one of the few retail appliance dealer- 
ships which consistently use radio 
advertising. Right now, both are de- 
voted to records, a department which 
has been paying the rent, salaries, etc., 
during the shortage period. One radio 
program is the “Record Review” con- 
sisting of five popular records played 
five days a week over a 15-minute 
stretch. The other is “Stanleigh’s Side- 
show” spotted in through the week, 
and likewise devoted to records. “Rec- 
ord sales are 30% of our volume,” Mr. 
Wolf said, “and the record department 
now takes up 30% of the front of the 
store. We’re going to expand this later 
on with a larger stock of classical 
records, albums, etc., because we found 
definitely that record sales have been 
a life-saver since V-J Day.” The store 
recently constructed three soundproof 
listening booths, and devotes two of its 
five front windows entirely to record 
display. 

That the cash-deposit plan has 
worked out for this Denver dealership 
is proven by thank-you notes and 
pleased letters from customers who 
hesitatingly paid a $10 deposit down 
and received a new refrigerator, 
range, or washing machine within the 
next 90 days. “We’re not getting any 
ill-will from people whose names we 
do not take,” Mr. Wolf summed up, 
“while all cash-deposit customers who 
received a reasonably quick delivery 
will be our friends for life.” 











“NEVER MIND HOW | GOT IN—GET ME THE 
HELL OUT!" 
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New $280,000,000 Market 


(Most Spectacular Development for 
the Home Since the Radio) 


Get In On the Ground Floor with Fastest 
Selling, High-Profit Item in the Field 


The most effective, economical air purifier known to 
science. Sixty-four million homes have been waiting 
for this low-cost, portable unit. 


PUROZONE attacks and eliminates odors nature's 
way. Floods the home with fragrant, purified, moun- 
tain-like air containing 150% more oxygen. Recharges 
stale, used air with vital, health-building PUROZONE 
that actually increases vitality . . . relieves hay fever 
sufferers ... helps prevent colds. 


Low initial cost and minimum operating expense 
(unit actually consumes one-half the current used in 
electric clocks) sells consumer immediately. 


NATIONAL ADVERTISING PROGRAM WILL 
TELL AND SELL THE CONSUMER FOR YOU! 


DISTRIBUTORS, JOBBERS, DEALERS Send for Full Particulars 
on PUROZONE Franchises and Merchandising Plans 


PUKOZONE company 


2438 W. MARQUETTE ROAD CHICAGO 29, ILLINOIS 


PAGE 76 











y/ 


nN 


“MAYBE THERE ISN'T ANY CONNECTION, 
BUT | STILL BET IT SELLS A LOT OF RADIOS” 





Arizona Dealers Get 
What They Wanted 


Utility 


uses questionnaire 


as basis for operating policy 


ne the period when they were 
making plans for the dealer pro- 
motional department, the Central 
Arizona Light and Power Company 
of Phoenix gathered together their 
dealers and asked them what they 
wanted the power company to do. A 
booklet containing a questionnaire was 
used, which later was followed up by 
individual calls. Replies from dealers 
have been made a blue print for what 
the utility has subsequently done. 

Sixty-three replies were received. 
Of these, 36 dealers had participated 
in the power company pre-war utility- 
dealer sales plan. Twenty-three were 
newcomers to the fold. Electric appli- 
ances were to be sold by 53 of them, 
while 49 expected to handle gas appli- 
ances, 


Outside Salesmen 


Rather surprisingly, even in the 
fall of 1945, there were some outside 
salesmen employed—almost one to a 
store. The total number of outside 
men was 53; 84 inside salesmen were 
on the books at that time. Forty- 
eight of the stores announced plans 
for adding salesmen as soon as the 
number of appliances warranted— 
and the number of additional men 
averaged better than two to a store, 
the total being 137. Forty-four stores 
said that they planned to give these 
men special sales training as they 
added them to the staff and most of 
these (42) wanted power company 
help in the training. 

Forty-five of the stores maintained 
installation departments and 55 of them 
planned to have a service department. 
Of these, 39 specified that they would 
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handle electrical equipment, 36 gas 
equipment. The number of service- 
men expected to be employed was 177. 
Fifty of the firms stated that they 
would do servicing in the home, 54 
would have equipment brought in, 
while 43 of them would service equip- 
ment sold by others. 

Asked if prospect lists should be 
distributed directly to appliance sales- 
men or to the dealer sales manager, 
the vote was in favor of the sales 
manager, by the considerable margin 
of 49 to 5. 

Practically all of the dealers desired 
a monthly sales bulletin which would 
keep them informed as to the number 
of gas and electric appliances sold in 
the area and all but four said they 
would be willing to furnish confiden- 
tial reports of their own sales. 

Forty-nine of the firms said they 
thought the utility should offer an 
engineering service to help dealers sell 
equipment for heating, air condition- 
ing and lighting installations. 

Asked what they thought was the 
most important function of the home 
service department, 30 of them said 
“to follow up sales,” 27 of them wanted 
demonstrations on the utility sales 
floor, 30 desired cooking schools and 
23 favored a Modern Home Show 
promotion. 


Type of Advertising 


Exactly half the dealers said they 
planned to finance their own sales, 
while an equivalent number would 
depend upon banks and finance com- 
panies. 

In listifig the type of advertising 
they preferred for utility-dealer pro- 
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motions, the dealers divided as follows: 





First Choice Second Choice 


Newspapers 28 Newspaper 9 
Redio 9 Radio 21 
Outdoor 2 Outdoor 1 


Direct Mail 4 Direct Mail a 
Window Display © Window Display | 


Newspapers were used by 29 of the 
firms in their own advertising, radio 
by 15, direct-mail advertising by 6, 
billboards by 2, other outdoor by 1, 
decals by 2, phone book advertising 
by 2 and displays by 2. When all the 
replies relative to utility promotions 
were added up and weighted, news- 
papers received topped billing at 51, 
radio second at 47, direct mail—30, 
window displays—23, outdoor—17, 
truck banners—15, point of sale post- 
ers—9, street car cards—8 and novel- 
ties—8. 

Practically all of the dealers ex- 
pressed the desire to have their par- 
ticular brand of major appliance 
displayed on the utility sales floor 
during specific campaigns. 

Opinion was divided as to what 
form the dealer mention in utility ads 
should take. Twenty-one said they 
preferred advertisements which listed 
all of the dealers, while 31 said they 
liked ads which carry the signature 
“Sold At Your Favorite Store.” 

Asked what promotional material 
they wanted given them for use in 
utility-dealer appliance campaigns, 
they listed the following: 








Window display material.............. 13 
MN MINE 95, 5's svc axe wemaineeeeenes 3 
Newspaper symbol in advertising ...... | 
Mats to be used in advertising........ 1 
EOE Pr Pee Se 5 
Banner for front of store or window.... | 
OO RR er re 1 
Typical leaflets, efc................-- 2 
Direct mail pamphlet ................ 2 
I i SRO sie yt oh ihe ies eh ones 1 
Emphasis on low cost of operation...... | 


Specific suggestions from dealers | 


as to how the utility dealer sales rep- 


resentatives can help them sell appli- | 


ances include such statements as 
these: 


EE 
a ae ee 7 
RS arr enna Py arene 5 
OS re ee 
Engineering advice big help........... 2 
ERE RE ery eek 
rr re 
CE IN os once sca ekapn nen 3 


Overall newspaper advertising and other 
media; general education of public on 
new approval ideas in home conveni- 


WG sn ccnunwewnnbaes sageamerackes 3 
Missionary calls at our request ........ 2 
Estimating ...... pide: Simtel ecarateetseth | 
Accompany our salesman to clinch sale.. | 
SUN 5. sas ne Secedécea tener aes 1 
Give dealers chart showing cost of operat- 

eee ee 1 


By not creating a selling department and 
not suggesting specific brands of mer- 
chandise 


In line with the above suggestions, 
the Central Arizona Light and Power 
Company has set up a dealer coor- 
dination department under Reginald 
Phillips and has a staff which pro- 
vides a dealer contact man and a 
home service girl for each district, 
who will work with dealers, developing 
leads and closing sales. Eventually 
they plan to have 12 men in the field 
and seven girls. 
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Quality in every phase of construction, 
finish, and appointments is noteworthy 
in the Morton Line. Merchants who 
build for the future value their Mor- 
ton Dealer Franchise as buyer’s mar- 


ket insurance—a new business-getter 


when competition becomes most keen. 
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The Morton Line attracts the highest caliber retailers 
because of its exclusiveness and prestige-building qual- 
ity . . . because it is designed for the most desirable 
kitchen improvement market. Among its many mer- 
chandising advantages, good merchants appreciate the 
following: 


1. Top styling, matched with step-saving utility. 


2. Outstanding customer appeal features: sliding glass 
doors, fluorescent lighting, contour-front design, 
beauty and flexibility of arrangement. 


3. The MORTON “Unit Sales” Plan . . . the most prac- 


tical and popular program of kitchen modernization. 


4. Selective distribution, for your protection against 
unnecessary competition. 


5. A compact line of 8 basic models . . . lower invest- 
ment and handling charges . . . rapid turnover. 


Manufacturing Company 


General Offices: 5125 West Lake St., Chicago 44, Illinois 
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of slump. 


by a complete package including . . . 


. NEWSPAPER ADS 
Tie-in newspaper ads are ready in mat form 
so dealers can take full advantage of the 
magazine advertising by running the same 
story locally over their own signatures. 
They're easy to use . . . and ready to order 
NOW! 


FOLDERS—DISPLAYS 


Point-of-sale material is set to do a big job, 
too. Smart, hard-selling folders and an eye- 
catching motion display round out a high- 
voltage program that’s simple but mighty 
7; effective. 


| lly query (wom 
————_— 


q walle oy WY punpase 
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in the same place..... 


28,745,450 national advertising messages 


hit the bull’s-eye! The pocketbook of the mass radio market 
. .. that’s the target! And Crosley’s full-color, full-page advertising strikes it right 
where the greenbacks are with a campaign that hits the news stands in May. It 
will spark local sales for every Crosley dealer . . 
for him right down the line. Featuring two favorite models—the Crosley Rondo 
and the Crosley PorTABLE—this campaign will make summer sales jump instead 


. will build store traffic and profits 


That's doubly true because the hard-striking national advertising is backed up 


Stuke once™ 


WITH THE 


-GROSEEY PorTABLE 


@ this CROSLEY ca 


stuite Twice 


CROSLEY RONDO 





A NEW 


slay-a- home J? yoga 


Here’s a smartly styled model that’s 
equally at home indoors or out. It per- 
forms like a star on AC or DC... 
“belongs” on end tables in most any 
room. But it’s also a rugged traveler, 
with a powerful, long-lasting battery 
pack for outdoor excursions. A sure 
seller for the coming vacation season. 


APRIL 


SMART AND NEW 
FROM EVERY VIEW 


This proud little beauty is at home 
atop the smartest end-tables. Has same 
appearance, front and back . . . lovely 
contours from every angle. Gives 
amazing small-set performance on AC 
or DC; has Continuous Tone Control, 
It's destined to be a favorite, a big- 
seller everywhere. 
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*Trade Mark 
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NATIONAL ADVER 
98,568,598 advertising messa 
appearing in national magazines o 
60-day period. That’s a real sales stimu- 
lus, directed to the top-buying shoppers 
in the country. Full-color, full-page ads 
are plugging the Shelvador’s* advan- 
tages, building future business for Cros- 
ley dealers. 


STORE DISPLAYS 
Attention-getting displays carry the 
“Speed Way For Meals” theme right 
into dealers’ windows ... onto sales 
floors . . . direct store traffic to dramatic, 
visual demonstrations . . . capitalize to 
the fullest on national advertising. 


SRREREREEE™ 


-GROSLEY 


SHELVAD OR* 


ee 





store. 


look why... 


NEWSPAPER ADS 
A hard-hitting array of newspaper ads 
is appearing in local newspapers, over 
the signature of Crosley dealers. These 
local ads tie-in with national magazine 
advertising and the display materials. 
They're supplied in easy-to-use, ready-to- 
run mat form. 

RADIO SCRIPTS 
In addition to a half-hour program pro- 
duced and recorded in New York and 
made available to Crosley dealers in 
handy “platter” form, there’s a hard- 
working set of scripts for spot radio an- 
nouncements. Every Crosley dealer can 
tailor his local advertising to his own 
best advantage. 


CROSLEY dealers aren't backed by any single-shot 


activities. Every line has its own promotion. . 
build sales for every unit, to build traffic throughout the dealer's 


. that works to 


For example, shoppers who come in to buy the PorTABLE and 
Rondo radios are also A-1 prospects for the Crosley Shelvador* 
. . . the “Speed Way For Meals.” Here’s the only refrigerator 
that puts 28 feet of front-row food at a housewife’s fingertips 
... helps her get easier, faster breakfasts, lunches and dinners. 

The Crosley Shelvador* story is already being broadcast in a 
smashing national advertising campaign. But just as a reminder, 


HELPFUL BOOKLET 
“How to Arrange Foods in Your Refrig- 
erator” ...a helpful chart that evecy 
woman will value . . . gives dealers an 
additional opportunity to’build goodwill 
along with sales. It’s full of specific in- 
formation on efficient loading and stor- 
age of meats, vegetables, processed foods 
and ail the other items that require care- 
ful refrigeration. Every woman will want 
a copy, will keep it, will remember and 
thank her Crosley dealer for it. 


In short... These are busy months, 


_active months for Crosley dealers. They'll 


be profitable months, too . . . for they 
cover 


L big aofil pwomeitions synchronized for sales! 
=== CROSLEY 
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CROSLEY Division—The Aviation Corporation, 
Cincinnati 25, Ohio 
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Rotary Slicer and Grater 
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Big 


Business 


in Small Appliance sales! 


Pea Sheller 


Can Opener Sharpener and Buffer 


A KitchenAid sale is time. Customers 
with this extra-duty, beautifully-engineered top- 
field. And the higher price that 


always means a better sale. 


BUT THAT’S ONLY THE BEGINNING! 


good business any 
stay happy 
notcher in the mixer 


KitchenAid commands 





Only KitchenAid is powered and engineered to handle a line 
of 16 attachments, performing a host of kitchen chores from 


That’s 
why every KitchenAid sale creates a demand for follow-up 
attachment sales. 

There’s the KitchenAid Coffee Mill for tie-in sales —2 
KitchenAid mixers to sell up to— and this complete attach- 
ment line. 


olishing silver to shelling peas or freezing ice-cream. 
€ e =] 


For big business in your appliance sales, see 
KitchenAid —the mixer that pioneered the field. Call your 
distributor — we’re shipping him better quotas right along. 
SPACE 368 
National Housewares Manufacturers Association 
Philadelphia, Pa., April 27th - May 2nd 


KitchenAid 













Ice Cream Freezer 





The Hobart Manufacturing Co., KitchenAid Division, Troy, Ohie 
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Kacey's Home Supplies of Denver is a new firm, but has had no trouble getting good 
franchises; and appliances are prominent among them. 


“Home Supplies’ Covers 





Multitude of Items 


But Appliances Get Top 
Billing in Denver Firm 


LANNING for the buyers’ market 
a. the case of Kacey’s Home Sup- 
plies, 1225 Broadway, Denver, Colo- 
rado, has meant reducing the emphasis 
on the word “appliances” in favor of 
“home supplies.” 

The handsome new store, five blocks 
from downtown Denver on a heavily- 
traveled avenue, was completed in 
late 1946, when the management, 
headed by Ben Cook, formerly a Den- 
ver retail plumber, and now operator 
of a large plumbing wholesale house, 
remodeled a former used-car show- 
room into a 50x85 foot display floor. 
In this space, which also houses the 
plumbing supply executive offices, sales 
manager George Trudeau plans to 
greet Denver housewives with a mer- 
chandise lineup incorporating every- 
thing which has “a logical connec- 
tion with major electrical appliances.” 


Full Appliance Line 


“Although we don’t carry furniture, 
dishes, etc., we’ve attempted to set 
up a home supply operation,” Mr. 
Trudeau said. “For example, in the 
lineup are refrigerators, ranges, wash- 
ing machines, ironers, automatic home 
laundries, automatic water heaters, a 
complete all-electric kitchen, shower 
stalls, bathtubs, lavatories, laundry 
sinks, small electric appliances, alu- 
minum cooking utensils, gas and elec- 
tric heaters, all metal cabinets, cabinet 
sinks, breakfast room furniture, home 
freezers for frozen food storage, 
shower curtains, etc. In addition, for 
the owners of small bungalow-type, or 
cottage homes, we feature Murphy 


cabinettes, one-piece units which may 
be installed to fit a small kitchen, in- 
corporating range, refrigerator, sink 
and cabinets, all in the same enclosure. 
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In choosing our stock, and presenting 
it to the customer, we attempt to follow 
a definite line of correlation. For 
example, bathroom fixtures will help 
sell automatic water heaters, while the 
model kitchen will suggest range, re- 
frigerator, and cabinets. Laundry 
equipment will sell sinks, lavatories 
suggest panel wall heaters, etc. In 
this way our salesmen will always have 
something to interest every house- 
wife.” 

While remodeling was going on dur- 
ing the late stages of the war, the 
Kacey management went to several 
manufacturers with the “home supply 
store idea” and successfully sold the 
theory to obtain several important 
franchises. This has accounted for 
the fact that the store has received a 
better-than-average delivery on all 
appliances, despite the prevailing no- 
tion that the brand-new outlet gets 
small consideration from manufactur- 
ers, according to Mr. Trudeau. The 
firm is franchised with Graybar, Ad- 
miral, Stromberg-Carlson, Crosley, 
Marion, Condon, Blackstone, Murphy, 
American Steel, Acme, and many 
other nationally-advertised lines in 
both plumbing fixture and appliance 
divisions. In addition, there are five 
lines of nationally-advertised small 
electric appliances, and others pend- 
ing, which will bring automatic gar- 
bage disposal equipment and electric 
dishwashers into the inventory. 


Flexible Arrangement 


Capitalizing to the hilt upon the 
prominence of the store, which is kept 
lighted until after 10:00 each eve- 
ning, Kacey’s Home Supplies man- 
agement has attempted to lay out dis- 
play samples to follow “correlated 
theory.” Thus, while at first glance 
the intermingled plumbing fixtures 
and large and small appliances seem 
jumbled up, it is actually simple for 

(Continued on page 82) 
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Prop. & part. solve * 
- farm help problem .. . 


Farm labor has always been a subsistence job. 
His keep and low wages gave the hired man no 
incentive for interest and efficiency. Fat 
factory paychecks of the war years lured away 
farm labor—down 18% from 1938 to 1946. 
And today’s mechanized farming requires a 


nting better calibre of farm worker. 
ollow Three farmers in Steuben County, Indiana 
For 


found making a partner of the hired man is a 























help 
e the profitable solution of their labor problem. 
"» ht Floyd Carpenter, dairyman with 240 acres, 
ndry . i. 
aoe who put young Vernon Berry on a partnership 
In basis three years ago .. . has had 200% 
have increase in milk production, and his herd has 
ouse- F : 
been upgraded during the period. Carpenter 
dur- provided land and equipment; both share 
‘ be operating expenses, keep accurate accounts. 
ipply Berry, has steadily upped his earnings, 
| the furnished a house, bought a Car, is acquiring Ferm-acy ...at drug store prices, acre of average good 
rtant ‘ . , : hog pasture has $800 of vitamin A and B complex 
for an interest in the farm machinery that will ...So pasture fed hogs are healthier, heftier, than dry-lot 
eda enable him to work his own land some day. fed animals. ““There’s Profit in Hog Pastures,” page 33. 
ma The two other partnerships are different, 
no- : 
gets for smaller farms, one with an absentee owner, Hot cows aren’t necessarily so hot as milk producers. 
>tur- but have been mutually profitable. nbalanced rations, poor late-cut hay turns to excessive 
The : . — y heat instead of milk, boosts feed bills, shrinks output 
re “Take Your Hired Man Into Partnership sis" Silay Bleteiies ion the Mhaleg Main." ahd san 
sley, in March SuccessFuL FARMING is effective 
phy, evidence on the progress—and market potentials 
lany = : Death on dandelions... \Var developed, top secret killer, 
| n —of the nation’s No. 1 industry ... and well ecks noxious perennial bindweed, Canada thistle, 
ance worth the reading of any electric goods seller. hitetop, but not useful grasses . . . is cheap, clean, 
five ee on-poisonous. ““Where Does 2, 4-D Pay,” page 38. 
mall ee eins k 
end- ee , ; seis ; : f 
gar- Also. .“Are We Whipping Swine Abortion?”’. . .““Your Barn Can Fit 
tric Your Farm” .. . “Successful Homemaking” . . . dozens of other articles and 
- .dgatures provide mental nourishment for an audience of mentally alert 
m@eainess men... selected from among the nation’s most prosperous farmers 
~ . ° : . 
the a 1,200,000 subscribers in the 15 agricultural heart states ... with largest 
kept mm incomes, highest yields, greatest property investment . . . best electrical 
os Meendise market in the United States today... get details at any office. 
1 - 
dis- 
ated 
nce 
res 
eem 
for 
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Made to SELL... with 


; 


... the Original Nickel-Chromium Heating Element Wire 


NICKEL » CHROMIUM 
WIRE 


Trademark Registered U.S. Pat. Off. 


“O.K., Mother! I’m ready for another!” And who isn’t ready for another 
and yet another golden brown waffle. . . the kind that melts in your mouth 
. .. done to perfection every time thanks to the durable, even-heating 
CHROMEL resistor wire used in modern electric waffle bakers. 


CHROMEL, you know, is the Nickel-Chromium resistor wire that first 
made electrical heating really practical. It radiates clean, quick, conven- 
ient heat and it lasts a long, long time . . . often up to twenty years or 
more on some household appliances. 


Today, durable desirable CHROMEL resistor wire is carrying the heat- 
ing load in millions of top-line products . . . waffle bakers, toasters, 
ranges, roasters. For, through the years, manufacturers of such appli- 
ances have found ‘that-when they’re made with CHROMEL, they’re made 
to sell... and stay sold . . . to satisfied customers. 


HOSKINS MANUFACTURING COMPANY ec Detroit 8, Michigan 


YOU'LL FIND 


IN THESE 





PRODUCTS 
YOU 
SELL 
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“Home Supplies” 


eee CONTINUED FROM PAGE 60 cmmmmmmmen 


a salesman to demonstrate the relation- 
ship between each. For example, in 
the “package kitchen” which Kacey’s 
Home Supplies believe will be a major 
source of profit in the near future, 
nothing is “standardized.” In front 
of the model kitchen are gas and elec- 
tric ranges of several brands, which 
may be quickly inserted into the 
kitchen layout if the customer re- 
quests it. Sinks, refrigerators, and 
even cabinets may thus be quickly in- 
terchanged. Refrigerators and home 
freezers are shown side-by-side, while 
bathroom fixtures and automatic wa- 
ter heaters are only a few feet apart. 
Aluminum pressure cookers, roasters, 
etc., are near the kitchen, while laun- 
dry sinks, washing machines, auto- 
matic home laundries, ironers, etc., 
are all in the same space. 

“Tt’s an idea which is easy to put 
over with the customers,” Mr. Tru- 
deau said. “Through questioning some 
of our customers, we have found that 
women apparently talk about the store 
a great deal after a visit—and excite 
the curiosity of their friends. Thus 
the diverse displays have an additional 
value.” 


Outside Selling Encouraged 


The “home supply” theme, natu- 
rally, is made to order for outside 
selling, according to Mr. Trudeau. 
Currently, the store is operating with 
five specialty salesmen, who have been 
trained in each aspect of the inventory. 
When merchandise deliveries start 
rolling into the warehouse, the crew 
will be extended, probably to 10 men, 
who will alternate between floor-time 


| and outside selling. In an effort to 
| attract permanent, loyal men who will 


stay with the concern, Kacey’s has 
set up a liberal commission and incen- 


| tive plan, in which all personnel will 
| share in the gross profit. One of the 


strongest inducements, however, for 
worthwhile salesmen has been the vari- 
ety of items carried in stock. “If our 
salesmen can get inside a prospect’s 
home, the chances are he will find at 


| least one or two opportunities to in- 


terest the customer in our merchan- 
dise,” Mr. Trudeau pointed out. “Any- 
thing from a sink to a complete kitchen, 
a sharp freezer, or a model laundry. 
We'll sell even so small an item as 
a single shower curtain in order to 
get the customer on our books, and will 
bombard her with direct mail there- 
after.” 

The store started right out on vig- 
orous promotion with a weekly news- 
paper ad. One policy which Kacey’s 
Home Supplies has creditably ob- 
served, is never to advertise an item 
which cannot be immediately delivered. 
Therefore, weekly ads to date have 
covered such items as kitchen sinks 
and cabinets, water heaters, portable 
apartment size washers, gas and elec- 
tric heaters. When ample stock is on 
hand, the store will go into twice- 
weekly newspaper promotion. Ar- 
rangements have been made for the 
Kacey’s Home Supply organization to 
service every item sold. 
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Six Important Basic Features in All Harvester Freezer Designs 


Sturdy, dependable, built for a long lifetime of 
carefree service! International Harvester engi- 
neers saw to that. 


Beautiful in line, easy to work with and keep 
clean! Here International Harvester’s home 
economists had their say. 


Together, International Harvester engineers 
and home economists have designed a line of 
freezer masterpieces. All have the six important 
basic features shown below at right; all have 
favor-winning special features besides. 


Improved sidewall refrigeration, protected 
cold control, unobstructed access to, and full 
view of, the roomy interior! Along with Inter- 
national Harvester’s exclusive FROST-LOK and 
FREEZ-AREA, those are among the sixteen 





sales-stimulating features of Model 11 FC-A, 
now in production. 

Add to the outstanding quality of International 
Harvester Freezers, these dealer advantages: 

@ Powerful National Advertising 

e Coast-to-Coast Distribution 

@ Effective Nationwide Service 

e Great-Name Prestige 
...and you have a combination packed with 
dealer opportunity. 

For information about open refrigeration ter- 
ritory, communicate promptly with your nearest 
International Harvester branch. 
INTERNATIONAL HARVESTER COMPANY 
180 North Michigan Avenue e Chicago 1, Illinois 








Model 11 FC-A 
Big, Roomy 11-CUBIC-FOOT 
Capacity 





NS ! 
CONSTRUCTION 
HEAVY, ALL-STEEL 
Both inner and outer walls are heavy 
steel. Seamless, welded, and smoothly 

rounded. Will last a lifetime. 


FULL-SIZE 
FLOATING LID 
Spring-counterbalanced; opens with 
the touch of a finger. Permits easy 
access and full view of interior. 


EXCLUSIVE 
“TIGHT-WAD” UNIT 
Hermetically sealed, needs no at- 
tention. Silent, efficient. Spring- 
rubber mountings absorb vibration. 


FINEST FREEZER FINISH 
KNOWN 


Snow-white enamel, inside and out; 
baked over Bonderite to prevent cor- 
rosion and anchor enamel securely. 


EXCLUSIVE 
“VAC-U-SEAL” INSULATION 
All walls insulated with 4/2 inches of 
indestructible fiber glass; hermeti- 
cally sealed against moisture and air. 


RECESSED BASE 
PROVIDES TOE SPACE 
Comfortable standing room close to 
freezer without stubbing toes. Black 

enamel base does not show soil. 


INTERNATIONAL HARVESTER 
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ROASTERETTE 





















A labor saver 
every woman ao a 
wants... 






















Does more than many 
a maid to save labor, 
time, trouble in the kitchen. 
Cooks and serves in the same unit. It works while mother 
shops—or plays bridge. Baked dishes, roasts, stews, boiled 
dinners—many other foods—complete casserole meals pre- 
pared and served in the Everhot Roasterette. Serves many 
other uses—warms baby’s bottle, keeps food hot, ideal for 
picnics, school lunches, left-overs. 


Full 33-quart capacity. Takes 6-lb. roast. Made of steel and 
aluminum. Baked enamel finish. Porcelain interior. Two- 
heat control. AC or DC. Fiberglas insulation. Uses 120/330 
watts current. One-year guarantee. A big volume item— 
something you can sell to everybody. 


Immediate Delivery 


THE SWARTZBAUGH MFG. COMPANY “‘in‘ises’ TOLEDO 6, OHIO 
AUTHORIZED WHOLESALERS IN ALL MARKETS 


EVERHOT 
PRODUCTS 


ROASTERS .. HEATERS... APPLIANCES 
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1946 Topped 194! 
In San Diego Sales 


Electric Range Sales 
Are Up 50 Percent 


A REPORT of appliance sales for the 
county of San Diego, California, 
compiled from confidential reports 
supplied by both wholesale and retail 
organizations to the Bureau of Radio 
and Electrical Appliances indicates 
that the appliance shortage, at least 
for some districts, is about over. With 
very few exceptions, the sales record 
for 1946 topped that of 1941. Waffle 
irons, roasters and refrigerators were 
still under pre-war production, but 
electric range sales were up 50 per 
cent, while electric heaters sold to the 
extent of nine times the volume re- 
corded in 1941. The figures speak for 
themselves : 


SAN DIEGO COUNTY APPLIANCE SALES REPORT FOR 1946 AND 
JANUARY 1947 


RETAIL 
SALES 











“HENRY, DiD YOU FORGET TO TURN OFF THE 
BLANKET?” 





RETAIL JANUARY JANUARY 
SALE 1947 1941 








for 1946 for i941 Sales 
RRS a Ree 54,000 21,175 3,500 1,250 
Refrigerators.............. 8,800 12,000 1,050 700 
Home &!Farm Freezers... . . 650 (no record) 100 (no record) 
Electric Ranges............ 1,075 725 175 60 
re 10,650 9,100 600 600 
Electric Water Heaters... . . 1,525 560 185 50 
Automatic Washers........ 1,075 (no record) 250 (no record) 
Conventional |Washers.... . . 9,200 6,925 850 500 
Automatic lroners......... 1,225 1,195 350 100 
Electric lrons.............. 20,500 7,500 1,700 500 
I vnc a Wea ices 60 (no record) 40 = (no record) 
Disposal 'Units............ 75 (no record) 20 (no record) 
Vacuum"Cleaners.......... 8,000 4,600 550 300 
Electric Heaters........... 20,000 2,330 1,650 300 
Sewing Machines......... 750 2,440 95 150 
ats ie ai a as 1,300 1,315 50 50 
Poet eee. ...-..0..... 4,500 3,210 450 90 
Coffee Makers............ 10,200 7,970 600 400 
SE Ree 9,400 9,225 950 425 
ee 850 3,470 150 200 
eee 5,800 1,710 350 175 
Heating Pads............. 7,600 1,950 7a . 250 
Electric Blankets........... 900 (no record) 35 (no record) 
Electric Clocks............ 15,000 10,000 1,400 600 
the 











‘Recorn Bar 














“AND STOP CALLING ME BARTENDERI!.. .” 
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ALL OVER AMERICA** CUSTOMERS COME IN WHEN THE JOURNAL COMES OUT 


In Winston-Salem, N. C., vA of the women shoppers interviewed at 


the E. H. Petree Co. read Ladies’ Home Journal 


In your town... in your store... 


MOST OF YOUR GOOD CUSTOMERS READ =O Z 


* 61,209 interviews—159 cities—14 categories of stores confirm this fact. Results upon request—Ladies’ Home Journal, Independence Square, Phila. 5, Pa. 
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* RCA VICTOR MAKES THE VICTROLA CM bus 5 
a ‘ 


Heard over NBG coast-to-coast... 
a great sales-building show! 


The RCA Victor Show reaches into the homes of over 
6 million listeners every Sunday ; . . building sales 
for you for today—and for a year from today! 

Your customers hear the glorious baritone of Robert Merrill— 
Roy Shield’s superb RCA Victor Orchestra—back-stage gossip of 
the music world by Johnnie Victor—and announcer Ken Banghart’s 
enthusiastic “sell” of RCA Victor Instruments and Records. 

These compelling sales messages every week—PLUS dominant 
full-color advertisements regularly in LIFE, Saturday Evening Post. 
and Collier’s—help make the demand for RCA Victor radios 


and radio-phonographs still greater than we can supply. 


Listen to the RCA Victor Show building sales for you! Tune in 
your nearest NBC station this Sunday—2 P.M., E.S.T. 
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Heard at its best with the 
3 RCAVICTOR 


é * iden iw . 


Radio programs and records have richer, more mellow tone 
with the exclusive “Golden Throat’’. . . the finest tone system 



















in RCA Victor history. This exclusive 3-way system— 

the exact co-ordination of cabinet, speaker and audio-amplifier— 
is made possible only by RCA’s 27 years of experience in 
electronic engineering and Victor’s 48 years of 

leadership in sound reproduction. 

Hear the “Golden Throat” yourself. Play any of the instruments 
illustrated here. Comparé them with any other make in the same 
price range.. You'll understand why your customers are looking 
for... waiting for... RCA Victor radios and radio-phonographs. 






65U Radio-Phonograph 


The table Victrola radio-phonograph with the 
“Silent Sapphire” permanent-point needle that 
floats light as a feather on records . . . adds years 
to record life . . . eliminates needle chatter and 
“hiss.” Plays 10 twelve-inch, or 12 ten-inch 
records. Fine styling, excellent tone. 








The Modern 66X pg | The “Globe Trotter” 


New RCA Victor portable . . . ultra-handsome in 
aluminum and plastic. Open the lid and it instantly 
plays anywhere—automatically! AC, DC, or battery 


For those who want less expensive radios—modern in both 
appearance and performance. The 66X2, shown here, is 
smartly cased in gleaming ivory-finish plastic—others in a aie P 
wide range of beautiful plastics and veneers. The “Golden ample volume even for outdoor dancing. 

Throat” makes it outstanding among table radios. 


Ries 
. aa RCA JICTOR 


*Victrolo”—T. M, Reg. U.S, Pat. OF. DIVISION OF RADIO CORPORATION OF AMERICA 
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Here is a promotion of the kind that can be sold department stores—a feature, a 
flasher, and something to catch the eye of passing crowds. 


Department Stores Need 










The Distributor's Help 


Joe Martin of Cincinnati Tells 
how the big stores look from 
other side of the counter. 


N paper, at least, the depart- 

ment store is synonymous with 
big stuff—trainloads of appliances, 
deals direct with factory executives, 
and a bypassing of everybody down 
the line. Down in Cincinnati, Joe Mar- 
tin thinks this isn’t necessarilly so. 

And he should know. Behind his 
desk at Williams & Martin, down in 
the wholesale district, is a framed 
plaque of appreciation for the years 
he was making history as major ap- 
pliance manager for the Pogue depart- 
ment store. 

“The distributor man who calls only 
on the buyer at a department store 
might as well stay home and read his 
papers,” says Mr. Martin. “It is due 
to this lack of understanding as to how 
a department store operates that has 
confused the wholesale trade. I sell to 
the department store by the coopera- 
tive method. After the buyer has 
evinced interest I make it a point to 
tell my story to the merchandising man- 
ager. If he agrees, and there is some- 
thing to be done, we call in the store 
superintendent. The store superin- 
tendent has a certain amount of money 
to spend on alterations and promo- 
tions during the year. He is respons- 
ible for the physical work. He has the 
power to kill off anything and must be 
sold on its importance to cooperate.” 


Distributor’s Help Needed 


America’s department stores are out 
to double their volume in appliances, 
in Mr. Martin’s opinion. All over the 
country you see major appliance de- 
partments dolling up for a period of 
expansion. 

Now, the department store being all 











Joe Martin made a big reputation for 
himself at Pogue's, Cincinnati—now he 
is a distributor. 


things to all people, it necessarily fol- 
lows that it cannot be expert in every 
line. Today the department store finds 
it needs guidance in its promotion. 
This is what is bringing the distribu- 
tor back into the picture, even though 
the department store prefers to buy 
direct from the manufacturer. Another 
force is the fact that manufacturers 
have found they can’t sell direct and 
get volume. There has got to be some- 
body on the ground giving an item a 
push, push, push, with the old personal 
contact and effort behind it. A dis- 
tributor is in a position to be a special- 
ist and be the last word in his line. 
“For example,” says Joe Martin, 
“the vacuum cleaner has been a sleeper. 
The dealers have an idea that it is 4 
(Continued on page 92) 
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FOR MULTIPLE SALES AND FREEZER PROFITS 


The Mew ESTATE °° 
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tome FREEZER! 


The new ESTATE Compan- 
ion Home Freezer is a twin 
to the ESTATE Range — in 
size, in appearance, in qual- 
ity. Ie has a table-top for 
extra working surface, selec- 
tive controls for freezing and 
storage, everything to make 
it the most salable freezer 
you've ever seen! Sell the 
matched set, ESTATE Range 
and Freezer for bigger sales 
and more of them! 











NOW, ESTATE rings the bell with an- 
other sales-making “first” — DEFROST- 
ALL, the unit that thaws frozen foods 
scientifically, quickly. It saves time and 
food values—cashes in on the great and 
growing use of frozen foods. It’s the big 
range feature of the future and only the 
ESTATE Electric Range bas it! 

It has the famous BAR-B-KEWER to 
boost your sales. Of course, it’s easier to 
sell a range with an oven for baking and 
another separate one for meats—and think 
of the powerful argument you can make of 
the BAR-B-KEWER’s “charcoal-type” heat. 
It gives ali meats the appetite-appeal of 
outdoor flavor. Yes sir, sell ESTATE—you 
sell the best and sell more! 


Be Till Stay THR yyith 


ESTAT 


creators of famous first 


ESTATE HEATROLA DIVISION 
NOMA ELECTRIC CORPORATION 





55 West 13th Street, New York 11, N. Y. 












































With the Thor Automagic you actually have three 
choices—a clothes washer, a dishwasher or an Automagic Combi- 
nation which uses both units interchangeably in one streamlined 
machine. Each has features you've wanted for years. 


YOU'VE YEARNED FOR A CLOTHES WASHER LIKE THIS 
Click a dial and Thor's famous super-agitator action 
goes after the dirt—two kinds of rinses search out soap and soil — 
an effortless spin whizzes clothes better than wringer-dry. There’s 
no lifting heavy, wet clothes. No stooping, either. Clothes go in 
through a tub-wide opening at the top—can be added during the 
washing cycle. Capacity? ?~a big 8-pound load. 


YOU'VE DREAMED OF A DISHWASHER LIKE THIS 
You'll wash and rinse china, glassware, silver—a service 
for six—in just 5 minutes with a Thor. It uses only 4 to 6 quarts of 
hot water (a teakettle full!), provides plenty of space for washing 
pots and pans. Your hands never touch water, yet you couldn’t be 
gentler with your dishes. Only the water moves in the Thor! 


AND IMAGINE THE JOYS OF THE COMBINATION 
With a simple change of tubs (114 minutes) 
the Thor Automagic Combination gives you the 
advantages of both clothes washer and dish- 
washer — brings the laundry upstairs for 
easier, pleasanter washdays~THEN seven days 


a week takes over the dishwashing chores. 


You get more with THOR 
-+- however you buy! 


HURLEY MACHINE DIVISION 


Electric Household Utilities Corporation 
Chicago 50, Illinois 
Thor-Canadian ag y Ltd., Toronto, Canada 
Plants in Chicago, IIl.; Bloomington, tL; 
El Monte, Calif.; Toronto, Can.; London, Eng. 


Whichever unit you start with—the Thor Clothes Washer or 
the Thor Dishwasher—you can always add the other unit later and 
have the Thor Combination to handle both duds and dishes for you! 





MERCHANDISING 
* 


APRIL 1, 1947—ELECTRICAL 
























x 


Yow'always have more with THOR 
Eye '. «the one washer 
~ you-can sell three ways! 


; ~ You have just one fevestasent in one machine... 
yet you have a triple opportunity for profit with the amazing 
: new Thor AUTOMAGIC WASHER. For you can sell the 
- _, Automagic three ways —as a clothes washer ... as a 
: dishwasher .. . or as a. wonderful combination. 
ae Ask your customers to come in and see the new Automagic 
fi Washer they've read about in leading newspapers and magazines. Show 
7 ‘hata have? the Automagic will wash, rinse, spin-dry their clothes one day... 
‘ss then: convert to a safe, economical dishwasher that washes, rinses, 
surface-dries their dishes every day. Prove to them that they 


get more with Thor . . . however they buy! 


Hah ge BAR 


ite hiiaitcuciiator the THOR AUTOMAGIC WASHER 





is curren 


|, Good Housekeeping Saturday Evening Post 
. Ladies’ Home Journal Woman’s Home Companion 
; American Weekly American Home 


Better Homes & Gardens New York Times Magazine 


29,000.09 a , 


PEOPLE WILL SEE IT! 
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Mr. Dealer: Dept. Stores Need 
Distributor’s Help 


FULL COLOR MEANS FULL PROFITS = (— ™e™™* — 


job for outside salesmen. Most 
dealers’ stocks gather dust. In the 
store there is nothing the dealer can 
use a vacuum cleaner on if he wants 
to demonstrate. A good demonstration 
lets the customer do it himself, and 
as he handles the cleaner, the salesman 
tells him of added features of the 
unit.” 

So Joe proceeded to get hold of some 
24x4-ft. rugs, bought kapok, and saw 
that his department stores and dealers 
got the rugs and demonstrations. 

He managed to sell a department 
store customer on the idea of putting 
cleaners in the window with action. 
A flasher button brought the cleaner 
on every few minutes and caused the 
salt around it to dance up and down. 
The department store was sold on the 
scheme when presented to them, but 
the chances are that it would not have 
done it uider its own power. 

Because of the division of authority 
in a department store, there is a tend- 
ency toward negation. One man can- 
cels out another. An outside distributor 
coming in with an idea has a much 
better chance of putting it over than 
the store’s own men. 

With radio, Joe Martin likes the 
Bendix model with invisible dial. 
Without exception he has been able 
to sell department stores on the idea 
of putting in a display that would 
cause the dial to flash on and off. With- 
out a distributor’s man there to pro- 
mote, the chances are that it would 
just be stacked up with the other radio. 











Good on Package Stuff 


Out of his own experience, Mr. Mar- 
tin thinks that the department store 
is in an ideal position to sell package 
merchandise. Joe Martin feels that 
the future chain stores like Sears will 
find their technique and methods 
copied. They will try just as hard, 
but as other types of stores take up 
their operations, it will tend to slow 
down the rate of chain store expan- 
sion. 

Independent dealers, Mr. Martin 
feels, are not going to be able to live 
on service alone, and hence there will 
be a swing back to specialty selling on 
their part. 

The Martin guess as to the best way 
to operate: 











1. Sell conventional items now. 
For information on Com- | Sj 7 ve : a ee ES RRS > PS 

plete Line send for New : ~ tia ee a ; ee hy tai 2. With expansion of the rural market to 
aaead nae eo ‘ eadths.<- 2 a , ee nih. 3 electrical equipment it is a good idea to 


Ww Wir er- Beatie. 5 . ete See swing in this direction in the future. 
rite or Wire eat ae eam PRS eee yi 
e fee aie 9 3 ee Rahs, AF eee 3 3. Next, plug big ticket items like power 
DEPT EM TODAY! x ys Bes: Smee 3 NATI a. PRICE ) ES | : driven lawn mowers. 
"ey , Poe hs a ted ee ; Gea ue . + 
4. Last of all, carry a line of diversified 


Paragon Utilities Lorp. 50 VAN DAM STREET, BROOKLYN 22. N. Y. UIE ape ee 


Williams and Martin have been 

PERMANENT DISPLAYS: N. Y. FURNITURE EXCHANGE SPACE 1613 having a big season with Nu-Enamel, 
CHICAGO FURNITURE MART SPACE 1044 + SAN FRANCISCO WESTERN MERCHANDISE MART SPACE 565 and consider it a part of the appliance 
store line. 
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Air, at room tem- 
persture, enters 
undercabiaet 
overhang and... 


heating element 
before entering 
tumbler housing. Re- 
flector radiates dry 
heat into tumbler chamber. 


Dry, heated air is drawn thru per- 

forations in the revolving drum. Moisture 

is extracted from clothes as they are fluffed and 
tumbled thru this air current. 


Powerful blower pulls moisture-laden air from 
drum housing and exhausts it thru lint-trap exit 
im base of machine. 


ABLE IRONERS » CABINET 
C WASHERS » AUTOMATIC DRYERS 
LAUNDRY 


WRONERS « A 1 
AND THE BLACK’ ' 
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74 Real 
PROFIT MAKER 


Here’s a worthy new member of the 
brilliant Blackstone family you have been 
waiting for...the Blackstone Automatic Clothes 
Dryer. 
Design-wise, the Blackstone Dryer is a masterpiece of 
simple, streamlined beauty. It is fast, efficient and full 
automatic. It proyides positive, selective drying contro 
through a combination of radiant heat and forced cir- 
culation of air. 
The Blackstone Dryer is a money-maker, too. It is a 
natural co-appliance with the Automatic Washer. It 
offers labor and time-saving advantages for ready con- 
sumer acceptance. It is practically service-free and can 
be easily demonstrated. 
This distinctly saleable dryer will soon be in your hands. 
Get ready to introduce it to your market. 


BLACKSTONE CORPORATION 


Jamestown, New York 





PAGE 93 












A cup of coffee 
from a 


Water | 
Heater? 
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From this water heater, why not? Its 
tank—mirror-smooth and sparkling blue 
gilass-fused-to-steel—is sanitary as a clean 
glass coffee-maker. 











SMITHway WATER HEATERS* 


Fresh coffee bas been served from a Permaglas Water Heater just to 
demonstrate how it supplies cleam hot water . . . “packaged-in-glass” 
. ++ pure as the source itself. - 


No matter what kind of water goes into it, the Permaglas tank 
CANNOT rust or corrode. It puts an end to tank rust that ruins 
clean laundry, corrosion dirt that discolors the bath. 


There’s Only ONE.“‘Permaglas’’—A Great Aid to Sales 


Its rust-free service, its modern design, its convenient features, and 
its dependable, trouble-free performance give it the most dramatic 
sales story in the appliance business. 


Find out about it today. Ask the A. O. Smith office nearest you 
for “The Inside Story of Permaglas.” 


a.o, Smore 


Corpordation 


New York17 * Atlanta3 * Chicago 4 * Houston 2 °* Seattle! 
Los Angeles 14 * International Division: Milwaukee 1 
Licensee in Canada: John Inglis Co., Limited 


*Another Famous SMITHway Model: Duraclad—zinc-lined for economy 
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ELLING more than 2,000 records 
| over one week end is the record of 
| Smith & Applegate, 1401 Main street, 
Peoria, Ill., who operate a radio, rec- 
| ord and appliance store 14 blocks from 
downtown Peoria. 

The reason for this large volume 


| was the tie-up of their promotional 
|efforts with the .personal appearance 
of Eddy Howard in the city. 


Eddy 
appeared on Sunday evening. The 
Thursday before a window display 
featuring Eddy Howard was installed. 

One complete display table was 
given over exclusively to Howard 
records. These were displayed, 12 
boxes of them, in the original con- 
tainers on the table. A neatly-lettered 
poster attached to the back of each 
box, gave the names of the recordings 
shown. 

Then, on Sunday, an ad was carried 
in the city papers showing the picture 
of Howard, the statement that he 
would appear at the Inglaterra that 
night and a list of his latest releases, 
with the statement that 2,000 records 
would be on sale Monday. Following 
this up, their little 2-inch ad, which 
appears daily, gave the suggestion 
that the firm had every Eddy Howard 
record in stock, 

The Howard record promotion is an 
example of one of the methods used 
to promote the sale of records—that 
is, a tie-in with all such celebrities 
coming to the city and timely promo- 
tion of everything new in records. 


Division of Interests 


Smith & Applegate is made up of 
Dave Smith and Walter Applegate. 


APRIL 1, 





Smith & Applegate, Peoria, Ill., installed this display window_a few days before a local 
Eddy Howard appearance. It helped to achieve a record. 


Sell 2,000 Records 
In One Week End 


Smith & Applegate, Peoria 
Use Eddy 
To Achieve Disc Record 











Howard Tie-In 


Before the war, Dave was manager of 
a shoe department in a large store here 
and Applegate was in the tire busi- 
ness. Smith served in the armed forces. 
When he returned, the two formed 
a partnership. Smith’s main interest 
is in appliances while Applegate is 
musically inclined and his main in- 
terest is radios and records. They em- 
ploy a young man, Tom Stull, who 
was associated with Smith in the shoe 
business, as floor salesman. 

The methods of promotion used to 
sell records are not the only ones. 
l‘irst, a little more about the little 2- 

(Continued on page 96) 





Records on Sale’ 
deat Smith & Applegate 
Rick- 
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Inglaterra —sies: you shaw Men 
—There Is No —_She's Funny 

Tonight Breeze That W: 


EDDY HOWARD 





















Pres evenings 
1 > P.M, 








This is the kind of ad that tied in with 
Eddy Howard's show to help Smith and 
Applegate as well as Mr. Howard. 
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PRODUCTS 


EUREKA WILLIAMS CORPORATION 
EUREKA DIVISION + BLOOMINGTON, ILLINOIS 


Awice the Frofit 


jo EUREKA 









DEALER S 


Here are the facts down to brass tacks! On every 


’ System sale the Eureka dealer doubles his gross 


profit, based on the average industry-wide retail 
profit from a cleaner sale. 

Yes! With the System he does double the busi- 
ness all the way! He doubles his Dollar Sales! He 
doubles his Unit Sales! He doubles his gross! He 


doubles his margin! 


And when it comes to his customers . . . he 
doubles their satisfaction with the greater usabil- 
ity of the Complete Home Cleaning System! It’s 
the finest cleaning equipment ever produced—it : 
does more things and does them faster, easier and 


better! 


This is the advantage every Eureka dealer 
enjoys under the exclusive, Eureka “Tailored 
Market” Coverage Plan! And reports from Eureka 
Dealers across the country show new highs in 
total volume sales and profits! 

To assure high-volume sales, the 1947 Eureka 
Complete Home Cleaning System will be. backed by 
the most powerful advertising campaigt in Eureka 
history. 

No wonder Eureka dealers are slated to break 
all records in 47! 





New Streamlined Beauty! 
New Engineering! The Com- 
pletely new Eureka Home 
Cleaning System for 1947 is 
the finest cleaning equip- 
ment ever produced! 
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Another BAR-BROOK profit- 
maker — the WINDO-WIND 
Window Fan. Completely 
functional, attractive, mod- 
ern. Neatly packaged, com- 
plete with 11‘ cord and plug. 


aA BROOK) 


“te 
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Proven by more than a 
decade of consumer acceptance 
and guaranteed performance! 


EVIDENCE of QUALITY 






x i ¥ 


gZ) - 
 /BREEZEBUILDER \s 72 


Bae aq 
v 
ve 
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The ever-increasing buyer's market means that 
customers are again selecting merchandise that 
has established a reputation for dependable serv- 
ice. More and more, they're looking for trade- 
marks that mean quality. 


When you sell a BAR-BROOK BREEZEBUILDER, 
you sell a dependable cooling appliance that's 
backed by fifteen years experience in manufac- 
turing comfort cooling equipment. This estab- 
lished consumer acceptance makes BREEZE- 
BUILDERS easy to sell at a nice profit to you. 


If you want to sell the best in attic fans, write our 
nearest representative for full information about 
the BAR-BROOK BREEZEBUILDER Attic Fan— 
the fan that can blow a lot of profit your way! 


BAR-BROOK FANS 





APRIL 
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Sells 2,000 Records 
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inch ads mentioned. These appear 
daily. Each one carries the picture of 
Dave, Walt or Tom. The ads are 
constructed somewhat after the old 
“Confucius Say” ads that were so 
popular a few years ago. The ad uses 
the name of the one whose picture 
appears, along with a suggestion after 
it, such as: “Tom says, ‘We have re- 
ceived a shipment of the newest re- 
cordings. Come in and _ browse 
around’”; Dave says, “We have every 
Eddy Howard recording in stock’”; 
“Walt says, ‘We have just received 
a new shipment of popular and classi- 
cal records’”, etc. These little ads, 
alternating the three names used from 
day to day, have proved very effective 
in bringing in business. 

Next in promotional efforts is dis- 
plays. The display of albums is one 
of the largest and most attractive in 
the city. These are shown on one big 
display rack in which 80 albums are 
shown at one time. Across the store, 
along the opposite wall, is a similar 
rack on which 96 different single rec- 
ords are shown. There is another 
rack, of different type, on which 5 rows 
of single records are shown. Each 
row has 12 divisions and from 2 to 3 
numbers are shown in each division. 

Then, there are three display tables 
on which single records are displayed 
in the original boxes. Each table 
shows 12 of these, or a total of 3% 
numbers. These displays are used 
mostly for the most popular numbers 
—those which are constantly called 
for by many. 

The two large display windows are 
used mostly for records. The displays 
are changed weekly so they always 
look fresh and new. Always the new- 
est records are shown. 





Self-Service 


Columbia, Capitol, Majestic and 
other nationally-known records are 
handled. The arrangements of the 
store are built around the self-service 
plan. Many of the small ads mentioned 
tell the customer to “come in and 
browse around.” Therefore, every 
record in stock is accessible to the 
customer without having to ask for it. 

One of the greatest items in the 
merchandising program of the firm is 
to create a friendly atmosphere. The 
first thing Dave and Walt do with new 
customers, no matter who is waiting 
on them, is to introduce themselves 
and get acquainted. They encourage 
customers to call them by their first 
names. The popularity of the store 
is attested to by the fact that the 
store’s "phone number is not yet in 
the "phone book as the store started 
just after the last book was published, 
but customers look at the little ads 
and get the phone number from these. 

Two closed and two open listening 
booths are in use at present. Two 
extra ones, exclusively for classical 
music, are to be installed shortly. 

The store carries Farnsworth, 
Zenith, Wilcox-Gay, Admiral, Majes 
tic and Westinghouse radios. 
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Here’s one table model that hasn’t had a sales 
sump! Ever since it was introduced, the Westing- 
use Little Jewel has broken sales records—sold 
here other table models stood still—created wide- 
pread public comment and acceptance. 


It’s a perfect example of Westinghouse Radio 
iginality in engineering and design. 1. It’s a real 
sstwar radio—not a warmed over prewar model. 
2. A console radio in capsule form with power and 
ue you have to hear to believe! 3. It’s a beauty 

om any angle, because, it’s styled on all six sides 
and has an easy-to-use disappearing handle that 
is into the back. 4. It takes only 6” x 6” table 
ce and will fit on crowded table-tops where 
st table models won’t go. 5. It’s got double bass 


BILLBOARD 
INSERT 


., IIE IN YOUR WINDOW, YOUR STORE, AND 
YOUR PROMOTION WITH THESE SALES HELPS 


The Westinghouse Little Jewel 
is selling faster than ever! 


compensation and automatic volume control, two 
unusual features in a set of this price. 6. It’s simple 
to service. Simply remove one screw, lift the plastic 
side, and the chassis is ready for inspection and 
repair if needed. 


It’s got more features than any other set in its 

price class . . . that’s why it’s the leader! Because 
it’s the ideal radio for kitchen, bedroom, bathroom, 
playroom or workshop, many of your customers 
will want more than one so that the whole family 
can enjoy its outstanding performance. Besureto 
show your customers how compact, convenient 
and powerful the Little Jewel is and tell them 
how they can use several in their home. 


Home Radio Division, Westinghouse Electric Corp., Sunbury, Pa. 


GOLDEN SHELL 
DISPLAY 


A 4-color miniature 
billboard insert that 
hammers home the 


ti-use features of the 
Little Jewel is now in 
the mail. Feature it 
prominently. . 





convenience and mul- 


FREE MATS AND 
INTERIOR 
STORE DISPLAY 


For another knockout 
display featuring the 
Little Jewel ask for 
the Golden Pedestal 
display RD-126. 

Your distributor 
can supply newspaper 
advertising mats on 
the Little Jewel. 


A golden shell with a 
rich red frame sets off 


‘the beauty of the Lit- 


tle Jewel in this effec- 
tive 3-dimensional 
display for window or 
counter. Ask your dis- 
tributor for RD-37,' 





NAME IS Westinghouse 


RADIO ELEVISION 
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GIBSON REFRIGERATOR 


features for profit. 


GIBSON HOME FREEZER 


Upright construction for down- 
right convenience and profit. 
Roomy, unobstructed shelves 
provide ample storage space. 
Your customers will recognize the 
superiority of this Gibson Home 
Freezer. 


GIBSON REFRIGERATOR COMPANY 
GREENVILLE, MICHIGAN 


THE COOKING ADVANTAGE THAT 
GIVES YOU THE SALES ADVANTAGE! 


Every dealer welcomes an exclusive feature that simplifies his selling job 
. . . like Ups-A-Daisy, the Gibson range innovation that spells fast sales 
action. Your customers get more with a Gibson Automatic Electric Kookall 
Range, for Ups-A-Daisy provides four surface units or three surface units 
and a Deepwell Kookall. Here’s a feature you can promote and display 
with profit . . . a feature that interests every woman. Feature the Gibson 
Ups-A-Daisy and gain the sales edge. 





Here, too, exclusive Gibson fea- 
tures give you an important sell- 
ing advantage, for only Gibson 
refrigerator has the Freez’r Locker 
and Fresh’ner Locker . . . twin 


» 
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LIBOUN FEATURES ARE PROFIT FEATURES 
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Furniture Store 
Music Center 








CONTINUED FROM PAGE 53 emmy 


Moines Register, captioned, “At Last, 
It’s Coming: to Ginsberg’s!”, led off 
the promotion, followed by illustrat. 
ed advertising copy displaying actual 
photographs of workmen tearing up 
the second floor of the store. Headlines 
on these ads declared: “We Couldn't 
Build an 8th Floor Right Now, Spo 
We're Tearing Up Our 2nd To Give 
You Iowa’s Newest Self-Service Radio 
and Record Department.” 

A full-page ad announced the open- 
ing, and contained sketches of the new 
music department with copy and illas- 
trations publicizing the lines of rec- 
ords, radios, etc., to be carried. 

Mr. Klein also dispatched direct mail 
pieces to a hand-picked list composed 
of customers who, within the past year, 
had purchased radio combinations in 
the radio department. These were 
issued an invitation to preview record 
displays. 

To augment newspaper advertising, 
Mr. Klein and his associates are mail- 
ing a brochure every month featuring 
informative data on new releases, 
artists, and gossipy chit-chat of the 
industry. 

Record purchasers are also re- 
quested to fill out preference blanks 
whereby each shopper records his 
musical tastes, favorite composers and 
artists, method by which he prefers to 
be contacted in case a record for which 
he has called comes in,; and includes 
space for listing the type of radio- 
combination for which the customer 
is a prospect, and a record of the cus- 
tomer’s record purchases. In_ less 
than a month, over 500 names have 
been indexed in these files, with 
dozens of names still being added 
daily. 

President of the firm, founded in 
1881 by the late Louis Ginsberg, is 
Harry Ginsberg; vice president, Saul 
Ginsberg; secretary-treasurer, I. D. 
Ginsberg. End 

















Walter Speth . . . He heads the new Gin 
berg music department. His business 

ground includes ten years experience ' 
tailing appliances. 
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radio- For 30 years we have concentrated our activ- i ' 
istomer oe P bod : t 4 
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Today, more than ever, we are firmly convinced That is why 


f . . ° ° o e 
of the soundness of this policy of Radionics the Zenith Franchise 


Exclusively. Never in our history have we been 
7 e b) 
represented by so many outstanding dealers in is the radio dealer’s 


every city and town throughout the country. ‘“‘Declaration of Independence” 
These dealers, proud of their Zenith franchise 


and of the leading products in other lines this 





franchise permits them to carry, testify to the 


value of the radio dealer’s “Declaration of In- 





dependence”—the Zenith franchise. 








*LONG DISTANCE RAD t ©] 
ZENITH RADIO CORPORATION 


ew Gin 6001 W. Dickens Ave. Chicago 3,9, Ill. 


jence fe 30 YEARS OF RADIONICS EXCLUSIVELY 
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RITTENHOUSE 
Mother's Day and 
June Bride 
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Ask us for an 


effective sales 
letter to send To set a new chime-sales 


to your prospects record, for extra volume, extra profit, 
and customers. and new store prestige . . . Do This: 


Go into a sales huddle with your staff; 
—brush up on Rittenhouse Chime facts 

























June Bride 
: ; P 
. » Normal Bel Geddes styling, exclusive me- national promotion 


chanical features, appealing price range. Get 
your Chimes Display Board up front — where 
people can see and hear the models you stock. 
Start now—on a direct mailing campaign to your 
customer and prospect list. Use Rittenhouse 
Chime folders—as enclosures with invoices and 


oppeors in June. 


statements, and on your counters. Write us for 
free newspaper mats, spot radio script and sug- 
gested local newspaper copy. Feature a Chime 
Window Display. Have your show card man 
attach a reproduction of Rittenhouse magazine ad- 
vertisements to your interior store display cards. 


Replenish Your Stock NOW—Write or Tele- 
phone your Rittenhouse Jobber today. 


THE RITTENHOUSE COMPANY, INC. 
317 East Street Honeoye Falls, New York 


Chimes by 


RITTENHOUSE 














Position 
Is Everything 
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feet of building fronting on the high- 
way. The depth is 50 feet. Inside, the 
display floor is 90 feet wide by 20 feet 
deep by the full two stories high. Along 
the highway frontage, three plate glass 
windows, each 22 feet wide by 20 feet 
tall, plus a 22 by 20 glass entrance, 
expose the full display area to the pub- 
lic’s view. As the building is on a 
corner lot, the south side of the display 
area is exposed to view by two 
windows, each 12 feet wide by 20 feet 
high. 

Every major article on display in 
Sadler’s store is visible from the center 
of the street, some of the displays can 
be seen from across the highway. The 
long, glass-enclosed front allows people 
in moving cars to get a good view of 
the type of merchandise as they go by. 
The attractiveness of the displays, and 
the apparent size of the store is the 
stopper. 


Lighting the Store 


Sadler knew that, during the day- 
time, this view of his displays would 
depend on the light inside the store 
being equal or nearly the same as that 
outside. The brilliance of the Cali- 
fornia sun, plus glare from the white 
stucco, would prevent anyone from 
seeing into the store. Very adequate 
lighting was the only solution. 

During his travels, when he had 
studied store layouts, he had made 
notes on the lighting arrangements. 
Then he called in the lamp departments 
of two manufacturers for their recom- 
mendations. When he had a layout 
that looked satisfactory on paper, he 
went over it himself and added many 
more lights. The result is a layout that 
provides about 70 to 80 footcandles over 
the entire display area. 

When night comes, the Sadler Sup- 
ply Company store is one of the bright- 
est areas on the highway. The build- 
ing itself is not floodlighted. It disap- 
pears into blackness, leaving the 90 by 
35 foot display area, with its brilliant 
lights, appear to be a chunk of daylight 
that forgot to leave with the sun. The 
displays seem to be right out on the 
highway. The Sadler store can be 
identified at least a half mile in each 
direction. 

Identifying the store to the new- 
comer, and reminding the regular 
visitor, are silhouetted neon signs. 
Standing out against the darkened 
building is “Save With SADLER 
SUPPLY COMPANY”. Three prod- 
ucts are outlined in neon, a range, @ 
refrigerator and a water heater. 

But the Sadler Supply Company is 
not open evenings. The night lighting 
of the store, and the eye-catching neon, 
is strictly promotion. It advertises his 
store and his displays to the thousands 
who drive past each evening in a con- 
stant stream enroute to the movies, to 
visit friends, or traveling between the 
Peninsula cities. The complete light- 
ing system is regulated by a Sangamo 
timeclock which is set to turn on every 
light in the store as well as the outside 
neon at sunset and then turn them off 
at ten in the evening. End 
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A ting salesman you are |” she snorts 


More and more appliance customers today are shopping For instance, when you demonstrate the famous Manning- 
the field, asking questions. And the salesman who is on his Bowman “Iron-That-Wags-Its-Tail?’ here’s a stack of win- 
toes, primed with facts on product features, makes the sale. ning features you'll want to talk about... 





Tell customer: “It’s lightweight, Demonstrate cord: ‘Long-life Show how point and beveled edge 
g automatic. Thumb-tip temperature Y swivel-action cord follows every iron around buttons, pleats, seams. 
dial gives choice of heats from * stroke. Insulated bakelite handle Mention chrome finish, perfect bal- 
RAYON to LINEN, plus OFF. fits right- or left-handers’ ance, even heat, and M-B quality! 


Manning Bowman Means Best 


Manning, Bowman & Co., Meriden, Connecticut. In Canada: Manning, Bowman & Co. (Canada) Ltd., Oakville, Ont. 
Makers of M-B quality Toasters, Percolators, Broilers, Irons, Automatic Grills, and Waffle Bakers. 


THE LINE THAT'S ALWAYS IN DEMAND 
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CPA Sees 1947 As Year of 
Record-Breaking Production 


Sewing machines will be hard 


to get; all other appliances ex- 


pected to top pre-war levels 


From the vantage point of a safe 
and strong limb of prophecy, the 
Civilian Production Administration 
branch of the Office of Temporary 
Controls last month predicted that 1947 
output of electrical appliances will far 
exceed the 1940-41 base period, high- 
est in history. 

From the record of the last six 
months of 1946 it appeared that the 
CPA had chosen its limb with care. 
With the exception of sewing ma- 
chines and refrigerators, those six 
months saw a greater output than ever 
before—even despite the retarding 
factor that the year’s initial produc- 
tion schedules were never attained. 

The agency, now headed by John 
C. Houston, Jr., made its favorable 
predictions with full knowledge that 
(1) shortages of steel sheets will af- 
fect production at least until the mid- 
dle of the year when expansion projects 
may be expected to be completed; (2) 
the anticipated 1.09 million short tons 
of copper will fall far below the de- 
mand and (3) plastics and synthetics 
for covering wire won’t be available 
in enough quantity. 

So, according to the CPA, it adds 
up to the greatest production in his- 
tory, but still not great enough to 
satisfy consumers’ wants. 


Sewing Machines Scarce 


Of all the appliances, it looked as if 
sewing machines would still have the 
most difficulty this year. Production 
in 1947 was snarled up by shortages 
of castings, electrical parts and cabi- 
net lumber. In 1947, says the CPA, 
they'll have the same trouble. 

During December, 1946, 315,000 hot 
Water heaters were produced, equal- 
ling the November rate but beneath 
the October record of 328,000. Dur- 
ing the entire year, the industry turned 
out 2,882,000 heaters, of which 17 
percent, or 489,940, were electric; 61 
percent were direct-fired gas; 10 per- 
cent were indirect types; four percent 
were coal or wood fired; and eight per- 
cent were direct fired oil. The pro- 
duction of electric and oil fired types 
showed proportionate increases over 


the 1941 figures as compared to the 
other types of heaters. The huge total 
for 1946 far exceeded (by 35 percent) 
the 1941 rate and almost doubled the 
1945 total of 1,466,000 units. Against 
this background of mounting produc- 
tion, the CPA predicted that in 1947 
approximately 3,000,000 units, almost 
10 percent above the 1946 output, 
would be made. 
(Continued on page 110) 
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C. E. WILSON: An electrical bawling 


out for the average farmer. 


The grass roots farm and home ap- 
pliance dealer is getting concentrated 
attention from the General Electric 
Co. and its distributors under a new 
“More Power to the American Farm- 
er” program announced recently by 
Charles E. Wilson, G-E president. 

Describing it as a nation-wide pro- 
gram to meet the farmer’s “immediate 
need for greatly improved production 
efficiency and better living conditions, 
which modern electric equipment can 
provide,” Mr. Wilson said the pro- 


G-E Starts Drive to Promote 
Greater Farm Use of Appliances 


Wilson Calls "Grass Roots" 
Dealers Hub of Distribution 


gram features products designed for 
farm use, backed by a large-scale serv- 
ice Organization trained to know the 
farmer’s requirements. 


Backlog of Backwardness 


“The need for modernization of farm 
production methods and for improve- 
ment in operating efficiency is greater 
today on the farm than it is in other 
industries,” Mr. Wilson declared. “The 
average farmer has only $400 invested 
in production machinery per worker, 
compared with $1,100 per man m in- 
dustry.” He pointed out that the 
average farmer still spends 33 percent 
of his time working in and around 
farm buildings and that the dairy and 
poultry farmer spends 80 percent of 
his time there. 

Mr. Wilson declared that since 
products are of little value without 
proper distribution and service facili- 
ties, G-E is concentrating on the 
farm and home dealer, an established 
electrical dealer, lumber or hardware 





dealer, feed or implement dealer, or 
other outlet. “In all cases,” said Mr. 
Wilson, “these dealers and their sales 
and service personnel will be carefully 
trained to serve the farmer’s best in- 
terest; they will know how, when and 
where the farmér can advantageously 
put electricity to work, just as other 
industries have done.” 

Attempts will be made to broaden 
the use of established products and 
emphasize new products such as barn 
hay-curers, farm welders, heated drink- 
ing cups, germicidal lamips, freezers, 
and stock tank de-icers, some of which 
will be developed in cooperation with 
other manufacturers. 


Promotion Proceeding 


Promotional presentations explain- 
ing the program are being conducted 
in various parts of the country before 
meetings of farm leaders, state 
officials, agricultural engineers, power 
suppliers, distributors, and manufac- 
turers. 

Pointed at .the 3,000 major farm 
trading areas, the program’ inaugur- 
ates, says Mr. Wilson, “a new era 
. . . to bring to farm families even 
greater benefits through the use of 
electricity.” 
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America’s richest market is the 25 to 45 year age 
group ... the “Age of Acquirement.” These are the 


men and women ready to buy the stuff that dreams are 





made of . . . anxious to embrace the possessions that 





make a home. The “buying plans” of Collier’s readers 


are well above those of the average buyer. This is a 








fact recently proven by The Psychological Corporation 
in a nation-wide survey conducted among eight thou- 
sand representative families. The advertiser who thinks 
ahead can reach this rich market through Collier’s at 
less cost per page than through either of the other 


“Big 3” weeklies. 


With the lowest page rate 
of the ‘‘Big 3’’ weeklies, 


Collier's 


gives your 


advertising budget 


more selling power 


through... MORE SALES MESSAGES ...a«d...MORE BUYERS 


Your advertising dollars will buy more insertions, 
more impressions, more weeks of national cover- 


age ... get deeper market penetration ... in 
Collier's than in either of the other “Big 3” 
weeklies. 
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Collier's reaches the men and women who buy. 
Among the “Big 3” weeklies, Collier's has the 
greatest percentage of men and women in the 
“Age of Acquirement” .. . the 25 to 45 year 


age group. 


Collier's for Action! 





















Adequate Wiring Forum Told of 
950,000 New Markets in 1947 


Pre-sale appliance installation in new homes meets 


opposition, Garvin informs 100 conferees; advan- 











INTERLOCUTOR: A. H. Kessler, promo- 
tion manager of North Central Electrical 
industries, was moderator of the forum 
on adequate wiring activities at the Chi- 
cago conference sponsored by the Na- 
tional Adequate Wiring Bureau. 


New markets for adequate wiring 
installations were pointed out recently 
by Thomas S. Holden, president of 
F. W. Dodge Corp., with a prediction 
that 950,000 new homes will be built 
juring 1947. Speaking to the more 
than 100 representatives of all branches 
of the electrical industry who attended 
the annual Adequate Wiring Forum, 
sponsored by the National Adequate 
Wiring Bureau, in Chicago, late in 
February,. Mr. Holden. expressed an 
»pinion that the light construction in- 
dustry is now entering the anticipated 
phases of price stabilization, and that 
mproved flow of materials will tend 
to lower costs by eliminating con- 
struction delays. 

Panel discussions at the conference 
sovered markets for adequate wiring, 
certification, electrical living, and ade- 
yuate wiring promotional activities. 


With or Without Appliances? 


Edward G. Garvin, editor of Ameri- 
gan Builder, brought up the contro- 
versial issue of equipping houses in 
advance of sale with such appliances 
aS ranges, refrigerators and water 
heaters. He said that a division of 
opinion on the subject had been ex- 
pressed at the recent meeting of the 
National Association of Home Build- 
ers and declared that the electrical 
ndustry will have to cope with that 
division of opinion if it intends to 
further the acceptance of electrical 
living. 

Curt Mack, assistant commissioner 
of the Federal Housing Administra- 
tion, explained the manner by which 
eligibility of such appliances for in- 
clusion in the mortgage is determined. 
He indicated that FHA, in appraising 
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tages of "packaged mortgage" plan discussed 


plans and specifications for homes sub- 
mitted for mortgage insurance under 
its program, will give greater valua- 
tion to homes with adequate wiring 
installations provided the installation 
is detailed in the plans and specifica- 
tions at the time they are submitted. 

H. E. Seim, vice president and gen- 
eral manager of Bryant Electric Co., 
reviewed the present relationship of 
supply to demand for wiring materials 
and appliances, and presented esti- 
mates as to when manufacturers ex- 
pect to reach a balance in each classi- 
fication. By the third quarter of 
1947, Seim predicted, shortages of 
most electrical products will have 
been eliminated. 

B. T. Schecher, manager, Home 
Planning Department, Kansas City 
Power and Light Co.; Burr H. Allen, 
manager, Adequate Wiring Bureau, of 
the Electrical Association of Detroit; 
and Finis F. McCoy, supervisor, Resi- 
dential Service, Wisconsin Electrical 
Power Co., described past experience 
and current operations in the panel 
discussion on the Adequate Wiring 
Certification Plan. All were agreed 
that the current housing situation war- 
rants immediate resumption of full- 
scale promotion of wiring certification. 


"Packaged Mortgage” 


Henry D. Edmiston, assistant vice 
president, National Life Insurance Co. 
of Vermont, discussed the advantages 
of the “packaged mortgage” plan as a 
means of financing appliance sales in 
new homes during the panel on elec- 
trical living. P. N. Fleck, home elec- 
trification counselor, Buffalo Niagara 


Electric Corp. and H. P. Fiens, di- 
rector of field sales, Omaha Public 
Power District, supported the merits 
of the “packaged mortgage” approach 
by citing actual experiences in the 
successful promotion and sales of 
fully-equipped all electric homes in 
their territories. 

The feature of the panel on pro- 
motional activities was a talk by 
Walter C. Brown, sales representa- 
tive, Public Service Co. of Indiana. 
Mr. Brown outlined the program 
which he has been presenting for sev- 
eral months before consumer groups 
throughout central Indiana where, 
through the use of slides, a projection 
type light meter and panel displays, 
he demonstrates dramatically, the 
contrasts, in terms of convenience and 
efficiency, between adequate and in- 
adequate wiring. Also participating 
in this panel-were Karl M. Joens, ac- 
count executive, of Allen & Reynolds, 
Omaha advertising agency, who dis- 
cussed the relationship between ad- 
vertising and promotional activities 
on wiring, and R. V. Main, supervisor, 
of Cleveland Electrical Illuminating 
Co’s. Home Planning Bureau, who de- 
scribed the activities of his company 
where wiring promotion is integrated 
with each phase of its residential ac- 
tivities. 

Moderators included P. N. Fleck; 
H. P. Wilson, secretary-manager, of 
Electrical Institute of the Tri-Cities; 
C. H. Christine, secretary-manager, 
St. Louis Electrical Board of Trade; 
and A. H. Kessler, promotion man- 
ager, North Central Electrical In- 
dustries. 





BUTTONHOLING E. J. McGinnis, business manager of Cincinnati Electrical Asso- 
ciation, is Carl Christine, secretary-manager of the St. Louis Electrical Board of Trade. 
He wants to discuss some of the finer points of wiring promotion at the National 
Adequate Wiring Bureau's annual conference. 
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LIAISON MAN: The interdependence of 
wiring promotion and all other residential 
promotional activities was explained to 
conferees by R. V. Main, supervisor of 
the Cleveland Electrical Illuminating Co.'s 
Home Planning Bureau. 


H. E. Merrill, product promotion 
manager of General Electric’s wiring 
devices division and chairman of the 
plan committee of the National Ade- 
quate Wiring Bureau, opened the 
meeting with an address of welcome. 
Herbert E. Cook, Detroit Edison Co., 
acted as general chairman of the 
forum. 


Westinghouse Shows 
Operating Loss for '46 


Although there were plenty of 
bright spots by the end of the year, 
such factors as expansion expenses, 
strikes, OPA price restrictions, and 
increased material and wage costs 
caused the Westinghouse Electric 
Corp. to show an operating loss for 
1946 of almost $60 million, as com- 
pared with 1945’s operating profit of 
more than $48 million. Orders re- 
ceived during the year hit a new 
peacetime record of over $624 mil- 
lion. Current assets on Dec. 31, 1946, 
were more than $338 million and cur- 
rent liabilities were almost $35 mil- 
lion, as compared with current assets 
of about $340 million and a current 
liabilities of nearly $95 million a year 
earlier. 

To offset its sorrows, Westing- 
house saw its $134 million expansion 
program in Mansfield, O., and Spring- 
field, Mass., nearing completion, al- 
though materials shortages prevented 
output from reaching the goals set. 
Lamp Division plants increased their 
volume of sales in the fourth quarter 
to a rate 27 percent greater than the 
1941 average, while sales for the 
Lighting Division for the same quar- 
ter were 59 percent above 1941. 


Raytheon Opens Chicago 
Sales Office for Tubes 


The Raytheon Mfg. Co. has estab- 
lished the radio receiving tube divi- 
sion’s sales department at 445 Lake 
Shore Drive, Chicago, according to 
an announcement by Carl J. Hollatz. 
All sales activities will be under the 
direction of Ernest Kohler, Jr., sales 
manager. Curtis R. nd has 
been appointed distributor sales man- 


ager. 
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WITH EXTRA-LOW SEGMENT 


FOR THE NEW SYNTHETICS 


It’s the iron that’s safe for women to 
use on their new synthetics and all 
other fabrics. So light and easy to use, 
too ... with its 1000-watt rod-type 
element cast in the fast-heating alumi- 
num sole plate. Nationally advertised 
and so practical and dependable in all 
its quality features that you can rec- 
ommend and sell it with confidence. 
















. 
<" ‘ a P 
\ the name on many profif-butiaing products from 


NOBLITT-SPARKS INDUSTRIES, INC., Columbus, Indiana 
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CPA Report 
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Estimating that 1947 requirements 
for range boilers will be around 1, 
270,000 units, the agency predicts that 
the industry will actually produce more 
than: 1,300,000 boilers, (about 30 per- 
cent more than the 1946 total of+1, 
003,000 boilers), assuming, of course, 
that sheet steel production expands 
as anticipated. 

Mechanical refrigerators, one of 
last year’s laggards, are expected to 
pass the pre-war monthly rate of 
309,000 units, but may continue in 
short supply because ef increased 
demand, a'demand which has expanded 
largely through the electrification of 
hitherto non-consuming rural areas. 

Washing machine output, already 
well above pre-war levels, should reg- 


s sad ister further gains, says the agency, 
although the influx of fractional horse- 
power motors and steel will not be 
great enough to satisfy the manufac- 
turers’ demands. About 10 percent of 
production will go to midget washers. 

Vacuum cleaner manufacturers, al- 
ready operating at a peak 70 per- 
cent above the 1940-41 levels, will con- 
tinue to step up production during the 
year. Some of the cleaner manufac- 
turers wind their own armatures and 
hence do not have to depend on other 
manufacturers for their motors, a fac- 
tor which influences the upward trend 
of production. 

During the first half of 1947, at least, 
no major increases in electric range 
production can be expected, the agency 
says, because of the sheet steel short- 
age. [Electric irons should be pro- 
duced at about 750,000 units a month, 
over-topping 1941 levels by about 100 
percent. 











The “If” of the Year 


Production in 1946 had been often 
curtailed, occasionally stopped com- 
pletely by strikes in the steel, coal, 
copper, rubber and plastics industries, 
strikes in the plants of appliance manu- 
facturers, strikes in the plants of sup- 
pliers. At the end of March, 1947, 
management and labor were preserv- 
ing a productive, if uneasy, peace. The 
hope of breaking production records 
depended, however, on a peace of more 
than three months’ duration. 








ONE BASIC UNIT FOR ALL APPLICATIONS 

















dhgses ee OY < ‘ - ON THE JOB: J. T. Dalton, center, re 
‘ Ul. hell ae ws iy i > ‘ t cently appointed general sales manager 


a * es £ Bi for radio and television in the Bendix 
FR ES, HND A / R. EF SZ Radio Division of Bendix Aviation Corp. 
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. ’ , ae £! \ Wied 
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gets out on the assembly line to inspect 
Wz new FM models. With him are Glenn 
“wy tight, district manager, end 


K. Foster, factory manager. 
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Scheduled Meetings 


ATLANTA NATL. HOME SHOW 
Municipal Auditorium, Atlanta, Ga. 
Home Builders’ Assn. 

April 5-9 

MEMPHIS HOME SHOW 
Memphis Ellis Auditorium, Memphis, 
Tenn, 

April 5-11 

Henry Wurzburg, Demon Blidg., 
Memphis 


METROPOLITAN SHOW 
Home Builders Council of N. Y., N. J., 
and Conn. 

Grand Central Palace, N. Y. 

April 19-27 

Henry J. Shaheen, Council President, 
735 N. Village Ave., Rockville Cen- 
ter, N. Y. 


APPLIANCE PARTS JOBBERS 
ASSN., . 

8th Annual Meeting 

Benjamin Franklin Hotel, Philadelphia, 

Pa. 

April 23-26 

TEXAS ELECTRIC SHOW 

Will Rogers M ial Coli . Fort 

Worth, Texas 

April 25—May 4 

R. E. Hendricks, Texas Electric Serv- 

ice Co., Fort Worth 


NATIONAL HOUSEWARES SHOW 
Convention Hall, Philadelphia, Pa. 
April 27—May 2 
Natl. Housewares Mfrs. Assn., 1402 
Merch. Mart, Chicago 54, Ill. 
NATL. ELECTRICAL 
WHOLESALERS ASSN. 
Hotel Traymore, Atlantic City, N. J. 
May 5-9 
NATL. ELECTRONIC 
EQUIPMENT SHOW 
Hotel Stevens, Chicago, Ill. 
May 13-16 
Kenneth C. Price, Manager 
MID-AMERICA EXPOSITION 
Public Auditorium, Cleveland, Ohio 
May 22-31 
J. A. Crawford, Managing Director 
NATL. ASSN. OF MUSIC 
MERCHANTS 
Annual Convention and Trade Show 
Palmer House, Chicago, Ill. 
June 1-5 


EDISON ELECTRIC INSTITUTE 
Annual Meeting 

Atlantic City, N. J. 
June 2-5 


AMERICAN — ECONOMICS 





Municipal Auditorium, St. Louis, Mo. 
June 23-26 
Lelia Massey, Executive Secretary, 620 

Mills Bldg., Washington, D. C. 


JULY MARKETS 
Furniture and Merchandise Marts 
Chicago, Ill. 
July 7-19 
LOS ANGELES MARKETS 
Los Angeles Furniture Mart 
July 28—August | 


RP EASE TA La ee 
Pe Le C Pe ct ee ot ee aa ed 


Executive and Sales Offices: 

221 Werth La Salle Street, Chicago 1, Illinois 
Sales and Display Offices: New York + Chicago 
Los Angeles « Toronto 
Export Sales: The A. J. Alsdorf Corp., Chicage 








NEW CORY AUTO- ¢ 











’ Southern Cal. Group Holds 


Midwinter Sales Conference 


A Midwinter Sales Conference was 
recently field at the Ambassador 
Hotel, Los Angeles, by the Southern 
California Radio and Electrical Ap- 
pliance Association. George Tenney, 
President of the San Francisco office 
of McGraw-Hill Publishing Co., was 
one of the speakers. 


















The Greatest Name 
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THE EXCLUSIVE CORY 
GLASS-TO-GLASS VACU- 
UM SEAL—Another CORY 
engineering triumph which 
addsnewsalesappeal tothe 
already famous CORY line. 








- | for the fashionable 

















In Coffee Brewing Equipment! 
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Better Product Powerful Tested Sales 
National Advertising Training Progra 

















24 exclusive features make the 

SMITHway Stoker easy to sell, simple Dominant, colorful SMITHway SMITHway Stoker dealers } 
to service, convenient to own. By Stoker advertisements appear in such from a complete, well-prepared 
every standard of measurement, the outstanding publications as “The Sat- ing program that has been teste 
SMITHway Stoker is the stand-out urday Evening Post,” “Better Homes proved in the field. That's f 
product in the field. and Gardens” and “American Home.” assurance of maximum sales. 





if THE WAY WITH SMITH@aQyY STOKER 


Profits Program” 


IKE 


EALERS ARE ASSURED. 


4 


Potent 
Point-of-Sale Material 


Here is just a partial list of SMITHway 
Stoker sales aids: folders, envelope 
stuffers, floor and window displays, 
3-dimensional Burny, self-seller, mini- 
ature stoker ash trays, etc. 


OF MAXIMUM SALES AND PROFITS 


Slashed Service Costs 


Motor, fan and transmission are com- 
bined in the Packaged Unit-Drive 
that can be quickly and easily re- 
placed in less than four minutes, 
using a common end-wrench and an 
ordinary pair of pliers. Actually, 
hundreds of SMITHway Stokers can 
be serviced with a parts inventory 
consisting of only: 

2 Sets of Feed Screws 

2 Packaged Unit-Drives 

4 Sets of Tuyeres 

eeeand not one thing more! 


A. O. SMITH CORPORATION 
— Milwaukee 1, Wisconsin 
eS : : tie 
rr Ves, I'm interested in making more money. Send my copy of 
the SMITHway Stoker “Protected Profits Program,” by return mail. No obli- 
gation, of course. 
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> WONDER-WORKING 
IT WAXES! ‘ HOME APPLIANCE 


mod FLODRLIMAT 


Operates on A-C or D-C Current 














This is the machine thousands of 
customers are waiting for... and 
every housewife needs! FloorO- 
matic completely conditions 
every floor without any effort 

at all. 


Each machine comes with 
one set of brushes for wax- 
ing and scrubbing, one 
set for polishing, and a 
set of buffing pads to im- 
part the highest possible 
lustre to any type of sur- 
face — tile, linoleum, as- 
phalt, composition, or wood. 





So easy to handle too, and it 
takes less storage space than 
the average carpet sweeper. 


Streamlined design, all wiring 
concealed, and brushes are 
gear-driven. Floor-O-matic 
never needs oiling! 


APPROVED BY 
UNDERWRITERS 
LABORATORIES 


SIMPLE INSTRUCTION 
BOOKLET WITH EACH 
1, “FLOOR-O-MATIC” 


OORIMATIC. 


780 EAST 134th ST.* JErome 7-6941* NEW YORK, N. Y. 
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Precipitron Cleaning Medium 
Explained to N.Y. Round Table 


EWRT session covers home clean- 
ing from Eicipdroe to latest in 
cleaners, polishers, and waxes. 


AUTHOR-CHAIRMAN: Mrs. Helen Kendall, (center) equipment editor Good 
Housekeeping Institute, and chairman of the March meeting, is an authority on home 
cleaning herself. With her are (left) Lawrence H. Flett, Allied Chemical & Dye 
Corp., who outlined advantages of synthetic detergents in home cleaning; and 
Katharine Fisher, director, Good Housekeeping Institute. 


PRECIPITRON EXPLAINED: With the 
aid of charts and a miniature Precipitron, 
Lawrence D. Toolan, Sturtevant Div., 
Westinghouse Electric Corp., showed how 
the Precipitron removes 90% of the in- 
visible air-borne dirt when installed in 
@ warm air furnace. 


EUREKA-WILLIAMS PLANS: Mrs. Mabel B. Buxton, (left) director Home Research 
Bureau, Eureka-Williams, outlined extensive home cleaning research plans which include @ 
packaged home cleaning program of “clinics,” a complete home cleaning text book in the 
making, and a slide film. (Right) George Wilkins, eastern sales manager, E-W, in tre 
Durante fashion, “got into the act" and stole the show in a brief house cleaning skit 

d the ting 
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Working pressure 
GUARANTEED 127'/2 lbs. 
Each heater individually tested 
under 300 pounds pressure 
after heating elements and 
thermostat wells are instolled. 
Fully automatic, adjustable 

SNAP ACTION 
TEMPERATURE CONTROL 


CHROMALOX 
Quick heating 
immersion type heating unit 


AUTOMATIC ELECTRIC FIBERGLAS INSULATION 


completely surrounding tank 














HEAVY GAUGE 
Galvanized steel tank 


HOT DIPPED 


in Mertiand's ultra modern 
galvanizing plant. 


4 0 T | A T 3 R H E A T e 4 $ mEAWY Steet Aaexe? ; ’ ; Protected from corrosion by 


my 2 a ae a a : ~~ T\ 








. Multiple coated 
: ‘ ; MERTLAND MAGNESIUM 
Automatic electrostati A 
Gohed at convelied Red ANODIC ROD 
temperature. ee (optional equipment) 
Made by men who are water heating special- WATTAGBS 
to your specifications INLET BAFFLE 
° ; Scientifically distri 
ists, these heaters combine all modern fea- UL APPROVED See 


incoming water. 


tures. Eye appealing .. . efficient... low cost HEAVY GAUGE 


COPPER WIRING 


. skillfully made of top grade materials for Led to convenient outlet box. 


m= 


extra years of trouble-free operation. — CIRCULAR BLACK BASE 
conceals mop marks, flush to 
floor 





Checks Thewe te 


QUALITY Y 
DURABILITY “ 

CONVENIENCE “ 
ECONOMYY 



















MERTLAND MAGNESIUM ANODIC 
ROD (optional equipment) protects 






PROTECTED FROM 
CORROSION BY 


EMERTLAND) the tank against corrosion in even 
MAGNESIUM 
ANODIC 
ROD 


the most corrosive waters. This rod 
converts a DESTRUCTIVE ACTION 
into a PROTECTIVE ACTION, safe- 
guards your tank. 





















00D AUTOMATIC ELECTRIC HOT WATER HEATERS WHOLES AbmiE cissiineda hea ke 


sold only through wholesalers. Wholesales 


M.M. HEDGES MANUFACTURING CO., INC. Bieta 
* rs og & f 


lished wholesalers are nvited sk 
details of the Mertland franchise @h 









CHATTANOOGA, TENNESSEE 


wt esalers and their dec 















[; YOU COULD TALK 


with dealers lik 
e 
DAUBERT in LOUISVILLE 


about the sales and installation 
opportunities in Lay “Niteair” Exhaust Fans 









you'd waste no time in linking up with 
the Lau Fan Line for lucrative profits. ° 


The Daubert Electric Company in 
Lovisville, Kentucky, is a good ex- 
ample of the many electrical deal- 
ers over the country who have 
featured Lau “Niteair” Exhaust 
Fans for their efficient operation, 
for complete customer satisfaction, 
and for consistently pyramidivc 
sales and profits. 
























Mr. Daubert 
“sample™ fans on the floor of 


displays only 


























his limited store space. How- 











ever, he warehouses a large 
and complete stock of lav 
Fans for immediate delivery. 




















He says: “We have been using Lau Fans for several years and find 
them perfectly satisfactory in every respect. We can honestly say 
that we have never had a justified complaint on any of our installa- 
tions.” There’s a sales potential for one or more Lau Exhaust Fans 
in every structure where proper ventilation or cooling comfort is 
desired. It’s to your advantage to sell an engineered, precision- and 
mass-manufactured, performance-proved product. Sell Lau Fans. 


Write for literature, specifications, and prices. 


Sales and installation opportunities in 


Engine Rooms Apartments laundries 
Factories Auditoriums Machine Shops 
Furnace Rooms Auto Repair Shops Offices 
Garages Cafes Stores 

Homes Churches Taverns 


INCOOR COMFORT 





BLOWER 


AU COMPANY 


DAYTON 7, OHIO, U. S$. A. 





WORLD'S LARGEST MANUFACTURER OF FURNACE BLOWERS 


PAGE 
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Bruno-N. Y. Starts 
Bendix Ad Campaign 


$100,000 will be spent in advertis- 
ing Bendix automatic washers, ironers 
and dryers in New York newspapers, 
in a campaign started March 16th, it 
was revealed by Milton Brown, ad- 
vertising manager of Bruno-New 
York, Inc., New York distributors for 
Bendix Home Appliances, Inc. 

Starting in The New York Times, 
March 16, the campaign is continu- 
ing for twelve weeks thereafter, 
appearing in all the leading metro- 
politan papers, Mr. Brown told a 
group of 75 to 100 Bendix dealers 
who met in the Bruno studio March 
5th to hear plans for the year and to 
see the new Bendix automatic dryer 
and ironer demonstrated by Betty 
Waldhauer, home economics director, 
Bruno-New York. 

The theme of the first ads will be 
based on the fact that Bruno-New 
York has placed 20,000 Bendix wash- 
ers in apartment house basements in 
the New York area—“1-Million 
Families in New York Wash Their 
Clothes in a Bendix.” Figuring an 
average of 50 families to an apart- 
ment house, this is a good talking 
point. And these apartment house 
users are all potential customers for 
Bendix equipment when the housing 
shortage lets up and they move into 
their own homes, Ira Schwartz, sales 
manager, Bendix Div., Bruno-New 
York, pointed out. 


Dryer Potential in New York 


Based on the fact that 70,000 Bendix 
automatic washers have been installed 
in consumer homes in the New York 
area, the quota of Bendix dryers 


This is the first Bendix ad, in the New York Times of March 16. 














which Bruno-New York has accepted 
for this area has been set at between 
6,000 and 8,000 units—approximately 
1 percent of the present washer sales. 
There are two types of dryers: elec- 
tric, which is a 220-volt, 4000 watt 
model, can only be sold in homes 
where electric range wiring has been 
installed; the gas dryer, using a 110- 
volt motor, however, has a ready mar- 
ket in this area, according to Mr. 
Schwartz. The electric model will 
sell for $199.50 and the gas model for 
$219.50. 


Shipments 


In spite of the freight car shortages 
to the East, Mr. Schwartz said that 
from now on Bendix dealers can ex- 
pect a steady improvement in the 
quantities of washers they receive. 
Ironer shipments were scheduled to 
start the end of March, and shipment 
of dryer samples to the dealers is 
scheduled to begin about the middle 
of April. 


Cleaner Shipments Continue 
High with 258,892 in January 


Exceeding January, 1946, production 
figures by 109 percent, the vacuum 
cleaner industry continued to maintain 
high production figures in January of 
1947 with a total for factory sales of 
standard size household cleaners of 
258,892, according to C. G. Frantz, sec- 
retary-treasurer of the Vacuum 
Cleaner Manufacturers Association. 
January sales were only topped in the 
history of the industry during the last 
three months of 1946, the highest being 
265,346 in December. 
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FORD TRUCKS 
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= ONE big reason— FORD BRAKES — UP! 


The wide, heavy, cast drum surfaces of Ford Brakes are non-warping and 
score-resistant. They are interlocked and fused with steel drum discs during 
casting, providing great strength and reducing weight.. The two shoes are 
independently anchored, each shoe being actuated by its own hydraulic 
piston. Adjustment is extremely simple and entirely external. Brakes are 


pted 


yeen exceptionally stable in adjustment. Entry of water and dust is minimized 
reg by closely fitted tongue-and-groove design, where edges of drums meet 
cn backing plates. Ford brake design promotes long lining life, consistent per- 
mes formance, extra-safe stopping ability and easy pedal pressure. 
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For maximum load protection and easy maneuverability, 
the 158” Ford heavy duty chassis with standard Ford cab 
and a good closed van body is a national favorite. The 
Van shown is by Maday Body Works, Buffalo, N. Y. 


| ONLY FORD GIVES YOU ALL THESE LONG- more than fifty such endurance-engineering features in 

Y LIFE FEATURES: Your pick of power—the great all. It’s because of this long-life construction that of all 
, & V-8 or the brilliant Ford Six—extra-strength frames, trucks 14 years old or older on the road today, there are more 
Be with siderails doubled in heavy duty models—new Flight- Ford Trucks than all other makes combined! More than 
om light, 4-ring, oil-saving pistons—full-floating and %4- 100 body-chassis combinations to choose from. Ask your 
floating axles, with axle shafts frée of weight-load ... Ford Dealer to show you! 
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MORE FORD TRUCKS IN USE TODAY THAN ANY OTHER MAKE! 
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F LEADERSHIP THAT 


PROOF in FEATURES / 


The New Universal Brush-Type 
Vacuum Cleaner Offers 
Sensationally Different Features! 


1. Exclusive “‘Suction-Regula- 
tor’ assures efficient cleaning 
action for all types of rugs 
while eliminating sealing and 
dragging of lightweight rugs. 
2. Automatic Rug-Adjusting 
Nozzle adjusts to any rug sur- 
face for more efficient cleaning. 
3. All-Metal Construction de- 
signed for modern beauty and 
sturdy long life. 

4. Oversize “Vibro-Brush” 
loosens stubborn dirt for easy 
pick-up by super-suction. 





APRIL 


5. Rubber Pistol-Grip Handle 
with fingertip control which as- 
sures easy, accurate manipula- 
tion of the Cleaner. 

6. “Touch-Toe’ Handle Con- 
trol gives choice of three han- 
dle positions for easy operation 
on floor or furniture. 

7. “Day-Glo” Headlight points 
the way into dark corners and 
closets. 

8. ‘‘No-Mar” Bumper extra 
wide and high in front protects 
furniture on all three sides. 
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BUILDS YOUR DEALERSHIP!| 4 


Another Witvelsal Furst? . . 


The Only Real Improvement in a Brush-Type 
Cleaner in Over a Decade! 
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you can test for volts, 
with this 





amperes oF watts 


man’s 
No a © or d as a bull-pur’ eve 
age nove’, 
odel 390, 
poe volt, ampe : : $ large pocket 


Use Model 390 for Testing 


Refrigerators Roasters 
Deep Freezers Hair Dryers 
Washing Machines Hair Waving 
































Ironers Machines 

Irons Electric Blankets 
Toasters Heating Pads 
Motors Neon & Fiuores- 
Electric Heaters cent Signs 
Radio Sets Hot Plates 
Woffie irons Vacuum Cleaners 
Percolators Sewing Machines 
Curling trons Floor Sanders 
Oil Burners Floor Polishers 
Fans Food Mixers 
Lamps Air Conditioning 
Health Lamps Units 


and all similar appliances 
RANGES—A.C. Current, 60 cycles 

Volts: 0-150, 0-300. 
Amperes: 0-3, 0-15. 
Watts: 0-300, 0-600, 0-1500, 0-3000. 
Size: 3”x57%"x22". Weight 1% Ibs. 
Shipping weight 3 Ibs. 
Price, with Break-In plug and 

leads $39.50 
Leatherette carrying case, with 





SIMPSON ELECTRIC COMPANY 
5200-18 W. Ki 








leads compartment .............. 4.00 
Genuine leather carrying case, 
with leads compartment...... 8.00 


Gamble-Skogmo Show 
Draws 3,500 Dealers 


King-size statistics were the norm 
at the recent Planorama conducted in 
Minneapolis by Gamble-Skogmo, Inc., 
gargantuan retail chain. Some 3,500 
store managers—representing 600 com- 
pany-owned and 1,600 dealer fran- 
chised stores—dealers, buyers, and 
manufacturers occupied the municipal 
auditorium in late January for a four 
day merchandising convention and 
display of lines handled by the firm. 
Nearly 60,000 square feet of floor 
space was used by 167 exhibitors, 
Representatives from 26 states, from 
Canadian provinces and the territory 
of Hawaii heard gross sales predic- 
tions for 1947 of $200,000,000. 

Co-founders Bert Gamble and Phil 
Skogmo, who first opened an auto 
supply store in St. Cloud, Minn., in 
1925, badgered their road-to-success 
theme of hard selling with the fervor 
of camp show revivalists, utilized such 
audience-alerting tricks as a Roxy 
girlie chorus, a two-legged pig, a 
thousand ping-pong balls fan-blasted 
into the audience, and a Scotch lass 
passing time-payment inspiring pennies 
to spectators. 


Hit of the Show 


Big hit of the show for appliance- 
conscious dealers was the new Coro- 
nado washer, now in production in the 
plants of the Beam Manufacturing 
Co. Also previewed were the Coro- 
nado range, ironer, and a new con- 
ventional washer. M. O. Weiby, 
manager of the company’s hard lines 
division, reported that his division’s 
share of the sales quota is $163,000,- 
000, an increase of $57,000,000 over 
1946, said the appliance outlook is 


“Small appliances will be much 
better,” he declared. “A’ year ago we 
had two sources, today we have six, 
including General Electric, who expect 
to supply us 400,000, and Camfield 
with the toaster totaling $600,000. . . 
Electric ranges will be available in 
greater numbers, about six times as 
many as sold in our base year of 1941, 
but still not sufficient to meet our 
demand... We still cannot supply 
you enough refrigerators, freezers and 
washers, mainly because of shortage 
of electric motors. However, our 
dollar volume will be greater than ever 
because of higher prices and utiliza- 


tion of available motors in better . 


quality products.” 
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INSTRUMENTS THAT STAY ACCURATE 








Write for our Bulletin 14-F for the complete Simpson line 
of Radio and Television Test Equipment, and Panel Meters. 

















LAMP THAT HAT: A sure attention 


getter is this chapeau designed and worn 
by Fannie Headerson of the Arizona Edi- 
son Co., Inc., at recent lighting cam- 
paign dinners in the southern territories 
of the utility. 
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Outside dimensions: 
length 40"; Height 37"; 
Width 28" 

Inside dimensions: 
length 32"; Width 20"; 
Depth 17" 


Warning light 
on front centey 


6 cu. feet capacity... holds 
approximately 210 lbs. of food 


Te All-aluminum ...corrosion-resistant. 
... Cah't contaminate food 





1/5 h.p. hermetically sealed 
compressor for fast freezing 















Eight little Eskimos... 
Bringing sales your way. 
Better get them on your side... 





Because they're here to stay! 


REYNOLDS 


"ESKIMO 











ALUMINUM 








ELECTRICAL 





We're living in a light-metal age. And in the 
refrigeration field, Reynolds Eskimo Freeze, the 
all-aluminum home-freeze unit, offers sensational 
advantages that bring quick sales and big profits. 

Housewives like aluminum in the kitchen. 
They know it is non-staining . . . won’t absorb 
odors ...can’t contaminate food... is non-rusting 
and easy toclean. These points mean a lot to your 
customers .. . and build bigger business for you. 

On Reynolds Eskimo Freeze the inner and 
outer walls and lid are of finest Reynolds Life- 





Compact; portable... 
weighs only 185 Ibs. 
(over 100 lbs. lighter) 














unel finish 







Four-inch blanket of 
Fibreglas insulation 








time Aluminum separated by a four-inch blanket 
of Fibreglas insulation. Aluminum’s high-heat 
conductivity permits rapid and efficient flow of 
temperature between refrigerant and freezer 
compartment. . . gives more even refrigeration. 

Reynolds has embarked on a long-range pro- 
gram in the refrigeration field. Many leading 
organizations all over the country are already 
distributing Reynolds Eskimo Freeze. For further 
information write Reynolds Metals Co., Refrig- 
eration Diy., 2557 So. 9th St., Louisville 1, Ky. 


You are cordially invited to visit the Reynolds space, Nos. 57, 59, 61, 63 at the National 
Housewares and Major Appliance Exhibit, Convention Hall, Philadelphia, April 27 through May 2. 


REYNOLDS METALS COMPANY 
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Emerson Radio Model 511. In ivory and gold (also 
Model 517 in ebony and maroon) AC-DC superhetero- 
dyne. Modern design which creates a sensation wher- 


ever shown. Feature it as a style and $9995 


reception LEADER. ...... 




















Emerson Radio 3-Way Portable Model 
536. Most highly powered set. Handsome 
cabinet, sturdily constructed. All advance 


features. Less batteries. . $399 














é Radio’s Greatest Promotion 
‘Emeison, Campaign 


e Backing greatly increased production and dealer shipments of new 1947 


Emerson Radio models in all territories— 


A new series of BIG Factory-Distributor ads in more 
than 300 cities ... 


ee ee 








Local tie-up ads by hundreds of Franchised Emerson 
Radio Dealers . . . Participating dealer ads in more than 


1,000 towns. 
Emerson Radio Model 508. Tremendous ' , s i 
selling pocket receiver in unbreakable tenite Big space — continuously —by major outlets. Dramatic 
case. Unbelievable power $ 50 oint-of-sale promotion. 
and tone. Complete . . . 37 P P 
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Emerson Radio Model 540. A handful of SUPER 
POWER and TONE. All new quality set features. 
Tubes: 1 type 12BE6, 1 type 12BA6, 1 type 12AT6, 
1 type 50B5, 1 rectifier 35W4. In colors—Walnut Fin- 


ish, Ivory, Green, Red. . 1 O95 


(in Walnut Finish) 








Emerson Phonoradio Model 525. Com- 
pletely automatic. It has “everything” in 
advanced features and outstanding per- 


formance. Walnut cabinet. $9995 







In Behalf of ALL Dealers 
Alike “Emerson, 


Radio and 
Television 


Emerson Radio headquarters and all Emerson Radio distributors are e 
united in this promotion for ALL DEALERS ALIKE. 

All advertising in this campaign carries the urge to “SEE YOUR 
EMERSON RADIO DEALER.” 

In addition to the overall promotion, all dealers are given opportunity 
to tie in with their own newspaper copy. Newspapers everywhere are 
cooperating in this joint effort. 


This is the COMPLETE promotion service which enables YOU to Emerson Electric Record Player Model 
“Lead with the Leader in ’47!" 542. Plays 10-inch and 12-inch records. 
Easy portability. Full, rich tone. Beautiful, 

Call Your Emerson Radio Distributor ane. = - Oae 
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WHIRLPOOL 





MMCUHCES 













GALAXY OF THE CURIOUS: A few of the thousands who peered, poked and 
pried at the appliances in the Tampa Electric Co.'s Electrical Exposition at the recent 
Florida State Fair. Occupying a whole building in the fair's center, the Exposition 
won the grand prize for the best exhibit, owed some of the credit to the exhibits 










































AUTOMATIC 


This new AUTOMATIC IRONER, like all 
products in the WHIRLPOOL line, includes 
PLUS extra 


IRONER 


every standard convenience . 


of 80 electrical manufacturers and distributors. 


Tampa Exposition 
Hit of State Fair 


The Tampa Electric Co. took pains 
not to miss the boat. When the recent 
Florida State Fair ended on February 
15, most of the 1,028,000 curious visi- 
tors had, at one time or another, visited 
some part of the exhibits of the 80 
electrical manufacturers which had 
been sponsored by the power company. 
The newest of the fair ground’s build- 
ings, smack in the center of activity, 
housed over 300 different kinds of elec- 
trical appliances and equipment, mul- 
titudinous dealers (who helped to staff 
the exhibits) and distributors. To 
cinch its title to enterprise, Tampa 
Electric won the grand prize for its 
Electrical Exposition, another grand 
prize for its float in the annual Gas- 
parilla Parade. 

During the 11-day course of the 
show the General Electric Co. House 
of Magic ran through 44 regular 
performances and_ several special 
shows, all under the direction of W. 


duction. Administration as 19,546,599 
units, a quantity made possible by a 
rise in monthly production from 873,- 
376 units in January of the year to 
2,117,943 in December, an increase of 
almost 150 percent. 

Credited by the CPA with the rise 
was a more equitable distribution to 
manufacturers of silicon sheet steel, 
copper magnet wire, castings, and in- 
sulation material. Despite the acceler- 
ated rate of shipments, however, the 
agency said that the year ended with 
a backlog of 40,266,000 unfilled orders, 
or the equivalent of 19 months’ ship- 
ments at the December rate. 

Declining to forecast 1947 produc- 
tion, the agency nevertheless said that 
production is still increasing and may 
reach a maximum of 2,750,000 units a 
month in the third quarter. 


Margurette Reinhart 
Goes to Household Finance 


Miss Margurett: Reinhart, for the 





features that mean greater sales appeal and 
Best-in-the- 
it competitive prices results 
































last three years director of home 
economics with Landers, Frary & 


H. Reger. 

Visitors to the fair grounds got 
an early inducement to the Electrical 
Exposition as they were exposed to 
the huge sign across the exposition 
building’s roof. Four neon-lighted 
pylons and a flood-lighted sign, “Elec- 
tricity—The Way to Better Living,” 
were additional magnets, Inside the 
building a Leisure House Theatre ran 
continuous motion pictures about the 
electrical industry. Historical pictures 
and sketches timed for the Edison Cen- 
tennial covered the walls. Chief among 
exhibits was a working demonstration 
of the heat pump. 

At show’s end, exhausted exhibitors 
cradled long lists of prospective cus- 
tomers; Tampa Electric was dream- 


lifelong customer satisfaction 
field’ quality 
from 


“best-in-the-field’’ facilities for large 


volume, low cost production 





a o 


WHIRLPOOL 


; .. Line ing of next year and an even larger 
exposition, was already letting space 


a2 eae reservations to manufacturers and 
: distributors, 





MARGURETTE REINHART 


Clark, New Britain, Conn., recently 
assumed her new duties as foods and 
equipment editor in the research de- 
partment of Household Finance Corp. 
in Chicago. She will be in charge of 





NINETEEN HUNDRED CORPORATION 


Manufacturers of the World's Finest Home Laundry Equipment 
ST, JOSEPH 


1946 Fractional Motor 
Shipments Top 19 Million 


MICHIGAN, U.S.A. 


















Final figures on 1946 shipments of 
fractional horsepower motors were an- 
nounced recently by the Civilian Pro- 





the planning and production of all 
educational materials put out by 
Household Finance in the field of 
foods and equipment. 
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“NOW=-$—ICE CUBES A LA CARTE 


ONE CUBE OR A TRAYFUL!”’ 


DEALERS—Plastray now presents the outstanding development in ice trays! 
The new "Jiffy Cube*"' Cups of unbreakable, flexible, tough plastic was first 
shown at the January Shows in Chicago and Atlantic City. 


= "Jiffy Cube” is the only individual-cup ice tray available. 
pat 4 SANITARY—CLEAN—ATTRACTIVE:— Untouched ice cubes drop 


directly into glass from "Jiffy Cubes" cups. 
No hands need touch your ice cubes. 


ICE CUBES—WITH PLEASURE:—Just Press the bottoms of "Jiffy Cube" 





ae cups and the ice cubes "pop-out". No waste — no levers — no hot water —no 
ae 4 handling of ice— Individually removable cups furnish one cube or a 
— tray ful. 


. 5 se FLEXIBLE—DURABLE—UNBREAKABLE:— "Jiffy Cube" cups 
are now made of polyethylene plastic, you can't break them. The tray is made of 
bright blue anodized aluminum, completely rust proof. 


Be Modern - Be Distinguished - Serve Ice Cubes a la Carte 


SPECIFICATIONS 


ee ee ee "Jiffy Cube", Model A 
Materials . . . Bright Blue Anodized Aluminum Tray containing 12 large 
Polyethylene Plastic Ice Cube Cups—Fully Flexible and Unbreakable. 

List Price, F.O.B. Detroit........ $2.25. (Full Freight Allowed on 1!/, Gross} 
PRICES SUBJECT TO STANDARD TRADE DISCOUNTS 
Packaged . . . '/> Gross per carton—weight 35 Ibs. 

Plastic Cups Only (no tray), per dozen...............-+..00008. $1.10 List 

























* Patented and Patents Pending 
R ered 


\ C t os U 8 E 5 "POp. Our; Copyright 1917 yy S- Corporation 





Plastray Sy vA 


CORPORATION 









LIST 
PRICE 
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. to the manufacturers’ own 
show, with all the big names, 
all the new products and all the 
merchandising ideas of more than 
400 prominent manufacturers. 


THE 1947 = 
NATIONAL ™ 


Housewares and | 
Major Appliance 


EXHIBIT 4 
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meee ="S*— Convention Hall 
Philadelphia, Penn. 


NATIONAL HOUSEWARES MANUFACTURERS ASSOCIATION 


(Incorporated not for profit) 
Executive Offices: 1402 Merchandise Mart e 222 Bank Drive © Chicago 54, Illinois 


























In the 
Women's Magazines 


Ladies Home Journal 


Gladys Taber’s kitchen article for 
the March issue is entitled “Visitor’s 
Welcome” and describes a roomy 
kitchen, elegant enough to compete 
with the living room for entertainment 
purposes, maintaining all the latest 
practical and serviceable features into 
the bargain. 

New uses for vacuum cleaner acces- 
sories are suggested in an article 
“Giving Housework the Brush-Off” by 
Judy Barry. One suggestion is to use 
a brush attachment on dark wool suits 
to draw out deep-seated dust particles 
and to clean the insides of handbags. 

“Diary of Domesticity,” another 
Gladys Taber feature, contains some 
labor saving suggestions for spring- 
time washing of bedspreads, rugs and 
curtains, and some new uses for the 
automatic washer in dyeing bulky 
articles like sheets, bedspreads and the 
like. 

McCall's 


Elizabeth Sweeney has worked out 
the cost of equipping a laundry from 
the bare necessities required to the 
ideal, fully equipped laundry complete 
with sewing room, in her March 
article, “How Much Does a Laundry 
Cost?” Also she gives arguments in 
favor of a first floor laundry over 
those located in the basement. 

“How to Polish Your Linoleum 
Floor” is another timely article in the 
same issue, by Miss Sweeney, which 
does a silent selling job for electric 
floor polishers and vacuum cleaners 
with polisher attachments—the pic- 
tures show how to go about polishing 
the floor with the various methods. 


Woman's Home Companion 


“She Models Her Kitchen” by 
Elizabeth Beveridge in the March is- 
sue tells how one of the Companion’s 
reader-reporters uses a miniature 
kitchen planning kit to plan a kitchen 
arrangement suited to her needs. The 
kitchen arrangement selected by this 
particular reader-reporter combines 
kitchen and laundry. 


Good Housekeeping 


March Good Housekeeping has sev- 
eral elements of interest to the elec- 
trical industry: In “Choosing the New 
Vacuum Cleaners”, George W. Alder 
gives some good advice on the best 
types for rugs and carpets; the best 
attachments to use for various clean- 
ing jobs; and the advantages of the 
cylinder-type cleaner, 

“Dawn for Dishwashers” by Helen 
W. Kendall brings to the attention of 
her readers the virtues of soapless 
cleaners and the advantages and dis- 
advantages of suds in washing clothes 
and dishes. 

In the How-to-short items depart- 
ment “Care of Upholstered Furni- 
ture” suggests that at least once a 
week the upholstery attachment of a 
vacuum cleaner should be used on up- 
holstered pieces. “Take Care of Your 
Waffle Iron” and “Keep a Clean 
Coffeepot” are two other units of 
interest to our field. 


American Home 


How to buy and care for a re 
frigerator is the topic of Edith Ram- 
say’s March article in American 
Home. She promises another article 
similar in treatment on home freezers 
to button up the subject of refrigera- 
tion for her readers. 
(Continued on page 128) 
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| Women's Magazines (cont.) 


DOUBLE WIDTH 


Better Homes & Gardens 


Madge E. Dilts, Hoover home 
economist, and Ida Ruth Younkin give 
some short cuts to cleaning in an 

2 article entitled “Cleaning Made 
GIVES 3 Easier” in March Better Homes & 
= Gardens. A roomy, well organized 
WAY SERVICE closet large enough to hold a vacuum 
cleaner and all its attachments, and a 
| cleaning basket roomy enough to 
transport all the cleaning implements 
from room-to-room, saves many steps 
and much drudgery, they say. 

“We Have a New Kitchen,” a story 
in three parts, tells how three dif- 
ferent families in different sections of 
the country renovated old kitchens, 
with some interesting before and after 
shots. 

What modern lighting can do in the 
way of beautifying a living room and 
bedroom is shown in a short pictorial 
item by Doris Alexander of Sylvania. 


Parents 


Maxine Livingston gives a full re- 
port in March Parents Magazine on 
their Fifth Expandable Home—a 
compact 2-story house designed for a 
family with children. The appliance- 
minded will be interested in her dis- 
cussion of the kitchen and the laun- 
dry-utility-room entitled “It’s Got 
What It Takes.” 

The Record department—a regular 
feature of Parents has a new editor— 
Emma Dickson Sheehy of Horace 
Mann Lincoln School. Sound ideas 
and criticisms can be found in this 


Inland Dessert Tray and Separator available as 
shown with: Handi-Cube Grids having pastel- 
tinted or transparent plastic partitions; Handi- 
Cube Grids with aluminum partitions; Tilt Out 


Grids and Shucker Grids. Pan Lifter is optional 


Talk about efficiency! The new 


double width Inland Dessert Tray 
seryes 3 ways—in freezing ‘ice 
cubes, in making desserts, in stor- 
ing frozen foods. 


1. Accommodating two grids, 
with the handy separator be- 
tween, Inland’s double width Des- 
sert Tray freezes double the 
quantity of ice cubes. And the 
desired number of cubes can be 
secured without disturbing the 
whole trayful. 


2. When grids are removed, the’ 


tray xis converted into an ideal 


‘utensil for making all types of 


frozen desserts. 


3.And of course, this versatile 
tray is grand for storing frozen 
foods such as meats, fish, fowl, 
game, vegetables and ice cream. 
So, remarkably efficient in 3 big 
ways, the Inland Dessert Tray has 
customer appeal aplenty—for 


easier, faster sales. For full par- . 


ticulars and prices write to— 


INLAND MANUFACTURING DIVISION, General Motors Corporation, Dayton, Ohio 


APRIL 


department for anyone interested in 
handling radios and record players. 


What's New In Home Economics 


The entire equipment section of the 
March issue of What’s New in Home 
Economics is devoted to refrigeration 
with informative articles on how to 
keep perishable foods fresh and safe; 
how to teach refrigeration in home 
management classes and in food 
classes; as well as the care of the 
home refrigerator. 


Farm Journal 


In “What’s New in Refrigerators,” 
Farm Journal for March, Naomi 
Shank outlines features of the new 6 
to 9 cu. ft. models coming into the 
markets, and tells her readers how to 
miake the best choice for their par- 
ticular needs. 


Amana Cuts Price 
On Home Freezer 


Effective immediately, a price cut 
of approximately 15% goes into effect 
on Amana Model 50, a 5 cu. ft. home 
freezer made by the Refrigeration 
Division, Amana Society, Amana, Ia. 
This means a saving of about $40 on 
the unit’s retail price. 

George Foerstner, general manager 
of the Refrigeration Division, explains 
the cut thus: “Our recent price re- 
duction is made possible by an ex- 
pansion of production that has resulted 
in substantial savings in cost. All ot 
these savings are passed on to the 
consumer. This reduced price 18 
Amana’s contribution to curbing price 
inflation and to keep home freezer 
prices at reasonable levels.” 

The Amana line of home freezers 
includes other models ranging up to 
123 cu. ft. in capacity. 
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Here’s How Frigidaire Inspection 
Protects High Quality Standards. 


Regular meetings of: inspection division chiefs are 
held in the office of C. W. McMullen (center), Mgr. 
Inspection Department, to discuss recommendations 
to top management. Here, W. A. Hancock, Insp. 
Supt., Plant No. 1, emphasizes an inspection procedure. 


Depend on 


FRIGIDAIRE 
10 do things RIGHT, J 


1. This instrument measures one-millionth of an 
inch. And with it, master gages and tools are checked. 
Even the temperature and humidity in this room 
are controlled to avoid the slightest contraction 
or expansion of measuring devices. 


4. After dehydration in huge ovens, Meter- Miser 
mechanisms are again checked to see. that moisture 
has been completely eliminated. Here, residual mois- 
ture as small as half a drop can be quickly detected 
and measured accurately. 


2. A “radio ear” is applied to finished mechanisms. 
This microphone applied to the Meter-Miser picks 
up the whisper of its running motor, which is ampli- 
fied and reproduced through a speaker. Any deficiency 
is immediately detected. 


5. Switches on Frigidaire refrigerators get operating 
tests on this traveling inspection. As they go around 
they are cycled automatically. Action is faithfully 
registered by lights and buttons, which tell an exact 
story of efficiency. 
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e Frigidaire’s reputation for high quality 
and dependability has been built upon 
many things. Chief among them is this: 

Every day highly-skilled Frigidaire ex- 
perts check and double-check more than 
45,000 operations. In addition, “in-the- 
home” types of operating tests are given 
to appliances picked at random from the 
assembly line—and no material, tool, gage, 
process or product is right until it is 
proved to be...and continues to prove it- 
self every day! 

This scientific control of quality is an- 
other reason why Frigidaire is so depend- 
able, so long-lasting. And it’s further proof 
that —today, as for more than a quarter- 
century, you can: Depend on Frigidaire To 
Do Things Right! 


& 





3. Every Frigidaire Radiantube fange unit is oper- 
ated on all heats as it undergoes exacting efficiency 
tests. Periodic Life Tests show that Frigidaire Ra- 
diantube Units have a “‘life-expectancy” of 15 years 
of ‘‘in-the-home”’ use. 


6. Final inspection before crating is done at the end 
of the assembly line. More than 1000 inspections 


are made on each Frigidaire up to this time, to make . 


sure that each will carry on Frigidaire’s reputation 
for dependability and lasting satisfaction. 
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Thanks a Million 


for making the 
Millionth Steam-0-Matic possible! 


Full page featuring the big news 
in THE SATURDAY EVENING POST, April 19th 


secer thn: betas selon: ts ek iin sein, nul Suis Tos “ancien WANs cteeincin 
Demand is still far outstripping output, but—with two big Waverly plants devoted exclusively 
to making érows—deliveries are steadily increasing. Steam-O-Matic gives you an every-purpose 
iron—a great steam iron and a great dry iron in one. As new, untried or unknown makes — 
of electric irons come into the market, remember it’s Steam-O-Matic that such a vast number 
of women have already taken to their hearts. It’s Steam-O-Matic that has a proven record of 
higher production, greater demand and more sales than all other steam irons combined, It’s 
Steam-O-Matic that means the greatest volume of sales and highest profits for you. Stay with 
Steam-O-Matic—the steam iron with the largest public acceptance in America. 
WAVERLY PRODUCTS, Inc. Executive Offices: Bridgeport, Coun. 
Factories: Sandusky, Obie; Bridgeport, Conn. 


bobsled igi de 


oe REA 


Pot as ae 


See the Millionth STEAM-O-MATIC at National 
Housewares and Major Appliance Exhibit in 
Philadelphia, week of April 27th, Exhibit 349-351 


The iron that 
popularized 


steam ironing 
SALES REPRESENTATIVES: 


OWEN WEBB MARTIN CARLSTEIN & ASSOCIATES ED. T. LOCKE 
SSSR PRI, Tee. £150 Broedway. New York City $20 Hazel Bldg.. 9th & Main Streets 
JULES J. DREYFUSS WALTER c. NYE Wa Cincinnati 2, Ohio { WAVERLY PRODU« ta 
46 S. W. First St., Miami 32, Florida 1492 Merchandise Mart, Chicago 54, Illinois NYPENNO SALES COMPANY 
" 508 Ch Street, 
TODD BROTHERS L. S. GERSHON estnut Street 


$04 Kansas City Mdse. Mart, 22nd & Grand, Pittsburgh, Pa. 
Merchandise Mart, Dallas, T Kansas City, Mo. 
. F. P. McMORROW 


LEO UNGAR FRED C. WOOD 459-B Hippodrome Annex, 
310 No. 11th Sc., St. Louis, Missouri Western Merchandise Mart, San Francisco 3, Calif. Cleveland, Ohio 


hemmeatemelesaite 
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A WAVERLY PRODUCTI 
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| OES the millionth Steam-O-Matic is an achievement practically without 
parallel in the appliance industry. To the million happy users, and thousands 
of dealers who made this record possible, our grateful thanks. To those women 


who have not yet been able to enjoy the pleasure and freedom from drudgery 


brought by this great steam iron, may we suggest that you see your dealer soon. 
The second million Steam-O-Matics is on its way! Made by Waverly Products, Inc. 


Executive offices: Bridgeport, Conn. Factories: Sandusky, Ohio; Bridgeport, Conn. 


STEAM: 


THE ORIGINAL FULLY AUTOMATIC STEAM IRON 


t. 1947 











CAN YOUR 
RANGE SALESMEN ANSWER 
THESE QUESTIONS? 


HOW TO CONVINCE HOME- 
MAKERS THAT A NEW RANGE 
SHOULD HEAD THEIR SHOP- 
PING LISTS 


This handbook gives convincing, 
logical reasons why it’s 
more practical for a home- 
maker to invest first in a 
mew range before buying 
other needed items. 


HOW TO SHOW HOME- 
MAKERS THEY CAN SAVE A 
MINIMUM OF $88 A YEAR 
WITH MODERN RANGE 
COOKERY 

This handbook shows how home- 
makers can save money as well as 
improve the quality and appear- 
ance of food. 
















HOW TO TALK TO HOME- 
MAKERS IN COOKERY TERMS 


This handbook explains and illus- 
trates basic principles of baking, 
roasting and whole-meal oven 
cookery. Common cooking fail- 
ures are analyzed. Will give your 
salesmen an intensive course in 
modern cooking methods. 





f 


ELECTRIC RANCE 
SALESMEN 


SEND FOR THIS FREE HANDBOOK 


—38 pages of facts, pictures and ideas on modern 
range selling. 


You can use this valuable book as a basic sales training piece 
for new salesmen—as a “refresher” course for old bands. 
Write for as many as you need. 
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CONSOLIDATION: Here is a visualization of the plant in Bridgeport, Conn., 
which will be the visible product of the merger of Bright Light Reflector Co., Inc., 
and International Appliance Corp. into a new firm, Bridgeport Pressed Steel Corp., 


which will make appliances. 


Bridgeport Pressed Steel 
Formed by Merger 


Until recently, Bright Light Re- 
flector Co., Inc., and International 
Appliance Corp. were separate entities. 


_Now they are subsidiaries of a new 


firm. The parent company is known as 
Bridgeport Pressed Steel Corp., with 
plants in Bridgeport. Bright Light’s 
Silv-A-King line of lighting fixtures 
will be expanded and will continue to 
be distributed by the original firm, and 
the Broil-King electric broiler will be 
marketed by International. The new 
firm will fabricate products for other 
firms as well as producing its own 
products. Officers are: Isaac Litner, 
president; William Litner, vice-presi- 
dent and general manager; Leon Lit- 
ner, secretary and production man- 
ager; and Philip Litner, treasurer and 
sales director. Charles E. School will 
continue as general sales manager of 
Bright Light Reflector Co., and Monte 
Closter will keep the same post with 
International Appliance Corp. 


Westinghouse Begins 
Briefing of Distributors 


Major distributor salesmen have 
begun to hear about the new line of 
products of the Westinghouse Elec- 
tric Appliance Division. A series of 
20 meetings throughout the country 









began late in March, according to 
T. J. Newcomb, sales manager, who 
adds that the conferees will find out 
about the product, advertising, sales 
promotion and sales training program 
for 1947. Westinghouse appliances 
they will hear about for the first time 
include the new Two-Temperature re- 
frigerator, three new ranges, upright 
and tank model vacuum cleaners, the 
1947 Laundromat, a pop-up toaster, an 
aluminum iron, a kitchen cabinet line, 
the Waste-Away garbage disposer, a 
table top electric water heater, the 
turn-over toaster and other smalf ap- 
pliances. 


Electromaster Occupies 
New Mount Clemens Plant 


Electromaster, Inc., range and water 
heater manufacturer, has completed 
removal from Detroit to its new $3,- 
000,000 plant in Mount Clemens, 
Mich., R. B. Marshall, president, an- 
nounced recently. 

The range assembly lines, porcelain 
enameling and shipping divisions have 
been in operation since July and con- 
struction work on the remainder of the 
plant has continued since August. Mr. 
Marshall said ‘that the new plant 
“will enable us to more than double 
our production of electric ranges and 
automatic waterheaters. . . We are 
particularly proud of our new fac- 
tory...” 


















WELCOME HOME: President Marshall welcomes the executive staff of Electro 
master, Inc., to its finally-finished new home in Mount Clemens, Mich., 20 miles from 
Detroit. Left to right: Mr. Marshall; Gerald Hulett, vi ; J. A. Bell 
director of utility sales; R. B. Blanchard, director of advertising; E. R. Genthe, secre 
tary-treasurer; H. H. Hubbard, vice-president; C. A. Jakeway, assistent secretery 
treasurer; D. W. Scofield, engineer; W. F. Ourderkitk; E. A, Gartha; E. C. Seabright 
H. H. Munro; and R. J. Megargle. 
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It’s always fair weather when the lady 
of the house and an L & H Electric Range get 
. .. THE ELECTRIC RANGE together. A cooler, cleaner kitchen to work in; 


THAT MAKES GOOD COOKS BETTER more hours of carefree leisure; the thrill of 
a— a meals that set the whole family cheering; rank 
ie L&H ace high with good cooks everywhere. 


The complete L &H line of electric 
ranges, electric water heaters and KEROGAS 
oil ranges fairly sparkle with features designed 
to make every L&H owner an L&H enthusiast. 
And when these features tell a self-evident story 
of the time and labor to be saved . . . how can 
any lady resist! 











THE COMPACT OIL RANGE o (ee © eee Ca. Milwaukee 7, Wi 
THAT HAS LARGER CAPACITY ir pe toe A garg 


MANUFACTURERS OF ELECTRIC RANGES * ELECTRIC WATER HEATERS - OIL RANGES 
PORTABLE OVENS + OJL HEATERS * WICKS. 
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Daniel G. Zahorik, Asst. Treasurer, J. B. Bradford Piano Co., Milwaukee, Wis. 





INCREASE YOUR SALES FORCE WITH THESE 
“TALKING SALESMEN”...AT 2!2c EACH 


Give your customers their 
own voice recordings! 


What is a better salesman for you than a gift recording 
of the customer’s voice—made right in your store? Taken 
home with her it serves as a constant reminder of RECORDIO 
...an exclusive, in-the-home sales builder for you. 

Once purchased, a RECORDIO starts a regular series of 
repeat sales of RECORDIO DISCS and RECORDIOPOINT 
NEEDLES. Another home recording enthusiast is started on 


the way to making your store her headquarters for high quality 
recording aids. 

Build profits quickly ... with the versatile RECORDIO 
and its many exclusive sales features. Sell complete home enter 
tainment in the uncrowded field of home recording. Increased 
store traffic and higher net profits will reward such farsighted 
wisdom. Investigate the RECORDIO franchise now. 


LONGI. . 


T. M. Reg. U. S. Pat. Off. 


WILCOX-GAY 
WILCOX-GAY 
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CORPORATION 


CHARLOTTE, MICHIGAN 
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FRIGIDAIRE Ranges 


Frigidaire Div., General Motors Corp., 
Dayton, 1, Ohio 


Device: New 1947 line vi 5 ranges. 

Selling Features: New series includes 
2 deluxe models RJ-60 and RJ-70, 
the latter with 2 ovens; all models 
constructed with 1l-piece roll-front 
cooking tops which sweep from back 
across surface and over surface 
cooking unit switches at front, pro- 
tecting switches from spill-overs, 
making cleaning easier; porcelain 
finished inside and out; and panels 
removable and interchangeable; full- 
width utensil drawer on all except 
lower price model ; other features in- 
clude 3-fast-heating surface cooking 
units; double-duty deepwell cooker ; 
automatic oven-time; time signal; 
large oven with waist-high broiler; 
RJ-70 deluxe model equipped with 
2 complete broiling, baking and 
roasting ovens. Model shown, 
RJ-60. 


Electrical Merchandising, April 1, 
1947. 
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terior compartment only 173 in. deep 
allowing for fingertip accessibility 
without stooping and quick inven- 
tory; sealed-in mechanism, % h. p. 
hermetically sealed motor; Freon-12 
refrigerant ; thermostatic control be- 
neath cabinet maintains freezing 
storage temperatures. 

Availability: At present only available 
through large retail outlets such as 
department stores to develop weekly 


eS 
— 

home delivery operation of frozen r Oe et 
foods. 


xcs 
Electrical Merchandising, April 1, ae : 
1947, », ae 











7 
HOTPOINT Ranges 


Hotpoint Inc., 5600 W. Taylor St., 
Chicago, 44, Ill. 


Models: 4 new st-war ranges—a 
“top-model”—RC10; 2 standard size 
ranges with fewer accessories: and 
an apartment house range. 

Selling Features: A cast aluminum 
“grill-or-grid” may be used for. sur- 
face cooking or as a handy broiler 
for small operations; -dual service 
Calrod unit under Deepwell cooker, 
can be raised to become a fourth 


SENTINEL Clocks 
The E. Ingraham Co., Bristol, Conn. 


Models: Lyric, Mural and Arlington. 

Selling Features: Lyric, miniature 
electric alarm with silver plated 
metal case; easily read numerals; 
a 1-2-3 alarm; 42 in. high. 


surface unit, when 6-qt. thrift cooker 
is not in use—Calrod unit has been 
redesigned to decrease its diameter, 
permitting more turns of Calrod per 
unit and increased contact with heat- 
ing vessel; Calrod units are hinged 
so that reflector pan may be re- 
moved for easy cleaning; “sealed- 
heat” oven with Calrod unit placed 
outside oven lining increases oven 
capacity 25% and improves air 
circulation; oven is clear to permit 
placing rack within an inch of bot- 
tom of oven; oven switches are 
grouped with controls on _back- 


Mural modern-design kitchen clock ; 
5 in. white dial, convex glass, con- 
venient bottom set. 

Arlington, desk or occasional clock; 
walnut case 6 in. high. 

All models self-starting. 
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47. 


FROSTMASTER Frozen Food 
Cabinet 


Frozen Food Products Inc., 475 Fifth Ave., 
New York, 17, N. Y. Exclusive National 
Distributors. 


Model: HF-1346 home frozen food 
cabinet for use with Frozen Food 
Products weekly frozen food home 
delivery operation. 

Selling Features: 3.2 cu. ft. capacity, 
holds approximately 2 weeks supply 
frozen foods for family of 4; easy- 
to-lift cover with automatic safety 
latch and table-top work surface of 

leum; white Dulux interior and 
exterior; moveable wire basket; in- 
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splasher and to right of heating 
units; surface unit switches remain 
on front panel; electric oven-timing 
clock—new automatic reset with 
3-in. dial, turns oven “on” and 
“off” automatically; electric “time- 
measure” buzzes when surface cook- 
ing is completed; porcelain covered 
smokeless broiler rests on one of 
the adjustable oven racks at any 
height. 


Electrical Merchandising, April 1, 


1947. 
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HOTPOINT Water Heaters 


Hotpoint, Inc., 5600 W. Taylor St., 
Chicago, 44, Ill. 


Models: Hotpoint 1947 automatic 


water heaters. 


Selling Features: Redesigned to stand- 


ardize tank diameters and to apply 


heat by a new external Calrod unit 
“under 200 Ib. spring tension”’— 
units are installed under a holding 
band and held tightly in place 
against tank with tension spring 
(cut-away view illustrated shows 
unit terminal on top unit with the 
automatic thermosnap directly above 
the band); galvanized steel tank 
is surrounded by a 1-piece blanket 
of glass fiber insulation and a mag- 


nesium tube (optional) which ex- 
tends full length of tank, with a 
built-in heat trap at top of heater 
to prevent hot water from circulat- 
ing through house system when not 
being used; standardized diameters : 
a 16 in. tank in the 15, 30 and 40 
gal. sizes; and a 20 in. tank in the 
larger models; also available with 
Monel tanks. 
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COMPACT Vacuum Cleaner 


Interstate Engineering Corp., 2600 W. 
Imperial Highway, 
El Segundo, Calif. 


Device: Compact vacuum cleaner. 


Selling Features: Vertical dust bag 
empties in 5 secs.; cast aluminum 
housing; rolls on wheels; broad 
4-point base prevents upsetting; 
heavy-duty horizontal ball-bearing 
motor provides suction power with 
a minimum of vibrational and oper- 
ational noise; double-swivel hose 
prevents kinking; compact size re- 
quires less storage space; 10 heavy- 
duty all-purpose accessories include 
flexible hose, floor tool; 2 exten- 
sion wands; floor brush; crevice 
tool; de-mother; upholstery nozzle; 
dusting brush and spray gun. 

Electrical Merchandising, April 1, 
1947. 
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UNIVERSAL Floor Polisher 


Landers, Frary & Clark, New Britain, 
Conn. 


Device: No. VC701 floor polisher. 

Selling Features: 454 in. high; rigid 
pressed steel construction; rubber 
pistol grip handle with fingertip 
switch; 2-belt drive for balance; 
tough bristle brush driven by power- 
ful motor; blue-crackle enamel 
finish. 

Electrical Merchandising, April 1, 
1947, 








DUNWAY Exterminator 


Eraho Sales Engineering Co., 82 W. Wash- 
ington St., Chicago, 2, Iil., 
National Sales Representatives 


Device: Dunway automatic extermin- 
ator vaporizer permeates 1000 cfm. 

Selling Features: Penetrates tiniest 
cracks and crevices; sterilizes insect 
eggs; kills larvae; weighs 10 Ibs.; 
thermostatic heat control; automatic 
timer switch; all anodized alumi- 
num; 17% in. long, 7% in. high, 7 in. 
wide. 

Electrical Merchandising, April 1, 
1947. 

















RADIRON Toaster 
Radiron Corp., Miamisburg, Ohio 


Device: “Rosebud” dual automatic 
pop-up toaster. 

Selling Features: Slideout crumb 
tray; twin heat control; automatic, 
noiseless timer without clockwork 
controls toasting time; when toast 
is done a turn of dial to W (keep 
warm) will keep toast warm until 
ready to serve; toast guards are 
spaced close together to permit 
toasting of crackers, wafers and 
small slices without touching ele- 
ment; hand-wound Nichrome ele- 
ment 825 watts, 115 volts, a.c.; 
chromeplated steel case with plastic 
knobs and legs. 

Electrical Merchandising, April 1, 
1947. 








ELECT 





EATON Freezer 


Eaton Mfg. Co., Carbondale, Ill., Manu- 
facturers Representative Cooper Electric 
Co., Orland Park, lil. 


Device: Eaton dual-temperature home 
and farm freezer, 15 cu. ft. 


Selling Features: Equipped with both 
sharp freeze and zero degs. compart- 
ments with individual doors; self- 
contained refrigeration unit; adjus- 
table temperature control; 5 in. in- 
sulation on sides, 6 in. on bottom; 
white enamel steel cabinet; 70 in. 
long, 294 in. wide, 36 in. high. 
Electrical Merchandising, April 1, 
1947. 





WESTCLOX Clock 


Westclox Div., General Time Instrument 
Co., LaSalle, fil, 


Model: Oracle clock. 

Selling Features: Glass and gold- 
covered metal case, silver dial; 6% 
in, high; diecast base; self-starting 
with current interrupting signal. 

Electrical Merchandising, April 1, 
1947.° 
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WESTINGHOUSE Cabinets 


Westinghouse Electric Corp., Mansfield, 
Ohio. 


Device: Redesigned line of sink, base 
and wall cabinets for kitchens. 


Selling Features: Features include 
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flush construction; ball bearing 
drawer suspension, removable and 
adjustable shelves; soundproofed 
doors; new self-adjusting door 
catch; semi-concealed _leaf-type 
hinges ; 2-coat enamel finish on bond- 
erized surface; all steel construction ; 
easy-to-hang-up installation, Line 
includes sink and counter tops, cus- 
tom-built work surfaces, linoleum 
tops; porcelain sinks in 42, 54 and 
60 in. sizes. 

Electrical Merchandising, April 1, 
1947, 





ROYAL FAMILY Percolator 


Royal Family of Kitchenware Inc., 
2787 E. 14th St., Brooklyn, 29, N. Y. 


Device: Royal Family percolator. 

Selling Features: 4-cup capacity; cast 
aluminum; 110 volt, 550 watts ele- 
ment, easily replaceable, heat re- 
sistant handles and legs; polished, 
hammered aluminum finish. 

Electrical Merchandising, April 1, 
1947. 





DOLLY MADISON Ice Cream 
Freezer 


J. E. Porter Corp., Ottawa, Ill. 


Device: Dolly Madison home ice 
cream freezer. 

Selling Features: Northern Pine tub; 
cast main frame with aluminum fin- 
ish; a.c. induction type motor, 50-60 
cycle 105-115 volts geared to correct 
freezing speed and centered on tub 
for direct drive; special steel ring 
on drive shaft to eliminate binding 
caused by brine crust; prime tin 
plate or stainless steel cream can of 
double seam construction; cast 
aluminum cover with positive stop; 
aluminum dasher with hard maple 
scrapers; 6% ft. rubber insulated 
cable and plug. 

Electrical Merchandising, April 1, 
1947. 
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DURABILT Iron 


The Winsted Hardware Mfg. Co., 
Winsted, Conn. 


Device: Durabilt «automatic light. 


weight iron No. 10. 


Selling Features: Features lower 


overall height; weighs only 3 Ibs.; 
uses Durabilt 1-plane element and 
thermostat; 1000 watts; plastic 
handle molded to fit hand, equipped 
with dual thumbrest for right or 
left-handed ironers; temperature 
setting for every type of fabric; 
easily read dial has an “off” posi- 
tion which permits turning off iron 
without disconnecting cord. 


Electrical Merchandising, April 1, 


1947, 
v 
LE JAY Lawn Mower 


LeJay Motors Corp., 
_ Minneapolis, 8, Minn. 


Device: LeJay Whirl-R-Mow self- 


contained electric power mower, 
battery operated complete with stor- 
age battery and battery charger. 


Selling Features: Quiet in overation; 


ample battery capacity to operate 
several hours on a charge; starting 
and stopping with finger-tip control 














in handle; ball bearing rubber tired 
wheels — cushion type; well bal- 
anced, easy to operate; rotary blade 
connected directly to motor shaft; 
cuts tall or short grass—cutting 
width 16 in.; motor equipped with 
oil-less bearings; easily adjusted for 
height of cut. 


Electrical Merchandising, April }, 
1947. 
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PIOMAR Iron 


Pioneer Products, Inc., 
5224 Fairlawn Ave., Baltimore, 15, Md. 


Model: Piomar automatic iron. 

Selling Features: 5-way automatic 
control for any type fabric; weighs 
44 lbs.; even heating over entire 
ironing surface; tip-up heel plate; 
streamlined design; built-in 7-ft 
cord; molded handle stays cool; 
1000 watts. 

Electrical Merchandising, April |, 
1947. 











WALLISTEA 


[Fos ag ted 


Push nozzle forward. 


Brush “wobbles” 
backward like mini- 
ature broom 


Loosens and gathers 
up surface dirt and 


CLEANER 7 = 


Lower wand. Push 
nozzle forward. 
Brush penetrates 
pile of rug...re- 
moves embedded 
dog and cot hair, 
fuzz, threods 
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operate 
tarting 
contro} 
me: “WOBBLE’’ BRUSH AUTOMATICALLY ADJUSTS 
om 

ITSELF TO REMOVE DEEPLY EMBEDDED HAIR... 

Then automatically cleans toelf! 

wO BAG TO EMPTY< 
NO FILTERS TO REPLACE 
Show your customer how the exclusive McAllister 
‘‘Wobble’’ Brush automatically adjusts itself to remove 
— deeply-embedded dog and cat hair from rug pile. . . 
wk then automatically cleans itself. 
r blade Cc 
haft; Use the 12 inch nozzle with ““Wobble’’ Brush attached to vz Nn a rug into 
cutting y ALLISTER j 1 i z 1 usn attach O vacuul a £ in 
d with THE ONLY COMPLETE which small pieces of hair plus thread and lint have been ground. 
asia Push the nozzle forward. The brush “wobbles” backward and makes a broad, clean sweep 
il, like a miniature broom. It gently loosens and gathers up all surface dirt and litter. 
At the same time the nozzle applies maximum suction. 

= Lower wand. This automatically increases brush action.. Bristle penetrates pile of rug. .. 








APPLIANCE removes deeply embedded dog and cat hair, threads, fuzz. 


1 Vacuums more efficiently because dirt Pull the nozzle backward. The brush ‘wobbles’ forward. It is wedged between the 
is by-passed and peak suction retained. 


. 2 inns disse dibds duit nich thie rug and the back lip of the nozzle. The powerful air stream rushes through the brush 


furnishings, restores color! and into the nozzle automatically cleaning the bristles of hair and lint. 


3 Aerates bedding, rugs, clothing, with 
clean, fresh, filtered outside air. 


7 4 Actually mothproofs clothing, fur- 


The McAllister “Wobble Brush” is just another example of the scientific 





engineering that makes the McAllister, the finest truly post war cleaner. 


nishings sprays, paints, waxes floors! 
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ye GENERAL OFFICES: 135 SOUTH LASALLE STREET, CHICAGO 3, ILLINOIS 

late; 

Fat ase Sins enna. bonich “wibnen” FACTORY: NEWTON, IOWA 


forward between rug and back lip 
of nozzle. Powerful air stream 
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A really new, really 


by General Electric 


With an Entirely New Design, Plus Magnesium Tank 
Protection and 7 Wonderful Sales Features 


N ENTIRELY New Design . . . the most modern heating principle yet 
devised. Applies heat in a new way . . . by conduction under con- 
trolled pressure, for maximum efficiency. 


General Electric’s brand-new Heat-Wrap Calrod* Conduction Units 
work like this: 


Ribbons of the famed Calrod Units completely surround the tank—are 
held there in stainless-steel, heat-reflecting channels—held really tight by 
spring terminal connections. 


There’s no air space between the heat unit and the tank. That means 
no heat is wasted. 


It’s a new type feature you can sell and sell! 


The Complete Magnesium Tank Protection: Here’s another talk- 
able, sellable feature—General Electric’s special magnesium-alloy tube. 


It provides protection from corrosion. Is designed to extend the life of 
an ordinary galvanized tank, where corrosive water conditions exist. 


The 7 Wonderful Sales Features 




































7 A new General Electric Warranty — 
covers complete replacement of water 
heater if tank leaks develop within a 
year. (Five years on Monel tanks.) 


2 Sparkling, rust-resistant, white finish 
makes heater a beauty of an appliance 
—fits right in the kitchen, the laundry, 
the bathroom. 

3 Heater is not an assembled appliance, 
but is built in one factory, to work as a 
precision product. 

4 Only two tank openings. Possibility of 


leakage reduced to minimum. 


5 Scaling is practically eliminated with 
the longer Calrod units now removed 
from the water. 


6 New’ Fiberglas blankets completely in- 
sulate tank against heat loss. 


A maximum of 6 standard General 
Electric Units will give you every com- 
bination of wattages required in your 
locality. General Electric Company, Ap- 
pliance and Merchandise Department, 
Bridgeport 2, Conn. 


*Trade-mark Reg. U.S. Pat. Off. 





macs 3 a 


pensive accessory. Can be installed 
minutes while in the field. 


The new General Electric special magnesium-alloy tube is an inex- 
in this new heater in a matter of 
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y| different Electric Water Heater! 

















e * 
c Four Things To Help You Sell This New Heater! 
> yet 
com 1 A convincing counter demonstrator.** Shows, with a turn of 
the knob, how the new Calrod “Heat-Wrap” Unit is superior to 
= ordinary “wrap-around” units. 
/ nits 3 
—are 
it by 
eans 
2 A full-size store and window display of the new G-E Heater.** 
Folks can’t miss it. Points out your best sales features. 
talk- 
ube. 
fe of a 
| _ “SEs 
with 3 A handy, fit-in-your-pocket pamphlet** to help you answer 
10ved customers’ questions about correct-size tank, average consump- 
tion, and cost of operation. 
ly in- 
‘neral 
com- 
your 
yA uf * . . ao . 
a 4 An advertising campaign selling millions of customers in 
. Better Homes and Gardens and American Home. 
**Ask your General Electric Distributor for these sales helps. 
















sti WATER HEATER 


cel 





15- to 82-gallon capacities, galvanized or Monel tanks. 


peta Times 2 | 
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RIGHT NOW, when Spring brings 
widely fluctuating outdoor tem- 
peratures, is the time to tell your 
heater customers about the fuel 
saving convenience and comfort 
of A-P Thermostatic Tempera- 
ture Control. You can install an 
A-P Heat Regulator Set on most 
oil heaters — new ones as well 
as those you sold as far back as 
1939 — for most of them use 
A-P Model 240-DR, UR, or YR 
Manual Controls. You can talk 
about 10% to 25% fuel savings — avoiding danger and 
discomfort of overheating — the luxury of healthful home 
temperatures by the mere setting of a thermostatic dial. 


THE COMPLETE ‘Sales Package’’ is inexpensive, easy to install 
either permanently, or movable in case of rented homes. The 
Set includes an Electric Conversion Top for mounting on 
present manual control, an accurate Wall Thermostat, a 
Transformer, and all accessories and necessary instructions. 


Add some extra Spring sales and profits NOW! 
Write for prices, samples and selling material. 









BE SURE it A-P DEPENDABLE 
NEW HEA OlL CONTROLS — for faster sales, 
LINES Th ee greater customer satisfaction. 





HUTOMATIC PRODUCS COMPANY 


PAGE 


2400 NORTH THIRTY-SECOND STREET, MILWAUKEE 10, WISCONSIN 


DEPENDABLE 022 Controls 


DESIGNED TO ELIMINATE SERVICING 
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HOWARD Heater-Cooler Fan 


Howard Industries Inc., 
231 So. La Salle St., Chicago, Ill. 


Device: Combination heater-cooler fan 


EMC No. 800. 


Selling Features: Designed with cone- 


shaped deflector that scientifically 
angles heated or cooled air from 
fan to provide maximum effective 
distribution in room; 10 in. high, 
10 in. diam.; toggle switch on base 
controls operation of 72 in. 6-blade 
fan and element; horizontally 
mounted radial wire coils comprise 
heating element, and _ horizontally 
mounted fan directly above heat- 
ing element distributes heat at same 
angle as it does cool air; no drafts; 
black crackle top and base, chrome 
trimmed element; chrome plated 
knob handle; 6-ft. flexible rubber- 
covered heater cord and plug; 
equipped with EMC 800 fractional 
h.p. motor with semi-oilless bear- 
ings, with all revolving parts dy- 
namically balanced for smooth quiet 
operation. 


Electrical Merchandising, April 1, 


1947. 














NESCO Pressure Cooker 


National Enameling & Stamping Co., 
Milwaukee, 1, Wis. 


Device: Nesco 4-qt. pressure pan. 
Selling Features: Pan and cover of 


heavy aluminum alloy; stainless 
steel steam vent and weight; pres- 
sure weight maintains a constant 
15 lbs. pressure; safety plug is pro- 
vided if pressure exceeds 35 Ibs.; 
specially designed handles of black 
plastic; double-lipped sealing gasket 
of synthetic rubber needs no stretch- 
ing or reversing. 


Electrical Merchandising, April 1, 


1947 


EMPIRE Toy Range 
Metal Ware Corp., Two Rivers, Wis. 


Device: Empire “Little Lady” toy 


electric range No. 240, 


Selling Features: All 4 of its burners 


are insulated individually by air 
pockets that separate metal case- 
covered porcelain burner unit from 
range top; red signal light on top of 
range goes on when current is con- 
nected; 12% in. high, 15 in. wide, 


7%? in. deep; white enameled with 
table top and movable play switches 
on chromium panels; separate 
burner unit for oven and an accurate 
heat indicator in oven door. 


Electrical Merchandising, April |, 


1947, 


WATERS CONLEY Home Pas. 
teurizer 


Waters Conley Co., Rochester, Minn, 


Device: Automatic home pasteurizer, 

Selling Features: Enables housewife 
to pasteurize milk in her own 
kitchen; 1l-gal capacity milk bucket 
for easy cooling and storing of pas- 
teurized milk; maintains correct 
temperature for proper length of 
time a buzzer sounds the moment 
pasteurization is complete, elim- 
inating over-heating of milk; oper- 
ates on 110 volt, a.c.; weighs a 
proximately 33 lbs.; aluminum with 
permanent mar-resistant surface; 
milk bucket can be cleaned by wash. 
ing, 94x13 in. overall. 

Electrical Merchandising, April 1, 
1947. 





G-E Iron 


General Electric Co., Appliance & 
Merchandise Dept., Bridgeport, 2, Cons 


_ Device: No. F23 light-weight auto- 


matic iron. 

Selling Features: “Visualizer” finger- 
tip control on front of handle en- 
ables user to see fabric-dial and 
select appropriate heat for mate 
rial to be ironed while working; 
weight of iron has been reduced to 
23 lbs. without sacrificing ironing 
surface of aluminum soleplate at 
274 sq. in.; light signals instant 
iron has reached selected tempera 
ture for a particular fabric; twit 
button-nooks in nose of soleplate; 
heat-resistant Textolite handle has 
been slimmed and equipped with 
twin built-in thumb rests for 
or left handed users; space between 
handle and base permits flow of air 
to keep handle cool; cast-in Calr 
heating unit with new high-precision 
thermostatic control; _ permanently 
attached cord; 1000 watts. 

Electrical Merchandising, April 1 
1947. 
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ALSIMAG 
INSULATION IN 


Portable electric appliances employing 
elevated temperatures require the best 
in insulation. They work at temperatures 
which would break, char, or soften most 
insulating materials. These appliances 
are also subject to mechanical shock. 
For these reasons, practically all the 
manufacturers of good electric appli- 
ances use AlSiMag custom made cer- 
amic insulation at all important points. 

AlSiMag insulation is tailored to fit 
the job. It is custom made in the correct 
size and shape. The AlSiMag family 
contains many different compositions. 
Thus a composition is available with 
characteristics exactly suited to the in- 
dividual application. 

Typical versatility of AlSiMag is 
shown in the widely different applica- 


tions of this insulation in Swartzbaugh's 
Everhot appliances. AlSiMag is used in 
Everhot Air-Flo Electric Fan Heaters, 
in Everhot Ray-Vector Heaters, 
Everhot Rangettes, in Everhot Electric 
Roasters, Broilers, Griddles. AlSiMag is 
used in Swartzbaugh's broad line of 
Ideal Food Conveyors so widely used in 
industrial plants, factories, hospitals 
and institutions. Models include com- 
pact, portable, self contained food 
service units to serve up to 500 meals 
in twenty minutes — with service tem- 
peratures ranging from 5° below zero 
to 180° above. 

No matter what your insulation re- 
quirement may be, it is probable that 
the electrical and physical properties 
you require can be found in one of the 
AlSiMag ceramic compositions. Ameri- 
can Lava Engineers will be glad to work 
with you in developing the ideal insula- 
tion for your requirement at a cost 
which fits your production budget. 


AMERICAN LAVA CORPORATION 


CHATTANOOGA 5, rTENNESSEE 
46TH YEAR OF CERAMIC LEADERSHIP 





SALES OFFICES: ST. LOUIS, Mo., 1123 Washington Ave., Tel: Garfield 4959 © NEWARK, N. J., 671 Broad St., Tel: Mitchell saree 
CAMBRIDGE, Moss., 38-B Brattle St., Tel. Kirkland 4498 ® CHICAGO, 9 S. Clinton St., Tel: Central 1721 ® SAN FRANCISCO, 
163 Second St., Tel: Douglas 2464 © LOS ANGELES, 324 N. San Pedro St., Tel: Mutual 9076 © PHILADELPHIA, 1649 N. Brood Street 
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MOWER CUSTOMERS 
MEAN MORE PROFITS 


WITH NATIONALLY ADVERTISED 


CRAMER POWER MOWER 

















TRAOGE MARK 


THE FLUID DRIVE Power LAWN MOWER 


















SS 


No Other Mowers Combine ALL 
These Quick-Sale Features 
@ Cuts a 20 inch swath of toughest grass or weeds to 


desired height regardless of original height. 


@ Easily operated by child or adult — handle adjusts to 
height of operator. 


@ Shielded back housing protects operator's feet. 


@ Reversible cutting blades may be replaced at very 
small cost. 


@ Made of aluminum, Cramer Mowers are light weight, 
easily maneuverable. 


@ Semi-pneumatic tires require no pumping. 






MILLIONS OF PEOPLE are reading 
about Cramer Power Mowers in 
BETTER HOMES AND GARDENS 
and HOUSE BEAUTIFUL. Be ready 
for the steadily increasing demand for 
Cramer Mowers resulting from our 
nation-wide, sales boosting-campaign. 


25 H.P. gasoline 
engine with 
smooth-as-oil 
Fluid Drive 













POWER LAWN MOWER 


—_ — 


_THE ELECTRIC 









wered by 

H. P., 110 volt, 
60 cycle ball- 
bearing motor 


WHOLESALERS — DEALERS, your 
inquiries will receive prompt attention. 
Write today for descriptive literature. 





' CRAMER MANUFACTURING CORP. 


DEPT. 902 GRANDVIEW, MISSOURI 
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TALMER Radiant Heater 


Talmer Industries, 208 Columbic S?., 
Seattle, 4, Wash. 


Device: Talmer radiant heater with 
Coats heat-ray tube in wall models 
No, 2 and 2S and floor model “A.” 


Selling Features: Designed to heat 
the individual rather than the air; 
both wall models are fitted with fix- 
ture brackets on back to perma- 
nently affix to any standard outlet, 
preferably 6 or 7 ft. above floor out 
of way of children and pets; element 
consists of a coil of Nichrome wire 
31 ft. long enamel coated and en- 
cased within Pyrex tubing; does not 
glow, emits radiant or infra-red 
heat; models 2 and 2-S, 660 watts, 
110-115 volts, a.c.-d.c.; 44 in. wide, 
No. 2 4 ft. long, No. 2S 2 ft long; 
all aluminum finish; model A 660 
and/or 1320 watts, a.c.; 2 ft. long, 
10 in. wide, enameled steel outside 
finish, aluminum reflectors, does not 
deoxidize nor dehumidify atmos- 
phere. 

Electrical 


Merchandising, 
1947. 


April 1, 





ACME Fluorescent Pin-Up 


Acme Fluorescent Co., Inc., 
565 Fifth Ave., New York, N. Y. 
Device: Fluorescent pin-up lamp 
equipped with 2 sets of inter- 
changeable hooks that make it 
adaptable for use anywhere as a 
wall type unit as well as bed lamp. 
Selling Features: Can be hung at any 
angle — upright, sideways, upside 
down to illuminate those hard-to- 
get-at places over or under pic- 
tures, hangings, bookshelves, sinks, 
tubs, mirrors, closets; 14-watt 
Sylvania or G-E fluorescent tube 
is encased in all-steel shade in a 
variety of colors; equipped with 
8-ft. cord and plug in transformers; 
may be had for a.c. or d.c. 
Electrical Merchandising, April 1, 
1947, 


AGATE House Numbers 


Agate Plastics Corp., Merchandise Mart, 
Chicago, 54, lil. 


Device: Luminous plastic house num- 
bers that glow-in-the-dark. 

Selling Features: Without electricity 
or reflectors; absorb daylight - and 
have phosphorescent glow at night; 
cream colored; easily mounted with 
2 small screws. 

Electrical Merchandising, April 1, 
1947, 
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OVERWHELMING 


PN elo 347 .\, | o) ae 


HE VERY FACT that RCA Batteries are 

designed for radio by radio engineers, 
is the reason why dealers and servicemen 
everywhere are turning to RCA Preferred 
Type Radio Batteries for greater profit and 
customer satisfaction. 

Each radio-engineered battery type has 
the right capacity for the current drain of 
the sets it is designed for. And all “A-B” 
types are engineered so that both sections 


Flashlight Portable A's Portable B's Portable AB’s 


TUBE DEPARTMENT 


HARRISON, H. J. 
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“ Rares. 





deliver effective voltage for the full life of 
the battery pack. 


Add this to the fact that RCA is the great- 
est name in radio, and you'll understand 
why the smartly packaged and competitively 
priced RCA Radio Batteries lead the way 
today. You can get your stock conveniently 
and quickly from the same RCA Distributor 
who supplies you with RCA tubes, parts, 
and test equipment. 





RADIO CORPORATION of AMERICA 
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Farm A's Farm B’s Farm AB's Industrial 



















TK your head off... 


Electric ranges don’t need that much selling. 


No, not even if today’s models do have 
more features than ever. 


Just stop a minute and ask yourself this 
question: What contributes most to an elec- 
tric range’s performance? 


Of course—the surface heating units! So 
why not emphasize them in your sales talk? 


Because most women cook on top of the 
range three times a day, surface units have 
a full-time job. And it’s one that calls for 
the rugged strength and year-after-year de- 
pendability which leading manufacturers 
provide by equipping ranges with time- 
proved INCONEL* Sheathed Heating Units. 


Strong and tough and entirely rustproof, 
INCONEL resists corrosion by spilled foods, 
fruit juices and spattered fats. INCONEL 
Sheathed Units heat rapidly and evenly . . 
with minimum heat loss. They don’t crack, 
warp or scale, 


Not new,not untried, INCONELSheathed 
Heating Units serve long and faithfully de- 
spite high temperatures and repeated heat- 
ing and cooling. One manufacturer alone 
has used several million units sheathed in 
INCONEL ... and untold numbers of them 
are today more than 10 years old. 


You'll find INCONEL Sheathed Heating 
Units in ranges designed to meet every de-_ 
mand for quality performance. Remember © 
that... and play it up when you talk to 


electric range prospects. ‘Reg. U. 8. Pat. Of. 


THE INTERNATIONAL NICKEL COMPANY, INC. 
67 WALL STREET, NEW YORK 5, N.Y. 








Incondl wait toes 
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HANDEE ‘Tool Kit 


Chicago Wheel & Mfg. Co., 
1101 W. Monroe St., Chicago, 7, Ill, 


Device: Handee kit—a complete, com- 
pact tool shop. 

Selling Features: A steel, hinged top 
carrying case holds Handee tool 
and an assortment of 40 accessories 
including steel cutters. drills, 
mounted wheels, polished wheels, 
drum ‘sander and bands; grinds, 
drills, cuts, carves, sands, saws, 
sharpens, routs, engraves on any 
material — metal, wood, plastic, 
leather, linoleum, stone, bone; an 
interchangeable spring collet clutch; 
a close-fitting, non-breakable hous- 
ing; an efficient motor, a 7-segment 
commutator; runs at a oa 25,000 
rpm., a.c.-d.c.; weighs 12 oz. 

Electrical Merchandising, April 1, 
1947. 
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NOVELAMP Bed Lamp 


Novelty Mfg. Co., 3002 McGee Traffic- 
. way, Kansas City, 8, Mo. 


Device: Novelamp bed lamp for use 
on double beds. 

Selling Features: Provides individual 
light for either side of a double 
bed leaving the remainder of room 
in comparative darkness; uses 2 
standard 40-watt bulbs; rays project 
through two optically ground 
lenses; aluminum case, weighs 18 
0z.; can be attached to any style 
bed back; adjustable to almost any 
reading ‘position ; available in 
colors—ivory, brown and gold. 

Electrical Merchandising, April 1, 
1947 
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PHIL-MAR Pin-Up Lamp 
Phil-Mar Electric Inc., Cleveland, O. 


Model: “Symphonette” No. 109RG. 

Selling Features: Cast aluminum 
lamp ; fiberglas fabric shade; plas- 
tic reflector bowl, a G-E flamenol 
cord and plug set, 100-watt bulb; 
available in polished aluminum, rust 
metalescent, green metalescent and 
blue. 


Electrical Merchandising, April 1, 
1947, 
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N° COMPETITIVE storm clouds for Spar- 
ton dealers. Not a chance! 


One big reason: Sparton national mag- 
azine advertising does an exclusive local 
job for them. 


Yes, that’s right! Those beautiful, full- 
page, four-color Sparton ads you see in 
Life, Saturday Evening Post, Collier’s, 
Ladies’ Home Journal and McCall’s are 


local ads for Sparton dealers. 

Here’s how it works 
There’s only one Sparton dealer in each 
community—so every copy of these mass- 
circulation magazines to reach an area 


sends prospects to one and only one dealer 
—(easily located through the yellow pages 





ELECTRICAL MERCHANDISING—APRIL 








| (ts always Tar sentabes 
on the Sparton side 


of the telephone directory). As _ these 
magazines are read by people who'd be 
interested in a Sparton, it’s rifle-accurate 
coverage of the best prospects in the area. 

Look at the ads themselves. They’re gor- 
geous, appealing—they feature the work 
of Michael, famous magazine illustrator 
—and “in demand” radio-phonographs get 
top billing. 

Combine outstanding national advertis- 
ing that works locally with the other 
features of S.C.M.P.* (Sparton’s method 
of distribution that ends the headaches of 
radio.retailing) and you have the answer: 


It pays to be a Sparton dealer! 


THE SPARKS-WITHINGTON CO., JACKSON, MICH. 


Radio and Appliance Division—Plant 5 


Radio’s Richest Voice Since 1926 














in each community 


Check These 
Profit-Increasing Features 
One exclusive dealer in each area 


National advertising that works 
locally 


Direct factory-to-dealer shipment 
Low consumer prices 


Factory prepared and distributed 
promotion helps 


Seasonal promotions 
Uniform retail prices 


Products styled by outstanding 
designers 








SPARTON CO-OPERATIVE MERCHANDISING PLAN. A proven exclusive 
* * « e @ method of profitably retailing radios and home appliances that has been 


and is being advertised regularly to consumers in leading magazines. 
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In Brand Identification! 
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They're new — 
they're revolu- 
tionary — they're 
NOMA Bubble- 
Lites. Clever, col- 
orful, alive with 
bubbling action 
—they sell on 
sight! 
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In cities from coast to coast—a recent sur- 
vey of Christmas lighting shows that more 
people know NOMA—more people prefer 
NOMA—than any other brand. In the field 
of decorative lighting ...it’s NOMA 25to 1! 


[hat NOMA leadership . . . that NOMA 
demand ... is good news for NOMA deal- 
rs. But... that’s not all! Now... NOMA, 
oldest name in Christmas lighting brings 
you the newestthing in Christmas decora- 
tion... NOMA BUBBLE-LITES. 


Beautiful NOMA BUBBLE- LITE trees and 
colorful NOMA BUBBLE-LITE sets... 
alive with the spirit of Christmas . . . art 
sweeping the country. Theyrepnew .. . 
they’re revolutionary ... They're NOMA. 
They've joined the NOMA pr 
1947 ... combined force! 
uously popular NOMA Cole 
consistently profitablewN . 
decorations that have made N 
Greatest Name in Decorative Lighting. 
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700—Illuminated Tree 
Top Angel. Silver 
wings and dress. 
Hidden cardboard 
cylinder makes iteasy 
to slip over top of 
tree. 


NOMA 


ELECTRIC CORPORATION 


55 WEST 13TH STREET « NEW YORK 11, NEW YORK 


110—8 Series loop type 
ovtfit—Tri-piug connection 
with outlet for attaching 


198—Artistic Candolier. Ta- 
























pered candles equipped 
with lamps and halo device 
give beautiful glow effect 
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STEWART-WARNER 
Videorama 


Stewart-Warner Corp., 1826 Diversey 
Pkway, Chicago, Ill. 


Device: Stewart-Warner “Videorama” 


radio-television receivers No. T712 
and T711. 


Selling Features: Covers all 13 video 


bands; has a 10-in. direct-view 
cathode tube, plus 21 other tubes and 
2 rectifiers; 12 in. super-dynamic 
speaker; AM band from 540 to 1600 
kes, in addition to television sound 
on FM; automatic frequency control 
on horizontal scanning prevents tele- 





vision from “jumping off screen” 
when set is actually jarred; instru- 
ment panel is slanted for easy visi- 
bility trom either a sitting or stand- 
ing position; telecast is reproduced 
clear and sharp even in a well-lit 
room; controls are adjusted for 
local conditions when set is in- 
stalled; available in custom-built 
cabinets of either modern bleached 
walnut (model T-711) or Georgian 
natural walnut (model T-712). 


Electrical Merchandising, April 1, 
1947. 

















SONORA Phono-Radio 


Sonora Radio & Television Corp. 
325 N. Hayne St., Chicago 12, lil. 


Device: Model RMR-219 console 


phono-radio. 


Selling Features: AC superhet; big 


dynamic speaker; variable tone con- 
trol; AVC; new-type built-in loop; 
no aerial or ground required; quick- 
reading dial; 535-1620 kc. and 
5.65-18.3 mc.; automatic record 
changer with new low-pressure 
crystal pickup and long-life needle; 
plays 12 10-in. or 10 12-in. records; 
mahogany cabinet, amber finish; 2 
record storage compartments; 7 
tubes. 


Electrical Merchandising April 1, 


1947, 
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PHILCO Table Radio 


Philco Corp., Home Radio Div., 
Philadelphia, Pa. 


Model: No. 204 table radio. 

Selling Features: 5-tube superhet in- 
cluding rectifier; standard broad- 
cast; a.c.-d.c. ; electrodynamic 
speaker; wood plastic cabinet with 
leather-grained patterns; ivory plas- 
tic bezel and knob with bronze in- 
serts. 

[Electrical Merchandising, April 1, 
1947. 








AIR KING Radio-Phono 


Air King Products Co., Inc., 1523 63rd St., 
Brooklyn, 19, N. Y. 


Device: A-403 “Court Jester” table 
type radio-phono. 

Selling Features: Superhet; precision 
die-cut antenna; all controls con- 
veniently located Alnico PM speaker ; 
record player plays 10- or 12-in. 
records; equipped with Fidelatone 
lifetime needle ; compact, modern de- 
sign, hand-rubbed walnut finish case. 

— Merchandising, April 1, 
1947. 














ANDREA Radio 
Andrea Radio Corp., 27-01 Bridge Plaza 
North, 
Long Island City, 1, N. Y. 
Device: Model T-U15 two band a.c.- 
d.c. table radio. 
Selling Features: Band coverage— 
standard 545-1700 kc., and short 
wave, 5.85 to 22.5 mc.; large, full 


vision, edge-lighted glass dial; beam 
power output of 2 watts; dynamic 


Selling Features: 5-tube su 


speaker with oversize magnet; all 
parts protected against extreme 
temperatures and humidity by 
Andrea “Climate Sealed”  treat- 
ment; self-contained loop antenna; 
chassis equipped with photo jacks 
for television sound and record 
player; dual AVC; molded plastic 
case of walnut plastic. 


Electrical Merchandising, April 1, 


1947. 

















PILOT Portable Radio 


Pilot Radio Corp., 37-06 Thirty-Sixth St., 


Long Island City, 1, N. Y. 


Model: Pilot T-570 Standard Broad- 


cast and shortwave portable radio. 
rhet ¥ 
rectifier; 52 in. p.m. sp oy with 
3.15 oz. magnet; tuned RF —_ 
3-gang condenser ; ush-button con- 
trols for band an wer supply ; 
Lucite dial; spring dial light switch 
for use during battery operation; 
operates on a.c. or d.c. or battery; 
luggage-type cabinet of grained 
alligator leatherette in brown or 
blue; front panel folds down and 
— into position during operation 
ot set. 


Electrical Merchandising, April 1, 
1947. 











MAGNAVOX Radio-Phono 
The Magnavox Co., Fort Wayne, Ind. 


Model: Hepplewhite radio-phono con- 


sole. 


Selling Features: Right hand drawer 


contains radio controls; left hand 
drawer has fully automatic record 
changer; fine furniture cabinet de- 
signed to beautify home has func- 
tional properties such as shelves 
which may be used for a library 
of record albums containing 175 
records, or as a display space for 
antiques and curios; top may hold 
a lamp, etc. 


Electrical Merchandising, April 1, 


1947 


APPLIANCE 










RCA Radio-Phonos 


RCA Victor Div., Radio Corp. of 
America, Camden, N. J. 


Models: Crestwood series 612V1 and 
612V3 consoles with FM. 

Selling Features: Phonograph, turn- 
table and controls for all three bands, 
standard, FM and international short 
wave, are integrated into a single 
unit which rolls out on tracks for 
easier access when drop-leaf door 
is tilted open; once records are 
placed on automatic drop-type 
changer or the radio is turned to 
desired station, the roll-out unit 
can be rolled back and enclosed in 
cabinet; Silent Sapphire tone arm; 
Golden Throat tone system; gen- 
erous record storage space; push- 
button tuning; a 12-in. electro- 
dynamic speaker; AVC; 3 built-in 
antennae for the 3 bands; available 
in blonde, mahogany and walnut 
finishes. 

Electrical Merchandising, April 1, 
1947. 
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FORE-SITE Radios 


Cron Kills Co., Inc., Piqua, Ohio, Manu- 
tacturers Representative, Merle C. Hutch- 
inson, 666 Lake Shore Drive., 
Chicago, 11, il. 


Modéls: No. 110N, 180N and 181N. 
radios. 


Selling Features: All models equipped 

with 6 tubes including rectifier ; illum- 
inated dial; standard broadcast ; built- 
in LO-z Loop with additional an- 
tenna connections; AVC; tone con- 
trol, R-F stage, and permanent mag- 
net "dynamic Alnico speaker equipped 
with permeability tuning. 
No. 110-N, blond a night table 
model; No. 180-N blond oak cabinet 
with radio; and No. 181-N, blonde 
oak cabinet with radio- phono combi- 
nation to accommodate both 10 and 
12 in. records. 


Electrical Merchandising, April 1, 
1947. 
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MAN with a Money-making message 


Let Al Dodge tell you how to put LIFE into your selling 


iy 


GELUNG © 
ta) oe 


you DO 
RIGHT < 


"Me 


i a 


1. Meet Al Dodge, champion of better retail selling methods. Al is sales 
vice-president of A. R. Tiller, Inc., Richmond, Va., distributors of 
Eureka Cleaners and Irons, Youngstown Kitchens, and other well-known 
appliances. ““Better retail selling,” Al Dodge preaches, “is what we need 
most to make more money, move the vastly expanded production of 
U. S. industry.” 














at <n a oe eo $ 
3. Important part of every Al Dodge talk to retail groups is his advice, 
“Put LIFE in your selling. LIFE is more than the greatest medium for 
printed advertising ever known. It is one of your most powerful direct- 
sales tools.”’ And then he shows them exactly how to use LIFE advertise- 
ments in their selling. 


PAGE 150 


D i. 


‘Willer ‘Rhoads 
PROGRESSIVE TRAINING PROGRAM 
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2. For 10 years, Al Dodge has led a one-man crusade to put over his idea. 
In the past twelve months, he talked to more than thirteen thousand 
retailers and retail salesmen. And he has given away more than one thou- 
sand seven hundred of his “better selling dollars” —a crisp dollar bill in 
a folder, which he presents to salesmen in recognition of having done a 
bang-up selling job. 








4. One of the things he does is to send his dealers copies of LIFE containing 
ads for his products. Here’s the way he fixed up the cover of the Febru- 
ary 3rd LIFE so his retailers wouldn’t fail to see the ad for Eureka Irons. 
“Within a week after this ad appeared,” Al says, “we wired the factory 
to triple our allotment of irons.” 
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5. Like Al Dodge, retailers believe in ADVERTISED IN 
LIFE tie-ins. Here, Jack Thompson, Manager of Meinhard 
Furniture Company, Richmond, Va., sets up a Eureka 
display, using the LIFE ad.“ We know advertising in LIFE 
does plenty of selling for us in Richmond,” says Mr. 


Thompson. (Note: There are 56,130 LIFE readers in the 
Richmond trading area.) 





6. Morris Music Shop, Portsmouth, Va., used the copy of 
LIFE that Al Dodge sent them in a Eureka Cleaner win- 
dow display. ““The Eureka ad in LIFE stimulated dealer 
promotion and consumer sales so much,” says Al Dodge, 
“that our orders doubled the first week.” 





7. At Jones & Gooding, F Hichahend. Bieiey Jones (right) 
receives a “better selling dollar” from Al Dodge for his 
efiective ADVERTISED IN LIFE display. “We find that 
many customers ask for merchandise they see advertised 
in LIFE,” says Mr. Jones. ““That’s why we welcome LIFE 
tie-in displays from our suppliers.” 
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Use this list to put 





LIFE’s local selling power 
to work at your counters 


Here is a list of appliance-store items to be ADVERTISED IN LIFE during April 


MAJOR APPLIANCES 
Apr. 7 Eureka Vacuum Cleaner—l4 page 
Apr. 14 Kelvinator Frozen Food Chest & Moist 

Master Refrigerator—page, c. 
Bendix Home Laundry—page, c. 
Hoover Cleaner—page, c. 
A. O. Smith Water Heaters—page, c. 
Apr. 28 *Kalamazoo Gas Range—page, c. 
Youngstown Kitchen—page, c. 


SMALL APPLIANCES 
AND HOUSEWARES 
Wear-Ever Aluminum Products— 
page, c. 
G-E Clocks—Y4 page 
Robeson “Shur Edge” Cutlery—l4 page 
14 *Club Aluminum Cookware—page, c. 
G-E Lamps—page, c. 
Ray-O-Vac Flashlight—l4 page, c. 
Sunbeam Mixmaster—}4 page, c. 
*Libbey Glassware—l4 page 
Camillus Cutlery—¥% page 
Casco Heating Pads—42 lines 
Telechron Telalarm Jr.—page, c. 
Westclox Electrics—'4 page 
Kellogg Brushes—l4 page 
G-E Toasters—l4 page 
G-E Coffee Maker—4 page 
Gill Electric Portable Stove— 4 page 
Rex Cutlery—¥% page 
Casco Heating Pads—42 lines 


RADIOS, PHONOGRAPHS 
AND INSTRUMENTS 
7 Lester Pianos—l4 page 

*Sylvania Radio Tubes—'4 page 
Apr. 14 G-E Radios—page, c 
Trav-Ler Radio—\4 page 
RCA Victor Instruments—page, c. 
RCA Institutional—page 
Capehart-Farnsworth Radio- 
Phonograph—page, c. 
Sylvania Radio Tubes—'4 page 


RECORDS 
Columbia Records—page 
Victor Records—page 
Decca Records—page, c. 
Victor Records—page 
Columbia Records—page 


HOME FURNISHINGS 


Apr. 14 Cannon Sheets—page 
Simmons Beautyrest Mattress—page 


Apr. 21 


Apr. 7 


Apr. 


Apr. 21 


Apr. 


Apr. 21 


Apr. 28 


Apr. 14 


Apr. 21 


*Stars indicate that, as we go to press, these 
LIFE advertisers have ordered LIFE Mer- 
chandising sales helps similar to those that 
Eureka retailers found so effective. Ask your 
suppliers about ADVERTISED IN LIFE 
merchandising aids 
NOTE — Because of last-minute changes 
some of the ads scheduled for April 14th, 
21st, and 28th may appear in issues different 
from those listed above. 


Apr. 21 Pepperell Sheets—page 
Ostermoor Mattress—l% page 
Apr. 28 Chatham Blankets—page, c. 
*Kroehler Furniture—page, c. 
Mohawk Carpets—page, c. 
United Wallpaper—page, c. 


CAMERAS AND OPTICAL GOODS 
Apr. 7 De Jur Projector—\% page 

Apr. 14 Bell & Howell Camera—page, c. 

Ansco Photographic Materials—page 
Kodak Verichrome Film—page, c. 
Soft-Lite Lenses—l4 page 

Graflex Camera—l4 page 


Apr. 21 
Apr. 28 


JEWELRY AND WATCHES 
Apr. 7 Ingraham Clocks & Watches—page 
Apr. 14 *Keepsake Diamond Rings—page, c. 
Elgin Watches—page 
Longines-Wittnauer Watches—page 
Jacques Kreisler Watch Bands— 
Y, page, c. 
Girard-Perregaux Watches—'4 page 
Tissot Watches—Y4 page 
Kelbert Watch—l4 page 
Apr. 21 *Orange Blossom Rings by Wood—page 
Krementz Jewelry—% page 
Apr. 28 *Elgin American Compacts—spread, c. 
Gruen Watches—page, c. 
Jacques Kreisler Watch Bands— 
VA page, c. 
Laguna Pearls—!4 page 
Cardinal Diamond Rings—'4 page 
Coro Jewelry—Y4 page 


SILVERWARE 


International Sterling —page, c. 
Watson Sterling—l4 page 
Community Silverplate—page, c. 
1847 Rogers Bros.—page, c. 


Apr. 7 


Apr. 21 


SPORTING GOODS 
Bristol Golf Clubs—Y4 page 
Indian Motorcycle—28 lines 
Arnold Schwinn Bicycles—'4 page 
Indian Motorcycle—28 lines 
Rollfast Roller Skates—4 page 


Apr. 7 


Apr. 14 
Apr. 21 
Apr. 28 


GARDEN SUPPLIES 


Montamower—42 lines 
Santay Hose—¥4 page 


Apr. 7 
Apr. 21 


c. indicates color advertisements. 


ADVERTISED 


LIFE 


LIFE, 9 Rockefeller Plaza, N. Y. C. 20 
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FARADA 


NATIONALLY RECOGNIZED! 


FARADAY CHIMES 


with tones of warm welcome 


Your electrical department will take on a new, 
attractive air when this smart Faraday Chime 
display goes to work! Complete with six chimes 
and push buttons, wired and ready to plug in. 
The Faraday line of eleven models includes both 
tubular and bar chimes that harmonize with any 
decorating scheme and suit any pocketbook. All 
are engineered for positive, trouble-free action. 
Tubular models have the new, exclusive “tone 
crown” hangers (all metal—no strings) which 
assure richer tone and a minimum of swinging. 


$6p95 


















Beautiful selling aid 


and up 
demonstrates and sells! FAIR TRADE 
RETAIL PRICE 











Bnoilmasten 


REG. U. 5. PAT. OFF, 


Plugmasten 


ALL-APPLIANCE CORD SET 


Versatile and profitable, nothing else 
like it! Plugmaster fits a// of your cus- 
tomers’ appliances — iron, toaster, 
waffle baker, coffee maker, etc.— be- 
cause of its patented self-adjusting 
plug. Sells on sight because it ends 
cord worries. Clever, effective Faraday 
Plugmaster demonstrator enables 
customer to try Plugmaster on nine 
different type terminals! 


FAR 
TRADE 
RETAIL 

PRICE 


B39 






Broilmaster provides the world’s 
easiest method of broiling, as any 
customer can readily see—plus flavor 
unmatched by any other method. 
Fits over any frying pan—no stoop- 
ing, no greasy broiling oven to 
clean. Inverted on its own remov- 
able base, Broilmaster is also a 
handy electric 


grill. Attractive Fair 
lighted selling $ 45° oe 
aid speeds sales. Price 











Visit the Faraday Booth No. 527 at 
the Housewares Show in Philadelphia 





FARADAY 


ELECTRIC CORPORATION 


ADRIAN, MICHIGAN 
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ELECTR APPLIANCE 


NEW RADIO PRODUCTS 


plays through any radio without un- 
sightly wiring connections; new 
fool-proof tone arm; aluminum 
super-lightweight tone arm with 
featherweight crystal cartridge: 2 
organ type push button keys; ad- 
justable trimmer eliminates station 
interference; turn-table screwed into 
position, will not flop around; plugs 
into any 110-120 volt 60 cycle ac. 
socket; 2-tone leatherette covered 
base, 

Electrical Merchandising, April 1, 
S-W Table Radio 1947, 


Stewart-Warner Corp., 1826 Diversey 
Pkway., Chicago, Ill. 


Model: Stewart-Warner “Air Pal” 
table radio. 

Selling Features: Weighs 32 lbs.; 
smaller than cradle phone; 4 tubes 
plus rectifier; a.c.-d.c.; 535-1600 
k. c.; built-in Radair antenna; . 
manent magnet dynamic s er; 
Model A51T2, brown plastic, 
A51T3, ivory plastic, and A51T4 
ebony plastic. 

Electrical Merchandising, April 1, 
1947. 








oe 


ECA 3-Way Portable 


Electronic Corp. of America, 170 53 St., 
Brooklyn, 32, N. Y. 


Device: “The Smart Set” 3-way port- 
able radio No. 204. 

Selling Features: 7-tubes; 3-gang con- 
denser ; when used portably, new type 
circuit provides weak station recep- 
tion two to four times as effective 
as former portable receivers; delivers 
1-watt undistorted output when used 
on line current, and .175 watts oa 
battery operation; incorporates new 
miniature tubes; built-in antenna; 
Alnico V. speaker; AVC; tuned radio 
frequency amplifier; full dial range 

S-W Radio-Phonos 535-1640 kes.; water-repellent alli- 

gator leatherette with removable 

Stewart-Warner Corp., 1826 Diversey hinged cover and a flexible 2-tone 
Pkway., Chicago, lil. leather handle. 

Models: S-W “Consolette” a.c. radio- — Merchandising, April 1, 
phono models 61TR46 and 61TRS56. . Y 

Selling Features: Originally designed 
as table model it has been given 4 
easily-added accessory legs, i 
it usable as a chairside radio or 
other use without impairing its por- 
tability; 5 tubes plus rectifier; a 
single band 540-1725kc; standard 
record changer; low-friction alloy 
permanent needle model 61TR46 
wheat-straw finish wood cabinet, 
model 61TR56, walnut wood cabinet. 

Electrical Merchandising, April 1, 
1947. 























WESTERN Symphonola 


Western Sound & Electric Labs. Inc., 
Milwaukee, 8, Wis. 


Device: New Western Symphonola 
combination. 

Selling Features: Radio and automatic 
record changer with “platinum 
tone”; slide drawer for easily ac- 
cessible operation; high fidelity; 
full range; 12 in. P. M. speaker; 
special large tone chamber for full 
tones; plays with door open or 
closed; trouble-free changer plays 
12 10-in. or 10 12-in. records; 7-tube 
radio can be operated with loop or 

Device: Model WRA-1 improved outside antenna; cabinet available 
wireless automatic record player. in walnut or mahogany veneer. 

Selling Features: Plays 14 10-in. or Electrical Merchandising, April 1, 
12 12-in. records at one setting; 1947, 





USE-A-TONE Record Changer 


National Acoustic Products, 
120 N. Green St., Chicago, 7, Ill. 
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ERE is a low priced, efficient “‘pack- 

aged” gas-fired, fully automatic heat- 
ing unit that is ideal for homes, stores, 
offices and business places. 


Hot Boy is a superior, circulating, forced 
air, gas-fired heater. It is precision built, 
modern in design and styling and is fin- 
ished in rich brown enamel. 


Positive forced distribution of warm air 
is made possible by a large sixteen inch, 
slow speed, high air volume delivery fan. 
A brazed steel heat exchanger of tubular 
construction effectively diffuses the heat. 


The Hot Boy burner produces a clear 
blue fuel saving flame that gives off an in- 
tense heat—enough to heat 3 to 6 rooms. 


Hot Boy comes complete and ready for 
installation. It’s all in one self contained 
package. No engineering knowledge re- 
quired. Can be sold the same as a radio, 
washer or refrigerator. Connects with gas, 
electric and flue outlets just like a gas range. 


CLEVELAND 15, OHIO 
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\y \Y The story of Cadillac efficiency 
Qa is being told to the BUYING- 
est women in America. Every 
< month millions of home- 
makers—a vast, selected au- 
dience in both urban and rural areas—are 
reading about Cadillac Vacuum Cleaners 
in leading national magazines. Many of 
these prospective customers are in 
YOUR community .. . able to pur- 
chase quality vacuum cleaning equip- 
ment right now . .. and ready to buy 
- > Cadillac when more are available. 


— ’ / 
: ty rae y 
’ f | You can sell Cadillac cleaners 


profitably and with confidence. They sell and stay sold. 
The mechanical superiority built into every Cadillac 
machine assures long, trouble-free service and customer 
satisfaction that grows with the years. Made in motor- 























1947 Sales Programs Get Underway | 






“ALL THIS and Proctor too!" exclaims Paul S. Coolidge, right, New York district 
manager, in describing Proctor's new one-million dollar advertising campaign to 
members of Lehr Distributors, Inc. Seated, left to right: Paul Lippman, Phil Sedell, 
and Al Friedman. Standing: Eddie Bonds, Bob Philpot, Jerry O'Hare, Irving Framin, 
Carl McLaughlin, and J. Daley. 





driven brush and cylinder types, Cadillac cleaners are 
today’s biggest value in deep, thorough cleaning. 
Write today for full details about Cadillac's many 
SS outstanding features. - 
















* 2-speed control: high speed for extracting deeply 
embedded dirt, low for daily surface pickup. 

* Powerful, dynamically balanced motor. 

* Advanced features: accurate nap adjustment; 
dirt-finding pilot light, etc. 

* Beautiful HAMMERLOID finish. 

CADILLAC GUARANTEE OF QUALITY. 











SEE 
OUR EXHIBIT 
BOOTH 911 
HOUSEWARES 5 

SHOW 


In Philadelphio 
APRIL 27 TO 
MAY 2 








CLEMENTS MFG. CO. 





6666 SOUTH NARRAGANSETT AVENUE + CHICAGO 38, ILLINOIS 
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PROGRAM FOR 1947 of the Free Sewing Machine Co., Rockford, Ill., is planned 
out by these executives in a recent general sales meeting. Left to right: H. J. Kasler, 
vice-president; R. W. Dickson, eastern district sales manager; B. N. Eberlin, Chicago 
district sales manager; L. E. LeVee, vice-president in charge of sales; M. S. Satre, 
Middle Atlantic sales manager; A. D. Clark, middle-west and southern district sales 
manager; J. T. O'Shell, southeastern district sales manager; and T. Carroll Deamer, 
western district sales manager. 











FARNSWORTH CONFERENCE: District managers and company officials for the 
Farnsworth Television & Radio Corp. who met recently at Fort Wayne for an outline 
| of 1947 merchandising plans and a preview of new models included, seated left to 
right: Clifford A. Malliet, E. H. Vogel, vice-president in charge of sales, John S. 

Garceau, and Glenn L. Kuffer. Standing: Hector A. Castellucci, Stanley A. Morrow, 
| John S. Conger, Lee V. Hadin, Roy P. Mulhausen, Leon L. Beardsley, Joseph E. 
Hendrickson, George S. Jeffers, Arthur E. Champagne, J. H. Kelly, G. E. Worden. 
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a frank statement about YOUR 
chances of getting delivery of the 


FAN-GLO HEETAIRE 

















ALONG about the middle of August, 
you electrical, hardware, appliance and 
ell, furniture dealers from coast to coast 
will start asking your jobbers for delivery 
dates of the new FAN-GLO HEETAIRE 


WHAT about the rest of the jobbers — 
yours, for instance? 


THAT’S where production comes Mc. 





(the only portable heater built that LY ss If we can get the steel, the fractional 
produces both kinds of heat). iF horsepower motors, and other scarce : 
\ <t items, then we can produce enough i 
BEFORE your jobber gets a chance to FAN-GLO HEETAIRES to fill, in “320 

answer when or if, we'd like to tell you measure, the demand for this world’s 
why, ~ = most wanted auxiliary heater. d 





IN 1946 we manufactured — and de- 
livered — 14 times as many FAN-GLO 
HEETAIRES as in any previous year! 


IF we can’t get steel and motors and 
other materials, then we won't be able | = | 
to deliver to more than half of our ap Za 


jobbers . . . perhaps yours! And what 
your jobber can’t get, he can’t deliver. 





FOR 1947 we have orders on hand for 
over 146% as many FAN-GLO xueust 
HEETAIRES as we shipped last year! 


THAT'S our frank statement . . . and 
that’s why, along about August 15, your 
jobber may not be able to say when 





r, 
jo 





ir, 





AND these non-cancellable orders — 1947 | 
on which we begin delivery this month “jf euy fe 
(12% of the total) — are from less than “oem 
44% of all our jobbers! 4 












when ... unless... materiall 


+ ony 
UNLESS we get the stuff — and, of 
course, his order (and yours) is in now! B B 









FAN-GLO HEETAIRES 


the world's most-wanted auxiliary heaters 
THE ONLY HEATERS BUILT THAT GIVE BOTH KINDS OF HEAT 





2 ° 
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NOW OFF THE PRESS! Write for your free copy of our 
new illustrated catalog — showing our complete line — plus 
the new Series 166 (the new high wattage fan-driven heater 
at a new low price). 


LA SALLE LIGHTING PRODUCTS Inc. @ MARKEL ELECTRIC PRODUCTS Inc. ~] 


145 SENECA STREET BUFFALO 3, N. Y. 
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4 KETCHERNS 


STYLED IN STEEL 


PLAN-A-KIT 


Simple 3-STEP Sales Method follows through 
with you on National Advertising 


Following powerful national advertising, American Kitchens supply 
you with the simplest, most convincing and sure-fire sales-closing 
tool ever developed in the home equipment field. This is the PLAN-A- 
KIT. With it, you can show your prospect exactly what she is getting — 
duplicate exactly and in miniature her kitchen-to-be with every door 
and window, every piece of equipment (cabinets, sink, stove, refriger- 
ator) in place. She buys her own kitchen, not a picture of some other 
woman’s kitchen—not a “‘pig in a poke”. 

The PLAN-A-KIT eliminates the old-fashioned, time-wasting paper 
and pencil method; is just one more reason why the American Kitchen 
Line is so profitable in the biggest market in the home equipment field. 


Fe Z = 


STEP 
2nd N-A-KIT an ¢X- 


' c ee ie 
, » PLA re " 
Create with ~- licate of her kitchen — ae pa Bra sie 
ig e dup ent in place. ms : oe 


f equipment Wr make — — i st is simple. install 
me ‘ way ; er minia- 
Use thetri er the : Fh ree : ae . e sees po be- 
hree “bluepr . add to it unit 4 ot r ; re dream kitchen Cc 
: “nen at once—° jcted- > . - delighted eyes- 
entire kitene an is comple 7 fore her de 


by unit until her pl 
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SETTING RECORDS AND PROMOTING SALES 


The Camera Watches 
as Three Goals Are 
Reached and Three 
Conventions Are Held 


RECORD WATCHER: Burton Browne 
(left), president of the Aero Needle Co., 
Chicago, watched J. P. Kay (right), rep- 
resentative in Missouri, lowa, Kansas, 
and Nebraska, pile up an outstanding 
sales record in 1946, then presented 
him with a specially inscribed Hamilton 
watch. Mr. Kay registered the greatest 
increase in needle sales among company 
representatives. 


SWEPT OFF ITS FEET by the enthusiasm of Eureka Williams officials is the new 
1947 model cleaner held in the arms of George Walker, industrial designer. The 
streamlined upright cleaner was presented to distributors at a recent national con- 
ference in Chicago. Henry Burritt, Eureka president, admires from the left, while 
Betty Thomas, model, and George T. Stevens, executive vice-president, are equally 
appreciative on the right. 


BIG FRACTION of fractional horsepower motor output is contributed by the Russell 


Electric Co., division of Raytheon Manufacturing Co., which recently completed its of the International H ' 
one millionth 1/20th h.p. motor since V-J Day. Earle Ballantine, center, vice- @ International Hervester Co. who attended the compeny’s recent sales conven- 


" tion in Evansville, Ind., toured a new refrigeration plant and examined the nucleus 
re a? Esther Fisher and Joe Novta compliment each other on the products of a large domestic refrigerator line. Here E. F. Schneider, general man- 
3 2 ager of the refrigeration division (with badge), shows off an I1-foot freezer. 


HARVESTER CONVENTION: The 300 branch managers and other sales executives 


POINT OF PROGRESS: Sales and advertising executives of the Frigideire Division 

of General Motors watch the eight millionth refrigeration product of the company SALES PROMOTION plans for 1947 were recently drawn up by these executives 
pass under a commemorative arch of progress in the Moraine plant of Dayton. Ohio. of the Wisconsin Public Service Corp. Seated Left to right, A. A. Pfingsten, rural 
Left to right: H. F. Lehman, assistant general sales manager; H. M. Kelley, appliance electrification specialist; A. G. Bur, sales manager; and H. P. Taylor, vice-president 
sales manager; P. M, Bratten, general seles manager; F. H. Peters, advertising and treasurer. Stending are: A. G. Blitz, manager of dealer sales promotion, and J. G. 
manager; and E. Gilbert, sales promotion manager. Weitkovich, sales supervisor at Stevens Point. 
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MARQUETTE 


HOME FREEZERS 


the (males llitaincttiin 
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.-ON YOUR DISPLAY FLOOR 


Beautifully styled Marquette Home 
Freezers command attention . . . their 
gleaming white Dulux enamel finish 
and contrasting black trim, aluminum 
name plate and door lifts. 


Marquette Home Freezers are de- 
signed to attract . . . engineered for 
efficiency . . . and priced to sell! 

Here are a few of the many merchan- 
dising features of MARQUETTE Home 
Freezers: Triple Sealed doors . . . Scien- 
tific Thermo Breaker Strip . . . Hermeti- 
cally Sealed Unit . . . Adjustable Thermo Control . . . 
Solid, welded steel construction . . . Heavily insulated. All 
Marquette Freezers are designed for Fast Freezing making 
so-called “sharp freeze” compartment unnecessary. 

Marqutte is backing you up with Advertising in the 
Saturday Evening Post and giving you the opportunity to 
cash in on all Marquette Home Freezer Advertising. Mar- 
quette is geared for action . . . new production records are 
being set every month. Set yourself for a profitable Mar- 
quette Dealership . . . go Forward with Marquette—Write 
or wire today! 


MARQUETTE APPLIANCES, Inc. Minneapolis 14, Minnesota 










| write aa wome FREEZE } 
——— 





Emerson Lops $10 
From Portable Price 


Emerson’s new 1947, seven-tube 
portable radio, designed to sell at 
$49.95, has been reduced in price to 
$39.95, Benjamin Abrams, president of 
the company, announced last month. 

Mr. Abrams said that he saw little 
hope of much lower prices for quality 
radio merchandise for some time to 
come, except through economies 
effected by mass production of raw 
materials and components and greater 
efficiency in fabrication and assembly. 
“The price reduction just announced 
by Emerson Radio and Phonograph 
Corp. will undoubtedly be costly to the 
company at the start,” he said, “but 
we are confident that the process of 
greater production and wider distribu- 
tion will gradually bring operations to 
a reasonable profit level.” 

He said that the new list price of 
$39.95 for the set is approximately 25 
percent less than the current market 
average in that category. 


Hotpoint Home Economists 
Cover Strategic Districts 


Hotpoint, Inc., has announced the 
organization of a group of home 
economists operating from Hotpoint 
Institute, Chicago, to follow the lines 
of the company’s sales structure with 
economists at the regional offices. 
The field staff will be directed by Mar- 
garet Davidson, director of the In- 
stitute, with the following regional 
directors: Josephine Parks, Atlanta; 
Elizabeth Lyman, Chicago; Alice 
Wood, New York, and Geraldine 
Furst, San Francisco. Miss Parks has 
been with Rich’s Atlanta, the National 
Dairy Council, and the Southwest 
Electric Corp., Brownsville, Texas. 
Miss Lyman had previously been a 
dietitian at the University of Iowa and 
served with various utilities as a home 
service consultant. Miss Wood was 
formerly with Metropolitan Edison 
Co., Reading, Pa., and the Scranton 
Electric Co., Scranton, Pa. Miss 
Furst was formerly with the training 
department of the Army Air Forces 
at San Francisco. 








YEAR-ROUND HARVEST: The first |! 
cubic foot home freezer to come off the 
assembly lines of the International Har- 
vester Co. quickly found a home in the 
fruit cellar of Mr. and Mrs. Will Flem- 
ing's farm in Ankeny, lowa. They sup- 
plement the freezer with three lockers 
in town, 














CUISINIERE: The Eralite Manufactur- 
ing Co., Ltd., 194 Broadway, Wimble- 
don, London, S.W. 19, England, makes it 
and describes it as a “non-burning 
cooker made in two parts." Device, in 
reality an electric double boiler, is made 
of a black plastic case holding a spun 
lumi dized pot and a ring ele- 
ment. Eralite claims insulation between 
plastic and pot cuts current requirement 
to 150 watts. 
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G-E Sustains Loss 
From 1946 Sales 


The General Electric Co.’s net in- 
come available for dividends to stock- 
holders for 1946 showed a 24 percent 
decrease from the previous year, 
Charles E. Wilson, president, an- 
nounced recently. The amount for 
1946 was about $43 millior. 

A loss of something over half a 
million dollars resulted from 1946 
operations, Mr. Wilson said; the en- 
tire amount of net income is derived 
“from a claim for refund of prior 
year’s federal taxes, from nonoperat- 
ing sources and from the restoration 
to income of an amount previously set 
aside in a reserve for post-war adjust- 
ments and contingencies.” 


For Above-Pre-War 


Although G-E’s net sales for ‘46 
totaled 48 percent less than in 1945, 
they more than double the average an- 
nual volume during the five years end- 
ing in 1940. Mr. Wilson placed the 
blame for the loss on “inadequate and 
. . . delayed” price relief, the strike 
early in the year, materials shortages 
which he attributed to other strikes, 
and wage increases. 

G-E’s president concluded by an- 
nouncing that a total of over $2 mil- 
lion will be available soon for 
distribution to about 126,000 employees 
who are eligible under the company’s 
general profit-sharing plan. 


50°%/, More Washers, lroners 
and Cleaners in ‘47—Frantz 


The ‘production of household 
washers, ironers and vacuum cleaners 
in 1947 will exceed the 1946 record 
highs by 50 percent, said C. G. Frantz, 
president of the Apex “Electrical Mfg. 
Co., speaking recently at a press con- 
ference in Chicago. 

In contrast to the hopes of some 
quarters of the appliance industry, Mr. 
Frantz declared his belief that im- 
mediate consumer demand will be 
stronger for individual appliances than 
for packaged kitchens and complete 
home laundries. Complete installations 
will be increasingly favored, however, 
as home construction grows. 
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Pictured here is one which we built to sew up 
the top and bottom seams of electric water heater 
tanks. It is unique because it is making two cir- 
cular butt welds at the same time, something that 
has never before been done in the industry. 


This machine is fast and accurate but that is 
not the reason why we undertook to build it. We 
were looking for a method to improve the quality of 
our product by giving it the strength and dura- 
bility of one-piece construction. The tank of an 
electric water heater is its body. While other parts 
can be repaired and replaced, once the tank is cor- 
roded, the whole unit is gone. 


Butt welding all seams results in much better 
construction than conventional lap welding, for it 


Worlds Finest Electric Automatic Water Heaters 


WHITE PRODUCTS CORPORATION 
MICHIGAN 


MIDDLEVIEILTE, 
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seals the seam on the inside as well as the outside 
of the tank and joins the metal in a continuous 
single piece. With the overlapping metal ring re- 
moved from the inside of the tank, we removed 
all expansion and contraction of the joint. When 
galvanized, this joint does not break the protective 
zinc coating and the life of the tank is increased. 
The Unitank construction, for that is what we call 
it, means more quality, longer life, and lower cost. 


White Products Corporation has left no stone 
unturned to bring you a better product at a lower 
cost. This advance in construction methods is one 
of many that have resulted from over 17 years 
experience in making Automatic Electric Water 
Heaters exclusively. 
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APPLIANCE WE EVER SOLD!” 
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ur. ¥ = * washer company 


Here’s one reason why 
Automatic Washers are so 
dependable and trouble- 
free. Only Automatics have 
the sealed-in-oil Stokes 
Ball-Bearing Transmission 
that gives your customers 
so many years of faithful 
service. 


That’s why every Auto- 
matic Washer you sell car- 
ries a ‘“‘Service Warranty” 
that pays you cash for 
changing a defective trans- 
mission within one year! 

It will pay you to get 
Automatic’s 1947 Dealer 
Proposition now. Write us 
for name of your nearest 
Distributor. 





Made in Newton, ‘a Since 1908 by 
AUTOMATIC WASHER COMPANY 





SETTING THE STANDARDS: Here are the members of the American Washer 
and lroner Manufacturers’ Association Engineering Standards Committee, who have 
perfected washing test procedure methods by which every member of the industry 
can gauge the performance of his products against each other, and against the com- 
petitive washers of all other manufacturers in the field. The result: all guesswork 
eliminated, every manufacturer given the means by which he can know beyond doubt 
where his washers stand by comparison with all others. In the picture, left to right, 
John B. Dyer, Easy Washing Machine Co., Syracuse, N. Y.; R. M. Mitchell, sales 
manager, Nineteen Hundred Corp., St. Joseph, Mich., in charge of preparations 
when this particular committee meeting was held; Dave Hays, late of General 
Electric; G. I. Cockerill, Apex Electrical Manufacturing Co., Cleveland: W. F. Oliver, 
Bendix Home Appliances, Inc., South Bend, Ind.; N. L. Etten, Chamberlain Corp., 
Waterloo, loWa; Frank Breckenridge, Automatic Weslins Co., Newton, lowa, and P. 
Eduard Geldhof, Nineteen Hundred Corp., committee chairman. 








G-E Executive Sees 
Profit in Ensembles 


Retailers of home appliances should 
be finding it easy to chalk up sales of 
$800 to $2.500 through ensemble sell- 
ing of kitchens, Ralph J. Cordiner, 
vice-president of General Electric, told 
the annual meeting of the American 
Retail Federation in Washington re- 
cently. Complete home laundry units, 
he said, will jingle the cash register 
for $500 to $1,000, and the current 
shortage of domestic servants should 
encourage ensemble selling of appli- 
ances throughout all the rooms of a 
house. However, he emphasized that 
retailers must be prepared to service 
these appliances at all hours of the 
day or night. Only with such round- 
the-clock service will home owners 
be willing to invest the $3,000 or 
$5,000 necessary to completely mech- 
anize a home. 


Post-war Restrictions 


Answering questions from the floor 
of the meeting, Mr. Cordiner revealed 
that G-E now only has about two- 
thirds the number of retail outlets it 
had prior to the war, that the company 
will protect its retailers, but will de- 
mand better performance from them. 

He admitted that retailers’ discounts 
on G-E major appliances are between 
12 and 14 percent less than they were 
in pre-war days, but explained this is 
a necessary result of G-E’s policy of 
keeping its prices lower than the aver- 
age for all manufactured products. 
The cost is absorbed, he said, by manu- 
facturer, wholesale and dealer. He 
also pointed out that most retailers are 
not yet being forced to incur many 
of the selling expenses on major appli- 
ances that were customary before the 
war. Right now, he added, retailers 
have a ready market. When the time 
comes that will require hard selling 
effort, he said, he hopes that increased 
productivity at the factory will make 
it possible to restore pre-war margins. 
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Buckeye Aluminum Founds 
Appliance Subsidiary 


Ross K. Shoolroy, president of the 
Buckeye Aluminum Co., Wooster, 
Ohio, recently revealed the formation 
of an affiliate firm, the Duralux Co., to 
manufacture and distribute electrical 
appliances and housewares. Mr. 
Shoolroy will himself serve as presi- 
dent. J. E. Fishelson, former general 





J. E. FISHELSON 


sales manager of the Hill-Shaw Co., 
will serve as executive vice-president. 
Directors include H. Ward Butterfield, 
A. H. Strunck and John Halloran. 


Progressive Farmer Names 
Mrs. Moore Assoc. Editor 


Virginia Moore, formerly home 
service director of the Birmingham 
Electric Co., Alabama, has been ap- 
pointed associated editor of the home 
department of the Progressive 
Farmer, it was announced recently by 
Sallie Hill, home department editor. 

In her former position Mrs. Moore 
supervised the work of 40 home eco- 
nomists and is noted for her work with 
women’s organizations. 
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Georgia Power Co. 


Preston S. Arkwright, Jr., son of 
the late and longtime head of the 
Georgia Power Co., has been elected 
president to succeed William E. 
Mitchell, retiring after 20 years as 
general manager and two years as 
president. Mr. Arkwright has been a 
member of the company’s legal staff 
since 1926 and a director since 1939. 
His father was president from 1902 to 
1945 and afterwards was chairman of 
the board until his death last Decem- 
ber. E. A. Yates, most recent chair- 
man of the board, has resigned, leav- 
ing the position open. 


Norge Division, 
Borg-Warner Corp. 


Succeeding E. L. Frolich, who re- 
cently resigned to become vice-presi- 
dent in charge of sales of the Warren- 
Connolly Co., New York distributor, 
R. H. Pizor has been appointed sales 
manager of the eastern region for the 
Norge Division of Borg-Warner 
Corp., according to an announcement 
by M. G. O’Harra, Norge vice-presi- 
dent and sales director. Mr. Pizor, 
until recently manager of laundry 
equipment sales, joined the firm in 
1934 and is the third oldest man in 
the company’s sales department in 


R. H. PIZOR 


years of service. During the war he 
was executive assistant to O. H. Shen- 
stone, manager of the company’s Mus- 
kegon plant, and was in charge of in- 
dustrial relations. No successor to 
laundry sales responsibilities has yet 
been announced. 


P. H. BRENNAN 


W. F. SWITZER 


Frigidaire Division, General Motors Corp. 


Three major changes among execu- 
tive sales personnel of the Frigidaire 
Division of General Motors Corp., 
were recently announced by P. M. 
Bratten, general sales manager. 

P. H. Brennan, commercial sales 
manager, has been appointed sales 
manager of the direct factory sales 
division, a new position created by L. 
McCutcheon, manager of direct factory 
sales. 

W. F. Switzer, manager of market- 
ing research, has been shifted to Mr. 
Brennan’s former position as manager 


of commercial sales. He has been an 
employee of the company for 15 years 
and previously worked for the A. C. 
Nielsen Co., Chicago, and as a pri- 
vate sales consultant. 

L. W. Smith, assistant marketing 
research manager, has been upped to 
marketing research manager. He was 
first employed by Frigidaire in 1936. 
At various times he served as zone 
manager and business manager of the 
General Motors public relations office 
in New York, becoming assistant mar- 
keting research manager in 1943. 








NEW POSITIONS 





Stromberg-Carlson Co. 


According to Frederic C. Young, 
Stromberg-Carlson vice-president in 
charge of engineering and research, 
Garrard Mountjoy, former president 
of the Electronic Corp. of America, is 
now a member of the Stromberg-Carl- 
son engineering staff, holding the po- 
sition of chief radio engineer. Mr. 
Mountjoy had served in the past with 
RCA, Lear and Sparks-Withington, 
in research, development and engineer- 
ing capacities before assuming the 
presidency of ECA. 


Pemco Corp. 


According to an announcement by 
Karl Turk, Sr., president of Pemco 
Corp., Dr. George H. Spencer-Strong, 
director of research of the company, 
has been elected a vice-president. Dr. 
Strong joined Pemco’s laboratory 
staff in 1934, in 1936 was advanced to 
the post of assistant director of re- 
search, and in 1942 was appointed to 
the post which he still holds in ad- 
dition to his duties as vice-president. 
He is regarded as an expert on 
porcelain enamel. 


Emerson Radio & 
Phonograph Corp. 


Edward J. Kelly, former vice-presj- 
dent of the North American Phillips 
Co., has been appointed works man- 
ager for Emerson Radio and Phono- 
graph Corp., according to a recent 
announcement by Benjamin Abrams, 
president. Mr. Kelly was an employee 
of the Radio Corp. of America for 25 
years, 


E. A. Laboratories, Inc. 


Sidney Lansman has been appointed 
regional director in Chicago by E. A, 
Laboratories, Inc., Brooklyn, many- 
facturer of the Comfortair heater, and 
will manage the company’s new office 
at 1331 South Michigan Ave. 


Hotpoint, Inc. 


All commercial phases of the opera- 
tions of Hotpoint, Inc., will be con- 
trolled by Leonard C. Truesdell, new 
vice-president in charge of marketing, 
and former general sales manager of 
the radio division of Bendix Aviation 
Corp. Prior to his association with 
Bendix he was fer 11 years associated 
in marketing capacities with Frigidaire 
Division of General Motors Corp. 


ol. C. TRUESDELL 


James J. Nance, executive vice- 
president of Hotpoint, explained Mr. 
Truesdell’s appointment as part of a 
program to “build a powerful mar- 
keting organization to match the 
greatly increased production capacity 
we are now acquiring.” 





The appointment of five regional 
sales managers for Launderall was 
recently announced by Edward A. 
Ash, appliance division head for the 
F, L. Jacobs Co. 

In the East Arthur A. Fair, former- 
ly with Bushnell & Co., takes charge. 
Other associations include Buhl’s 


C. H. DURSTON 
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Jacobs "Launderall" Appoints Five Regional Sales Managers 


Sons Co., Detroit distributing firm, 
the Pooley Co., Philadelphia, and the 
Radio Corp. of America. 

James Kenneth Williams will handle 
Launderall sales in the Southeast. He 
formerly held executive positions with 
Parsons & Co., Detroit distributor, 
General Motors, M. A. Hanna Co., 


JESS KAISER 


J. K. WILLIAMS 


Cleveland, and the Detroit Edison Co. 

In the Middle West, Jess Kaiser is 
the new manager. For three years he 
was merchandise manager for the 
Clark Supply Co., Milwaukee distribu- 
tor. He has also been an expediter 
for the A. O. Smith Co. and merch- 
andise supervisor for Westinghouse 


W. C. BUFORD 


Electric & Supply Co., Milwaukee. 

Working out of St. Louis, Mo., Wil 
bur C. Buford, an Air Corps veterat, 
will handle sales, while in the ll 
western states, C. H. Durston 1 
manager. Mr. Durston has held simi- 
lar positions for Nash-Kelvinator and 
Easy Washing Machine Corp. 


ARTHUR A. FAIR 
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hinge coil. 


2—Remove coil 
support. 
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3—Wipe clean 
with damp cloth. 


4—Replace coil 
support and low- 
er the coil. 














® The new Thermo-Kleen Monotube range surface 

unit is the year’s big sensation in the electric range 
industry. No other unit can approach it in design, 
construction and downright cooking efficiency! 


Its single, free-acting, anchorless coil always lies 
perfectly flat . . . the metal expands and contracts 
evenly, maintaining its flat utensil-contact surface 
after repeated heating and cooling. No humps. . . 
no “hills and valleys” . . . no distortion! The swivel- 
hinge Monotube construction permits fast, easy 


TUTTLE & 


Monotube Coil— 
A T-K Exclusive! 


cleaning. Greater cooking speed and longer life are 
other features of the Thermo-Kleen Monotube— 
an exclusive product of Tuttle & Kift, Inc. 


We have stepped up our production to the limit, so 
that the tremendous demand for these amazing 
new units can be met as soon as possible. They are 
available now in limited quantities for new range 
equipment; a little later, you will be able to stock 
them for replacement use. They are well worth 
waiting for. 


KIFT, Inc. 


Manufacturers: Domestic and Industrial Heating Units —Switches —Controls 
1823 North Monitor Avenue, Chicago 39, Illinois—Cable Address: TUTTLE KIFT 





World-Wide Distribution: BRITISH ISLES—Ferro En 





Is, Ltd., Ounsdale Road, Wombourne, Wolverhampton, England ... SCANDINAVIA AND EUROPE 


(Except France)—Ferro Enameling Corp. of Holland, V. Helmonstratt Voltastraat, Rotterdam (West), Holland . .. AUSTRALASIA—Ferro Enamels (Australia 
Pty., Ltd.), Bourke Road, Alexandrie N. S. W., Australia ... FRANCE AND POSSESSIONS—Societe Anonyme Pour L’exploitation des Procedes Ferro, 3 Rue 
i Saint Georges, Paris 9 e, France... SOUTH AFRICA—Ferro Enamels (Pty.), Ltd., Johannesburg, South Africa . .. BRAZIL—Ferro Enamel S. A., Caixe Postal 
2948, Sao Paulo, Brazil... ARGENTINA, URUGUAY, CHILE AND PERU—Ferro Enamel S. A., Gibralter 1365, Avellaneda F. C. S., Argentina... MEXICO 
—Ferro Enamel de Mexico S. A., Edificio C. |. B. A., Guerrero No. 2, Desp. 309-310, Mexico, D. F.... CANADA —Ferro Enamels Canada Ltd., 629’ 


AIR 
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Wellington Street, Ottawa, Ontario, Canada... ALL OTHER COUNTRIES—Ferro Enamel Corporation, International Division, Cleveland, Ohio. 
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“tuned up” 
and ready— 


for more steel 








Lyon precision-built kitchen cabinets will really roll on this assembly line when 
steel receipts become normal. In every department of our big, modern plant, 
both men and equipment have proved they’re really “set” for record output. 
In the meantime, we are using all available steel to produce essential 
sink, wall and base units for Lyon dealers. Installation of these units— 
which meet the most essential kitchen needs— makes housewives more 
willing to wait for the complete installation 
of cabinets with Tap-O-Matic Handles, Roller 
Bearing Drawers, Streamlined Round Corners 
and other Lyon design and construction 
advantages. | 


GENERAL OFFICES: 421 MONROE AVE., AURORA, ILL. 


LYON METAL PRODUCTS, INCORPORATED ° Branches and Dealers in all Principal Cities 
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John Meck Industries, Inc. 


Richard H. Schellschmidt has been 
appointed advertising manager of John 
Meck Industries, Inc., it was announced 
recently by John Meck, president. Mr. 
Schellschmidt was previously person- 
nel director for the firm and earlier 
was an advertising representative for 
Standard Oil of Indiana for six vears. 
He joined Meck in 1946. 





R. 4. SCHELLSCHMIDT 


The appointment of Amos H. Carey 
as director of manufacturing for the 
John Meck Industries, Plymouth, Ind, 
was announced recently by John Meck, 
president. Mr. Carey, former director 
of manufacturing for the Radio Corp. 
of America in its Camden, N. J., plant, 





AMOS H, CAREY 


was earlier assistant superintendent in 
charge of manufacturing for Yale and 
Towne. Immediately prior to his 
Meck appointment he was factory 
manager for the Sprague Electric Co., 
North Adams, Mass. 


Louisiana Power & Light Co. 


Wally L. Bendler, rural service rep- 
resentative of the Louisiana Power & 
Light Co., has been promoted to dealer 
coordinator for the southeastern divi- 
sion, succeeding Robert U. Weiss who 
has accepted a position with Nash- 
Kelvinator. Mr. Bendler joined the 
utility in 1936 and in 1940 became 
merchandise salesman and complaint 
adjustor. Returning from Army serv- 
ice in 1945 he was appointed rural 
service representative. 

Osborne K. LeBlanc has returned 
from the Marine Corps, where he was 
a major, to a position in the utility's 
sales promotion and advertising de 
partment. 
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A whole new market has been — 
created for you by the Rheem 
stoker . . . for now dozens of 
home owners in your commun- 
ity can save money with auto- 
matic coal heat! 


These new Rheem stokers are 
designed for the highest burn- 
ing efficiency. Automatic air 
regulator and dynamically bal- 
anced fan provide proper vol- 
ume and pressure of air for 
greatest fuel economy. Sealed 
Power Drive has only three 
moving parts, sealed in oil and 
guaranteed for three years. 


Heavy duty motor has built 
in, fully automatic, thermal 
overload protection. Conveyor 
screw, made from special wear 
resistant steel alloy, is vari- 
pitched to prevent coal pack- 
ing and housed within a seam- 
less steel tube. V-belt and 
pulley permit easy coal feed 
rate adjustment without re- 
moving motor or fan. 

There are Rheem models to fit 
any furnace .. . sizes to fit any 
home. So get ready to profit 
from this newest home heating 
product. Call your jobber today. 
For more information write 
Rheem, 570 Lexington Avenue, 
New York 22, N. Y. 





Another great addition to 
your home heating line is 
the Rheem stoker fired win- 
ter air conditioner., Heats, 
filters humidifies, blower- 
circulates air to every room. 












making houses into homes 





WAYNE 


HOME EQUIPMENT 

















AS A WAYNE “PARTNER” 


you may use the FREE Wayne direct 
mail campaign material in your trad- 
ing area. 





ee 


AS A WAYNE “PARTNER” 
you may use the FREE Newspaper 
Ad Mat Service and FREE Store and 
Window Display Service supplied by 


AS A WAYNE “PARTNER” 
you may use the FREE product literature supplied 
by Wayne. 

A WAYNE “PARTNER” is a full line dealer who 
sells and services Wayne Home Equipment. Complete 


details of the Wayne Wholesaler-Dealer Partnership 








Plan are available on request. 





Learn how sales-minded dealers build for a sound 





business future with Wayne sales help and more NET 









profit through the Wayne Partnership Plan. 
Greatest Benefits Will Be Realized When Sales Are Hardest To Make 


2 


Bolters Systems 





Write for Details of “The Partnership Plan 


Are You Ready For A Buyers’ Market? 


THE WAYNE HOME EQUIPMENT CO., INC. 
FORT WAYNE, INDIANA 
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W. L. ROTHENBERGER 


Radio Corp. of America 


New vice-president and _ technical 
consultant of the RCA Laboratories 
Division, Radio Corp. of America, is 
Dr. Vladimir Kosma Zworykin, ac- 
cording to David Sarnoff, president of 
RCA. Dr. Zworykin joined RCA in 
1930 as director of the Electronic Re- 
search Laboratory of the RCA Mfg. 
Co., now the RCA Victor Division. 
He has received wide recognition for 
his achievements in radio, television 
and electronics. 


RCA Tube Department 


In the RCA tube department, W. L. 
Rothenberger has been made manager 
of renewal sales by L. W. Teegarden, 
vice-president in charge of the depart- 
ment. Mr. Rothenberger, who was 
formerly regional manager in_ the 
southern region, succeeds David J. 
Finn, new general sales manager of 
the RCA record department. 

There are also three promotions in 
the equipment sales section of the 
tube department. Louis Martin, for- 
merly supervisor of the field engimeer- 
ing group, is now supervisor of the 
equipment field force; Robert L. 
Kelly, who was field engineer in the 
New York area, is now supervisor of 
application engineering service, equip- 
ment sales section; and Jack M. 
Sadowsky, formerly a field engineer, 
has been named supervisor of elec- 
tronic components sales, equipment 
sales section. 


RCA Victor Division 


A onetime 60 cent-an-hour electri- 
cian, Harry E LeRoy, has been named 
director of manufacturing for the 
RCA Victor Division of the Radio 


J. M. SADOWSKY 
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ROBERT L. KELLY 


Corp. of America, according to J. G. 
Wilson, operating vice-president of 
the division. Prior to the appointment, 
Mr. LeRoy was general plant man- 
ager of the engineering products de- 
partment, to which position Arthur 
Malcarnev, former plant manager of 
the parts department, has succeeded 
Mr, LeRoy joined the firm in 1923, 
rising in ten years to manager of test 
equipment design and electron tube 
manufacturing. In four more years he 
was named manager of the RCA Vic- 
tor plant in Indianapolis. In 1938 he 
becamé executive assistant to the vice- 
president in charge of engineering 
and in 1942 he was named plant man- 
ager at Camden, N. J. 


Randolph Promoted 


Harry F. Randolph’s promotion to 
general plant manager for the tube 
department was announced by L. W. 
Teegarden, vice-president. He joined 
RCA in 1932, scheduling parts and 
materials for tube production at the 
Harrison, N. J., tube plant. In 1941 
he was appointed assistant superin- 
tendent of metal and glass receiving 
tube manufacture. A year later he was 
named plant manager at Harrison. 


Majestic Radio & Television Corp. 


Lloyd Dopkins has moved up from 
eastern division manager to the po- 
sition of radio sales manager of Ma- 
jestic Radio & Television Corp., it 
was announced recently by Parker H. 
Ericksen, vice-president. Twenty-four 
years in the radio industry comprise 
Mr. Dopkins’s background—with De- 
Forest, Atwater-Kent, Crosley and 
Zenith. 


LOUIS MARTIN 
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Electrical Products Advertised in WOMAN’S HOME COMPANION 


Admiral Radio-Phonograph G-E Home Appliances Regina Electrikbroom 
Bendix Radio G-E Clocks Sentinel Radio 

Casco Heating Pad Koiled Kord Silex Appliances 

Domestic Sewmachine_ . Manning Bowman Appliances Sparton Radio-Phonograph 
Dormeyer Electric Mixer Maytag Washer Thor Automagic Gladiron 
Easy Spindrier Washer Norge “Ro-ta-tor”’ Washer Thor Automagic Wast 
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National Baby Week, oy ~ : 
April 27 to May 3. 

Display Your Baby 
Products! 
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PLICOTE... a Liquid Finish 


48 NEW COLORS! | 
Hoh Vere Distributors! 


eNON-SKID! 


C ELIMINATES  scmupennam co. cunreaoynson 
WAXING — mance pistes. ew, 4 TaYON co 
MODERN APPLIANCE CO. GENERAL, CORP 
. AC D P R 0 0 F ! KENTUCKY APPLIANCE UPSTATE DISTRS. 
LOUISVILLE SYRACUSE 
TWIN STATES DISTR. ALLIED APPLIANCE 
CHARLOTTE, N. C. MEMPHIS 


PALMETTO ELECTRIC 


e WILL NOT 


C H I P LOWDEN & WEISBLY 


PEEL i 


ELECTRIC CONTR’ 5. 


KEN R. HUMKE CO. 


PORTLAND 


MAYFIELD F. & G. 


DALHART, TEXAS 


DALLAS PLICOTE 
DALLAS 


C kK AC K BIRMINGHAM 
WATKINS-COTTRELL CO. TOWNLEY METAL 
RICHMOND KANSAS CITY 


FADE or 
GEO. C. WETHERBEE & CO. 


DISCOLOR res 


BRANCH SALES CORP. 


STRAUS FRANK 


SAN ANTONIO 


$495 


PEROT. 2 di WORCESTER & FALL RIVER, MASS. HOUSTON 
neat «= From Ordinary Use!  yaicy cquipMENT CO. BOREN BICYCLE CO. 
CHARLESTON LITTLE ROCK 























PROCTOR DISTR. CO. 













Distributors Investigate! 
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Bendix Radio Div., 
Bendix Aviation Corp. 


Horace H. Silliman takes J. T. 
Dalton’s place as manager of distri- 
bution for radio and television of 
Bendix Radio, according to W. P. 
Hilliard, general manager of the 





H. H. SILLIMAN 





Bendix Radio Division, Bendix Avia- 
tion Corp. With twenty years of 
marketing experience in the Detrola 
Corp. and other companies, Mr. Silli- 
man has been with Bendix for three 
years. He leaves his position as dis- 
trict manager for New England and 
up-state New York territories. 


Kalamazoo Stove & Furnace Co. 


The appointment of Kenneth L. 
Walker as vice-president in charge of 
production has been announced by 
Arthur L. Blakeslee, president of the 
Kalmazoo Stove & Furnace Co. Since 
1940 Mr. Walker has headed his own 





KENNETH L. WALKER 


Detroit firm of Walker & Associates, 
Consulting Engineers, after serving 
in industrial engineering capacities 
with seven other firms. 





Berger Mfg. Division, 
Republic Steel Corp. 


D. Emerson George, for the past 16 
years manager of locker sales for 
Berger Manufacturing Division of Re- 
public Steel, has been appointed maf- 
ager of the New York City branch, 
according to an announcement 
R. W. Helms, general sales managet. 
Mr. George will be succeeded in his 
present position by William J. Young, 
Jr. 
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INSECT WEDEE™ 





















Fi REE ! , This sales-making display unit. Ask your 
jobber for Assortment A-72. Contains 72 popular 
size lamps—a window streamer—50 colorful folders. 


42 — 50 watt @ 25¢ list $10.50 
30 — 100 watt @ 35¢ list 10.50 
72 — Sell for $21.00 
Cost you 14.00 
Your profit $ 7.00 

(plus Federal Tox) 


The Preferred All-year All-purpose Outdoor Lamp 


10,000,000 will be sold from retail counters in 1947. 
Latch onto this sure-fire traffic builder. 


National advertising in Saturday Evening Post, Look, 
Colliers, Holiday, Better Homes and Gardens and Billboard 
will spearhead Insect Repellent promotion for ’47. 


High profit per sale makes small counter space pay off 
big (see profit on A-72 Assortment, for example). 


50/50 Advertising allowance on all local newspaper 
advertising. No limit on size or frequency using 
our mat or copy. 


Stock upjnow — call your distributor today 


2 


T LAMP 


VERD-A-RAY CORPORATION 


TOLEDO 5, OHIO 
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| RANGE UNIT REPLACEMENT PROBLEMS 


CHROMALOX 


RANGE UNIT 
REPLACEMENT 


NOW—when you want any 
type or size of electric range 
unit for replacement...... 
Triangular, Superspee 
or Heatflo .. . just pick up 
the simplified CHROMALOX 
CATALOG. 


Clear and easy to read—this 
manual tells you exactly the 
right CHROMALOX Range 
Units and Adaptor Rings for 
quick and profitable servicing 
of all electric ranges. 


CATALOG 


In short...the New 
CHROMALOX CATALOG 
makes your job of selling and 
servicing Easier, Simpler and 
More Profitable! 


Prompt Deliveries on all types 


and sizes. 


a 
ASK FOR CATALOG RU-147 


fend LL 


on new ranges and for replacement 


Cll ROMALOX 








rnc-20 means “/7-Zxic, Cooking at Its Best! 


EDWIN L. WIEGAND COMPANY - 7525 THOMAS BOULEVARD - 


— 
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NEW POSITIONS 








Perfex Corp. 


V. Robins Tate, vice-president and 
secretary of Perfex Corp., makers of 
automatic temperature controls and 
industrial engine radiators, has been 
elected executive vice-president of the 





V. ROBINS TATE 


firm, and will continue his duties as 
secretary. He was formerly with 
Time-O-Stat Controls Co. and Minne- 
apolis-Honeywell. Two other appoint- 
ments are those of Hugh Kelly as 
chief engineer and of Chris J. Jensen, 
Sr., as foreign representative and en- 
gineer. 


Galvin Manufacturing Corp. 


Paul V. Galvin, president and 
founder of the Galvin Manufacturing 
Corp.,’ Chicago, recently announced the 
appointment of Walter B. Scott as as- 
sistant to Paul K. Povlsen, recently 
(EM, Dec. 1, ’46, page 128) appointed 


i 





WALTER B. SCOTT 


assistant to the president. Mr. Scott 
was formerly assistant to the vice- 
president in charge of production for 
the J. I. Case Co., Racine, Wis. 


Curtis Lighting, Inc. 


New representative in the northern 
New York territory for Curtis Light- 
ing, Inc., is Ray A. Siedle, who has 
returned to the company after an ab- 
sence of about ten years. He was 
formerly associated with Russell F. 
Clark, Curtis representative in Pitts- 
burgh. During the war he was man- 
ager of the aircraft division of the 
Grand Rapids Store Equipment Co. 
and was also manager of its light- 
ing division. 


APRIL 1, 1947—ELECTRICAL MERCHANDISING 





Premier Vacuum Cleaner Div., 
General Electric Co. 


P. W. Conrad, sales manager of 
the Premier Vacuum Cleaner Diyi- 
sion of the General Electric Co., re- 
cently announced the appointment of 





MICHAEL DICHTER 


Michael Dichter as New York district 
manager. Prior to wartime service in 
the Army Mr. Dichter was a buyer of 
appliances for ten years. For a short 
while after separation from the serv- 
ice he was associated with the OPA 
as a business specialist in the pricing 
division. 


Mitchell Mfg. Co. 


Edwin A. Nickel, general sales 
manager of the Mitchell Mfg. Co., 
lighting equipment, announces the ap- 
pointment of Fred Masterson as as- 
sistant sales manager. Mr. Masterson’s 
entire background and _ experience 





FRED MASTERSON 


have been in the lighting field, mainly 
as sales manager of Faries Mfg. Co. 
and as a sales representative in the 
midwestern and southwestern states. 


Admiral Corp. 


Ross D. Siragusa, president of the 
Admiral Corp., has announced the ap- 
pointment of Vincent Barreca as mai- 
aging director of Canadian Admiral 
Corp., Ltd., to be in charge of produc- 
ing and merchandising the company’s 
radio and refrigerator line through- 
out Canada, where sales are ex 
to reach $3,000,000 this year. Mr. 
Barreca joined the staff of Continental 
Radio and Television Co., predecessor 
of Admiral, at the time of its orgal- 
ization in 1934. 
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ReaM FAN STYLES TO. 
SUIT ALL YOUR CUSTOMERS! 


With the R&M Fan line you can handle every cooling problem—from a single room 
to a whole house. Here are styles to suit every taste—prices to fit all purses. 





This summer, get the prestige (and profit) due an expert on low-cost ventilation. 
Get the good-will of satisfied customers by being able to recommend the right fan 
in the right place on a guarantee that’s as good as gold. 

National advertising helps you merchandise them. Point-of-sale material, news- 
paper mats, and other sales stimulants (all at no cost to you) help you sell them. 
So, see your nearest R&M Fan distributor OR mail the coupon for his name, address, 
and literature on this fast-selling R&M Fan line. 


ROBBINS 2 MYERS, INC. - 


SPRINGFIELD, OHIO ¢ BRANTFORD, ONTARIO 





] 


HOME COOLER—It’s portable— 
customers set it into open window ; 
take it along when they move! 
Ultra-quiet operation—no belts 
...no pulleys... motor mounted 
in live rubber. Rich ivory finish. 
A space-saver—extends only 6% 
inches into room! In 24 or 30-inch 
sizes to fit most windows; in 24- 
inch size mounted on adjustable 
stand. Three speeds on all models. 
One full year guarantee. 














ATTIC FAN—Cools the whole house for years—for less than the cost 
of a week’s vacation. Available in 30, 36, 42, and 48-inch sizes to 
Suit any type of installation. Fan operates in any position because 
ball bearings are used throughout. Quiet-running ; motor mounted 
on live rubber; blades driven at slower speeds. Four wide, scien- 
tifically designed blades within true Venturi Ring that eliminates 
excessive ‘‘air whip” and inefficient re-circulation. 
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BANNER FAN — Popular priced. Gives big air 
delivery at low current cost. Lustrous dark 
brown finish. Streamlined, sturdy die-cast motor body and base. 
Totally enclosed oscillating mechanism. Wide, quiet-running 
10, 12, and 16-inch blades. Two speeds on 12 and 16-inch fans. 
Wall-mounting bracket included. One full year guarantee. 





















PEDESTAL FAN—Pearl-essence finish on blades, 
motor housing and base. Brightly finished guard. 
Adjustable for height—12 and 16-inch models from 
38 up to 62 inches; 10-inch fan from 35 to 59 
inches from floor to center of guard. Wide, quiet- 
running, overlapping 10, 12, and 16-inch blades. 
Totally enclosed oscillating mechanism. Two speeds 
on 12 and 16-inch fans. Guaranteed five full years. 


ROBBINS & MYERS, INC., Fan Sales Div., Dept. A, Springfield, O. 


Please tell me who my nearest R&M Fan distributor is and 
serd me new sales-promotion literature on the R&M Fans 
checked (v ). 

(J Home Coolers () Attic Fans [eetocal Fans 


{_] Banner Fans (_] De Luxe Fans 
NOME ooo ce wcscccecsccccocenvovesccoectsenanssocecocssece 
BP FUE. 6 9.0.65. 6 Oe Tertucssawrabependes Pie vie scene he 
GIRS 6 6.5.60 save vide yuicuwd i dean meee ibid RECR e ie oe tnreciv'e 
hace teases ehbatsanwessanee ee. es 
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Silent Breeze 


--e IT’S A SENSATION 








IN VENTILATION 


Now—for the first time—you can sell a truly complete, fully automatic venti- 
lating “package.” For, with addition of a new, prefabricated suction cham- 
ber to the proved line of Silent Breeze Ventilating Fans and Accessories, you 
have at your command all you need for any residential installation .. . 
easily obtained from one long-established 
manufacturer . .. designed and built to work to- 
gether for more efficient ventilation. This great 
BACKED BY BIG PROFIT PROMOTION THE YEAR AROUND! new Silent Breeze package, which promises 
“Big-Space” National Ad- ever-greater appliance profits for you, includes: 
vertising — Half and quarter- 
pages in The Saturday Evening 
«edly built in sizes for all home, commercial and 
industrial applications. 


SILENT BREEZE FAN—modernly designed and rug- 
Post and Better Homes and Gar- 
dens. Newspaper campaigns for 


local use. Direct mailand point- SUCTION CHAMBER—provides a leakproof, sound- 
absorbing enclosure between fan and shutter or 


grille. Prefabricated in four panels for easy assembly. 


of-sale displays. Convenient 





credit plan, 


in every community promises to make ‘47 greatest a 24-hour cycle to provide completely automatic fan 


fan-selling year in history as building and re- operation. 


modeling swing into high gear. Cinch your share 
AUTOMATIC CEILING SHUTTER—opens when fan 


comes on, closes when it is shut off. Latest flush-type 
design. 


by selling Silent Breeze. 


3) COMFORTROL—a precision time switch operating on 


FREE—Comprehensive, 48- 


page Selection and Installa Automatic outlet shutter available for sidewall 


: : 3 installation when suction chamber is not used. 
tion Manual for dealers. Con- 






tains complete information to 


make every installation a suc- 
cess. For information, write, 





HOLCOMB & HOKE MFG. COMPANY, INC. 
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VENTILATING FANS 


Cutaway view 
showing automatic 
ceiling shutter. 
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Duo-Therm Division 
Motor Wheel Corp. 


M. F. Cotes, Motor Wheel Corp. 
vice-president in charge of Duo- 
Therm, has announced the appointment 
of Theo Valjean to the position of as- 
sistant service manager. Mr. Valjean 
joined the company’s engineering de- 
partment in 1937. In 1942 he was ap- 
pointed a field engineer. He will assist 





THEO VALJEAN 


A. R. Frantz, service manager, and 
will have charge of the Duo-Therm 
service school for dealer and distribu- 
tor installation and service training. 


Deena Products Co. 


George H. Weiner, president of the 
Deena Products Co., 825 South Wa- 
bash Ave., Chicago, recently an- 
nounced the election of John W. De- 
vereaux as vice-president. He will 
take charge of the company’s public 
utility business and develop samples 
of Certified Lamps. Prior to the war 
he was a member of the Public Utility 
Engineering and Management Corp., 
eventually becoming its lighting sales 
director. Since 1933 he has served 





T, W. DEVEREAUX 


two terms as chairman of the Chicago 
section of the Illuminating Engineer- 
ing Society. During the past five 
years he has been located in Wash- 
ington, D. C., with the War Produc- 
tion Board and the portable lamp and 
shade unit of the OPA. 


. 


Acme Fluorescent Co., Inc. 

The appointment of Miss _ Rita 
Doobin as advertising and sales pro- 
motion manager for the Acme Fluores- 
cent Co., Inc., was recently announced 
by Charles Ludwark, president, Miss 
Doobin was formerly publicity director 
for Liberty magazine. 
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Eveready Flashlights 6 Batteries! 
veready tlashlights & batteries: 
FLASHLIGHTS 
and aeaetene 
and 
erm 
ribu- 
ng. 
f the 
Wa- 
an- 
De- 
will 
ublic 
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war 
tility 
orp., 
sales 
rved 
HIS handsome new all-metal display cabinet sells from 
the front — provides ample storage for batteries and 
flashlight bulbs in the rear, with a tester on top that swings 
over for instant use. And you don’t have to set up the bat- 
teries—just push the whole carton in! 
As in pre-war days, profit-building display material for 
“Eveready” batteries is going out to dealers without charge 
. just as rapidly as it can be produced. There’s no extra 
merchandise to buy ... no “special deals”; you needn’t even 
write—your “Eveready” battery salesman will endeavor to 93% MORE ENERGY NOW 
take care of your needs when he calls! Nearly twice the electric energy 
.-. almost two times longer life 
The largest advertising campaign in the industry will help of bright, white light than even 
you sell “Eveready” batteries as never before. Get set for a penpals 2g Boge 
some real business—and remember, always order “Eveready” today’s high-energy “Eveready” 
icago brand flashlight batteries! Accept no substitute... plenty battery, as proved by the “Light 
neer- available .. . still retail for 10¢—not a penny more! — — pve ae oan = 
1S! y the American Standards 
five Association. 
lash- The registered trade-mark "'Eveready’’ distinguishes products of 
yo NATIONAL CARBON COMPANY, INC. 
fe, 30 East 42nd Street, New York 17, N. Y. HIGH ENERGY MEANS 
Unit of Union Carbide and Carbon Corporation \ BRIGHTER LIGHT, LONGER LIFE 
Rita 
pro- 
ores- 
inced 
Miss 
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Frostofold Makes You a 
HOME FREEZING EXPERT 
















































Selling Jiffy Set-Up Frostofold 
is nice work, and you can do it! 
It makes you a home freezing 
expert—and your store, home 
freezing headquarters. Frosto- 
fold single use, sanitary con- 
tainers are widely recom- 
mended by food experts everywhere. Furthermore, Frostofold con- 
tainers and complete Food Packaging Kits are first choice as 
original equipment by many leading home freezer makers. 

So speed freezer sales and get full (and repeat) profits by selling 
Frostofold Kits and Containers. Frostofold’s patented built-in liner 
locks air out and keeps moisture in. It’s the quick, easy way to 
scientifically protect all kinds of frozen vegetables, fruit, meat and 
poultry — also pre-cooked foods of every type. 

Nationally advertised Frostofolds are available through leading 
distributors of home freezers and electric refrigerators. 
















Complete packaging 
kit contains 25 each, 
pint and quart size, 
Frostofold Contain- 
ers, plus cellophane, 
stockinette, and all 
materials for pack- 
aging every type and 
shape of food for 
freezing. Retail $4.95. 





FROSTOFOLD ‘'50’s” 


Attractive display package contains 50 in- 
dividual Frostofold containers, either quart 
or pint size — also specially designed funnel 
and illustrated instructions for home pack- 
FROSTOFOLD aging of frozen foods. Retail $2.25 for 50 
Food Packaging Kit quart package. $1.75 for 50 pint package. 
INTERSTATE FOLDING BOX COMPANY 


MIDDLETOWN, OHIO 
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NO- MANNEQUIN: Look again, that's very much alive Mary McGraw of Proctor 
Electric Co.'s Chicago office who is using the Never-Lift. Miss McGraw stepped 


into one of the display windows of Goldblatt Brothers' department store during its 


Janua usewares show to prove how easy it is to iron with a Proctor. 
"Tooting girl on the left really is a mannequin. 


prised 


The sur- 
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Marshall Field's Resumes 
Appliance Theater Shows 


Resuming their appliance Center 
Theater, discontinued since last spring, 
Marshall Field & Co., Chicago de- 
partment store, started the new season 
with a demonstration of frozen food 
menus in January. Under the direc- 
tion of the special events department 
of the store, Joan Pierce, home econo- 
mist of the store, will give lectures 
and demonstrations on appliances three 
times each week. The first of these 
demonstrations was a “soup to nuts 
dinner in 40 minutes” made possible 
by the use of frozen foods sold in a 
separate department of the establish- 
ment. Among foods now for sale are 
frozen: soup, shrimp creole, soy bean 
succotash, asparagus, orange juice, 
blueberries, peaches, cinnamon rolls, 
oyster stew, corned beef hash, pine- 
apple, apple, mince, pumpkin and 
cherry pie. Special bags are pro- 
vided in which to carry these frozen 
foods to the home. 


Foley Assigned New 
Herpolsheimer Branch 


John M. Foley, former merchandiser 
of appliances at Herpolsheimer’s, 
Grand Rapids, Mich., has been ap- 
pointed acting manager of the com- 
pany’s new branch store in Muskegon, 
scheduled to open April 1. Herpol- 
sheimer’s is a member of Allied Stores, 
Inc. 


Joelson Leaves Buying 
Post with Wertheimer 


Bernard Joelson recently resigned 
as major appliance and housewares 
buyer for L. Wertheimer, Inc., and has 
become a salesman for Arvin-Salman- 
son Co. of New York, Inc., New York 
area distributors of Arvin radios. 
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Dorsey Rooke Quits 
Post in Fort Worth 


Dorsey Rooke, buyer of major ap- 
pliances and other items for Monnig’s 
department store in Fort Worth, 
Texas, resigned as of March 1. He 
had been with the firm for 18 years. 


Blackwood's Ups Starling 
to Manager of Raleigh Store 


O. C. Blackwood, president of 
Blackwood’s, Inc., Raleigh, N. C., de- 
partment store, recently announced the 
promotion of Cooper Starling, former 
assistant manager of the appliance and 
allied lines outlet, to manager. 


Lowen Succeeds Scott as 
Radio Buyer for May Co. 


The May Co., Denver, Colo., re- 
cently announced the appointment of 
Henry Lowen as radio buyer to suc- 
ceed O. S. Scott who continues as head 
of major appliance sales and service. 


Greenwood Takes Kitchen 
Appliance Post at Hales 


George Greenwood, former assistant 
to Laurence Kanaga, resigned, has been 
appointed departmental merchandise 
manager for kitchen electrical appli- 


ances, kitchens and pantries by the 
central office of Hale Bros., Los 
Angeles. 


White House Store Will 
Add Appliance Department 


Hyman Myerson, an official of the 
White House Department Store, Tut- 
son, Ariz., recently announced that an 
expansion plan of the store includes 
the addition of departments for major 
and traffic appliances. 
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THE THINGS YOU MAKE s/ould Le Displayed 
IN THE SHOW-ROOM HOMES 0f the Nation 























t of 
., de- 
d the 
— T all Time subscribers are building brand-new homes, of course. 
ii 1 But by and large, they live in the kind of “show-room” homes 
from coast to coast where your brand-new 1947 appliances can be RA D | OS, ’ for instance ... 
seen to best advantage by millions of other good prospects. 
Time’s 1.500.000 families ha 4 ood livi The Time family pays a higher price for its radio set 
a tease ee _——s - — se — than does the average U. S. urban family: $123.52 
poe With double the average U. S. family’s income, they can afford against $43.26 
it of to buy the newest and best home appliances, renew them often . . . 7 
suc- , A greater percentage of Time families own radios: 
head And the sort of men and women who read each week’s news in 96% against 83% of all U. S. urban families. 
vice, Time know about many new things first—try them first—are 
. a —— es NOTE: These two sets of facts are taken from a recently 
in a position to recommend them to others. ; fs ween os 
completed study showing the ownership of major elec- 
So in just about any community of comfortable, well-equipped homes, trical appliances (including prices paid and brands bought) 
you'll find that the families who take Time are 1) your most important by all U. S. urban families and by Time-reading families. 
stant customers in themselves, and 2) your most valuable link to new sales We will be glad to send you a copy. 
bee among the friends and neighbors who look to them for what-to-buy 
ppli- ideas and advice. — 
- the 
Los 
r the R FI OM r A 
Tue- LACE - 
it an cod 
judes b sHow ADVERTISING OFFICES © NEW YORK © CHICAGO © BOSTON + PHILADELPHIA 
ajor TH fH 
CLEVELAND ¢ DETROIT © ST. LOUIS * SAN FRANCISCO © TORONTO © MONTREAL 
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TAKES A TRAINED EYE 





Photo courtesy Sackett and Prince Television Productions, Inc. 


---to recognize tomorrow’s stars 


. . or to tell which appliance or radio lines will sell 
best. Graybar has a highly trained eye for mer- 
chandise. We’ve been in this business long enough 
to acquire the judgment it takes to pick lines 
that will sell. This “wisdom of selection” is of 
special importance to our dealers today — when 
there are so many new lines, as well as old ones, 
to choose from. 

Equally advantageous to our dealers is the fact 
that Graybar is an independent, self-directing 
organization. This means we’re free to select 
lines on the basis of reliability and saleability ... 







\ 


MAJOR APPLIANCES - 
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TRAFFIC APPLIANCES - 


lines that will be most profitable for our dealers. 
It means, too, that we can be unbiased in recom- 
mendations to our dealers concerning their mer- 
chandising methods. 

From the local Graybar organization which 
serves them, Graybar dealers in every section of 
the nation get time-saving deliveries of fast- 
selling lines —plus a wealth of profit-building 
merchandising ideas. For information about a 
Graybar dealership, write Merchandising De- 
partment, Graybar Electric Company, Graybar 
Building, New York 17,N. Y. 4719 


- +. an independent 
distributor with a 
talent for picking 


best-sellers 


HOME RADIO 

















Hovey Names Warner to 
Buy Small Appliances 


The C. F. Hovey Co., Boston, Mass, 
has appointed Edward Warner buyer 
of small appliances and housewares, 
a newly created position resulting from 
the separation of housewares and 
small appliances from the notions de- 
partment. Mr. Warner formerly was 
assistant buyer in the major appli- 
ance and radio department. 


Sears Elevates Price, 
Former Appliance Manager 


M. J. Price, merchandise manager 
of home appliances and hard lines in 
the Pittsburgh stores of Sears, Roe- 
buck and Co., has been promoted to 
sales promotion and merchandise man- 
ager in the same city, succeeding Wal- 
ter A. Kavanaugh, promoted to gen- 
eral merchandise manager in Phila- 
delphia. 


Cartersville Firm Adds 
New Appliance Department 


Jackson Furniture Co., 30 West 
Main Street, Cartersville, Ga., has 
added an appliance department and is 
preparing a prominent spot in the 
store for display. General Electric 
is the main line at present but plans 
are being made to add the Gibson 
line as well as self-contained home 
freezers. 


Maas Brothers Plans 
Home Furnishings Branch 


Jerome W. Waterman, president of 
Mass Borthers department store in 
Tampa, Fla., has announced that he 
plans to open a home furnishings 
branch store at 1818 7th Ave. which 
will serve residents of Ybor City and 
East Tampa. It was stated that the 
branch will carry a full line of major 
appliances and radios. 











BRONZE BIRTHDAY: More durable 
than the china usually associated with 
20th anniversaries is the bronze plaque 
which Howard E. Blood (left), president 
of the Norge division of Borg-Warner 
Corp., receives from M. G. O'Harra, 
vice-president and director of sales, in 
commemoration of the firm's birthday. 
Norge was founded on January 7, 1927. 
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TABLE RADIO 


the 


CONTINENTAL 


Satisfying to look at, superb to listen to 
... truly a beautiful radio in every 
sense of the word, whether the judge be 
your eye or your ear. And no matter 
what you seek in radio reception... 
depth, timbre, sensitivity, volume... 
Motorola has it. See it, hear it... be 
convinced instantly there’s no other 
radio like Motorola. 


--. and don’t forget the 
FAMOUS PLAYMATE Jr. 


Yes...it’s the little giant 
of the radio world...the 
palm-size midget with 
the big rich voice of a 
console! Its tone for its 
size will astonish you! 
For games, picnics, 
trips—in the car .. . it’s 
wonderful. 





See Your 
Motorola Distributor 


GALVIN MFG. CORPORATION 
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is 10 WAYS BETTER 


« « « To Make SALES Better For You! 


 — 


q VACULATOR CLOTHLESS FILTER s 
— for clearer coffee every time 


#y BEAUTIFUL NEW DESIGN — perfect 7 MAGIC SEAL" BUSHING —no twist 


tear-drop shape ing, no pressure —lessens breakage 


#g NATURAL-GRIP HANDLE —coo1, g 3-in-1 PLASTIC COVER—upper 
easy pouring, no knuckle-burning bowl stand, dust cover and table mat 
A WIDE-MOUTH DECANTER —casier & OVER-SIZE UPPER BOWL —avoids 
splashing and. running over 
& Clip-in DECANTER COVER—keeps 1M PLASTIC COFFEE MEASURE 
coffee hot and fresh — accurate measure for perfect coffee 


pouring, easier cleaning 
The More Women Know About Coffee-Makers - The More They Want VACULATOR! 


“— 

















“PYREX” BRAND GLASS ALWAYS 


— the finest heat-resistant glass , 























. . « Most Revolutionary Improvement 
In Coffee-Making In 25 Years! 





PS ae ae 
NATIONAL HOUSEWARES SHOW 
PHILADELPHIA 


APRIL 27-MAY 2 
SPACE NO. 722 


«++ MAKES THE BEST COFFEE 
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Copyright 1947 
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Brady Resigns Appliance, 
Radio Buyership at White's 


Joseph F. Brady has resigned from 
the staff of R. H. White Co., Boston, 
where he was buyer of major ap- 
pliances and radios for over a year. 
Previously he held a similar position 
at C. F. Hovey Co. for several years, 


Dollar Stores Name Leong 
to Appliance Buying Post 


Wallace Leong, former manager of 
the Salt Lake City National Dollar 
Stores, has been promoted to a home 
office position in San Francisco as 
buyer of appliances, household items 
and as director of sales promotion, 
The announcement was made by Rich- 
ard Tann, company vice-president. 


Mitchell to Manage 
Bridges Appliances 


The new appliance department set 
up as a result of remodeling the first 
floor of Bridges Furniture Co., Char- 
lotte, N. C., will be managed by 
Frank H. Mitchell, who also is the 
firm’s sales and advertising manager. 
Nationally known appliance brands 
and built-in kitchen units will be fea- 
tured, as well as radios, which will 
occupy the balcony of the store. 


Crosby Bros. Expands 
Appliance Department 


The Jackson St. quarters formerly 
occupied by Capper Publications will 
be taken over by the Crosby Brothers 
Co. department store, Topeka, Kan., 
in their extensive remodeling and ex- 
pansion program, which will cost over 
$40,000. Part of the addition will 
house appliances. - 


Booke Joins Leonard Bros. 
As Appliance Buyer and Manager 


New radio and appliance buyer 
and manager for the Leonard Brothers 
Department Store in Fort Worth, 
Tex., is Harry Booke, until recently 
sales manager and buyer for the Frank 
Lyon Co., Little Rock distributors. 
Mr. Booke was associated previously 
with Leonard Brothers. 


Davison Appliance Salesmen 
Placed on Quota Per Basis 


Davison-Paxon is putting all its ap- 
pliance salesmen on a quota, which 
includes salary, plus a per cent com- 
mission on all sales over basic quota, 
according to J. R. Draper, appliance 
manager. Before merchandise was 
available in any sales quantity all 
salesmen were on a straight salary. 
More recently salesmen received a 
straight salary plus a commission on 
all sales. Mr. Draper said that in the 
near future it is planned to shift all 
salesmen to a straight commission 
basis and to have both inside and out- 
side salesmen. Davison’s is expanding 
its appliance department and has in- 
stalled two modern all-electric kitchens 
and plans installation of two more. 
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DEPENDABLE TAX 
ee) ii te) Ge) 


INFORM 


A. Marginally punched Standard Register forms 
can't slip, 


B. Pin wheel feed means extra speed, extra car- 
bons, perfect alignment. 


C. Locked-in copies provide extra protection, 
positive control. 


Appliance Dealers 
GET THESE SPECIAL BENEFITS 


All records clear, legible, at one writing. Copies for 
customer, office, delivery and locked-in audit records. 
No copying errors. Foolproof check against lost records. 
Fixed responsibility, including delivery receipt. No con- 
fusion on terms of sale, payment, or delivery instruc- 
tions. Complete legal contract and copies with one 


customer signature, TH E 
STANDARD REGISTER 
COMPANY 


Manufacturers of Registers and Forms 
for ALL Business and Industry 


DAYTON 1, OHIO 





ELECTRICAL MERCHANDISING—APRIL ‘I, 1947 





How to make the records you need 
... easier... simpler... faster! 


a 











wc LON © PROTECTION OF MERCHANLISE * 


TE 

TROL 
=CEIPTS « 
CUSTOMERS 


-USTOMER LISTS 


Write for FREE folder! Discover how Standard’s 
Form-Flow Registers and specially designed 
continuous forms give you more complete records 
with less writing, less work! 


Every retailer, wholesaler, distributor in every line of 
business faces one of today’s biggest problems. You 
need more accurate and better written records. You 
must have them to conform to government regulations, 
to file tax returns. You need them to control inventory, 
insure protection of cash, merchandise and customer 
good will. Thousands of firms have already discovered 
how Standard Register’s exclusive pre-tested systems and 
Form-Flow Registers turn paperwork into working 
papers. Mail the coupon, today ... find out how Stand- 
ard Registers help you write more accurate, more useful 
records ... easier, simpler, faster. 














? ; eae aot. 
The STANDARD REGISTER Company tS 

© Dept. 1404 Dayton 1, Chia ' 

© Please send me Free Stondard Register Business © 

© Digest which tells me how | can write better records | 

o in my business . . . easier... simpler . . . faster! 2 

°o NAME f ; vi 

‘© COMPANY. 

O STREET. 

no Gr. ZONE___STATE__ 
2 ieee iy eee 





Pacific Coast: Sunset McKee-Standard Register Sales Co., Oakland 6, Calif. Canada: R. L. Crain Ltd., Ottawa. London: W. H. Smith & Son, Ltd. 
















VERED! 


57,000 Baltimore Families 
Never Counted Before 


It’s a fact! A city the size of Syracuse or Richmond or 
Fort Worth whose 57,000 homes had never been counted 
— all of them in Baltimore’s City Zone. * 


Now, for the first time since the 1940 U. S. Census, the 
Baltimore Health Department — with cooperating gov- 
ernment units — brings the record up to date: Balti- 
more’s City Zone now has 321,158 dwelling units* — up 
57,620 from the last official figure, that of 1940. 


That means a new approach to Maryland marketing. 
For now, more than ever, you need the biggest paper to 
cover bigger Baltimore. 


FIGURE IT OUT FOR YOURSELF 


To cover 321,158 families* in Baltimore’s City Zone, 
you can’t do without the News-Post City Zone circula- 
tion of 194,063 — Baltimore’s biggest. News-Post total 
net paid circulation is 221,127. 





FOR 1947, MORE THAN 
EVER, IT’S THE 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 
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CONVENTIONEERS: Members of the Refrigeration Condensing Unit Manufactur- 
ers Assn., a section of R.E.M.A., gathered recently for a meeting on standards in 


the Carolina Hotel, Pinehurst, N. C. Left to right, front row: H. J. Hedrick, Mills 
Industries, Inc.; W. J. Aulsebrook, Servel, Inc.; R. L. Sears, Lynch Mfg. Corp.; J. C. 
Miller, Lehigh Mfg. Co. Back row: R. Kennedy Hanson, executive secretary of 
R.E.M.A.; J. W. Thomas, Brunner Mfg. Co.; H. F. Hildreth, Westinghouse; and 


George Kingston, Kelvinator. 












LEAGUE ACTIVITIES 








Inland Empire League 
Names 1947 Officers 


Newly elected officers of the Inland 
Empire Electrical Dealers Associa- 
tion, functioning in the territory 
served by the Washington Water 
Power Co. are: John F. Boothe, 
Brown-Johnston Co., president; Rich- 
ard Nelson, Palace Department Store, 
vice-president; Frank A. Tool, Wash- 
ington Water Power, secretary; and 
Kenneth Hughes, Hughes Electric 
Co., treasurer. Two other chapters 
at Palouse and Lewiston were re- 
cently revived with Charles Fanning 
as chairman of the former. 


Oklahoma City Service 
Men Elect New Officers 


Officers of the Oklahoma City Radio 
Service Men’s Association were re- 
cently elected at a regular meeting of 
the organization. L. G. Deering was 
named president; Harry Dent, vice- 
president; and Ray Daniels, secretary- 
treasurer. 


Maillard Succeeds Hess 
in Indianapolis League 


Albert L. Maillard, managing di- 
rector of the Electric League of Indi- 
anapolis since 1945, has been elected 
president of the group to succeed Dan 
C. Hess, vice-president of the Indian- 
apolis Power and Light Co., who held 
the post for nine years. Mr. Maillard 
will continue as managing director. 
Other officers elected include: C. G. 
Lammers, manager of Westinghouse 
Electric Supply branch, vice-president ; 
Frank Argast, Farrell-Argast Electric 
Co., secretary; Ottis Fitzwater, treas- 
urer of Indianapolis Power and Light, 
treasurer; Hans Buck, appliance de- 
partment manager of H. P. Wasson 
& Co., assistant treasurer; and Em- 
mett Belzer, display manager of Indi- 
ana Bell Telephone Co., assistant sec- 
retary. 
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New Officers Elected by 
Kansas City Housewares Club 


At a recent monthly meeting, J. 
Norman Gosney, housewares buyer 
for the Katz Drug Co., was elected 
president of the Kansas City House- 
wares Club, which now numbers 180 
members. Other officers elected: K. G. 





J. NORMAN GOSNEY 


Gillespie, first vice-president; Bernard 
F. Sears, second vice-president; L. S. 
Gershon, secretary, and Bert J. Clark, 
treasurer. Robert Robertson, man- 
ager of the Trade Extension Division 
of American Weekly, talked to the 
group on “Sales and Merchandising 
Opportunities for 1947.” 


Southern Cal. Group Holds 
Midwinter Sales Conference 


A Midwinter Sales Conference was 
recently held at the Ambassador 
Hotel, Los Angeles, by the Southern 
California Radio and Electrical Ap- 
pliance Association, George Tenney, 
president of the San Francisco office 
of McGraw-Hill Publishing Co., was 
one of the speakers. 
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No other iron in America has all the 
time-saving, muscle-saving features 
of this cool-to-the-touch, fully auto- 
matic G-E Iron—model F-23. 

Look at them all... then decide 
for yourself, as a dealer, whether 
any other iron on the market even 
equals the General Electric! 





] It has the new “Visualizer.” Customers 

* can see the Visible Finger-tip Control while 
ironing! A flick of your finger tip sets the correct 
temperature for rayon, silk, wool, cotton, or linen. 
The dial is easy to use . . . easy to set . . . easy to 
check . . . always cool to the touch. 


LL 
SS 





L Sad 





2 It has ¢-0-0-I-i-n-g air space. Between the 

” sleek, form-fit handle and the base of the iron 
there is space for air to circulate and keep the 
handle cool while the iron-is in use. And there are 
double thumb rests on the handle for both right- 
handed and left-handed people. 


-© 
7IN\\ 


it has “the light that says when.” The G-E 
* temperature-indicating light tells the instant 
the iron is ready. Saves time, cuts electric bills. 
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it has an extra-large soleplate. There are 
* 27% square inches of ironing surface! Sales 


Point: With the Jarger ironing surface, customers 
can iron faster. 


It is featherweight. A mere 234 pounds. 
en eT 
Nuff said! 


NOW...a new GE Iron with 
Visible Finger-tip Control 







A 


Retail 
Price 


$] 0” 


plus tax 


A It has fast, accurately controlled heating. 

* The exclusive cast-in Calrod* Heating Unit 
makes the soleplate heat up in a hurry to the 
temperature dialed. 





| Sa 


it has the exclusive G-E Button Nooks. 
. They let the iron zip around and under but- 





tons. One more advantage, making ironing easier 
and faster! 


Featured in FOUR BIG NATIONAL MAGAZINES 


All these G-E features add up to this: Compared with most other 
irons now in use—customers can cut ironing time up to a third! That's 
what we're telling them in The Saturday Evening Post, McCall's, 
Woman’s Home Companion, Country Gentleman. So, get ready for 
them! Appliance and Merchandise Dept., General Electric Company, 


Bridgeport 2, Connecticut. 


*Trademark Reg. U. S. Pat. Off. 


@ Ceneral Electric Irons 


GENERAL @ ELECTRIC 


(947 
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SALES SENSATIONS fzom HANKSCRAFT 


HANKSCRAFT 
jel Electric 


EGG SERVICE 


MODEL NO. 8151 


Ivery base, with dome 
of gleaming chrome. 
Attractively packaged. 
Retail price, inctud. 
ing poaching dish, 


$4.50 


A striking ensemble .’. . Standard model egg cook 
of sparkling chrome, four double egg cups, poaching dish and metal tray, all finished in 
matching ivory. Egg cooker boils, poaches, scrambles eggs in live steam, automatically timed 
to your taste. Water poured into base closes circuit, turns to steam almost instantly. When 
all water is consumed, current shuts off automatically. A splendid gift item! 


of hand 


$7.95 


RETAIL 














LEAGUE ACTIVITIES 





ivory porcelain with dome 








a 


a HES 
Popular Priced 
EGG COOKER 


Medel No, 7948 


A favorite pre-war appliance 
again available! Cooks eggs in live 
steam, Pe as you like oa. then 
shuts off automatically, Gift pack- 
aged, this fast-moving item retails 


for only $9.25 





View AUTOMATIC ELECTRIC 


BABY 


BOTTLE WARMER SET 


MODEL NO. 6731 


$3.95 
RETAIL 


Includes automatic electric Hanks- 
craft Baby Bottle Warmer, plus 
vaporizer and porringer for heat- 
ing vegetables, cereals and other 
foods. . All attractively gift pack- 
aged. Choice of pink or blue 
porcelain, 
Medel 10134 


BOTTLE WARMER 
AND VAPORIZER 
Heats baby's bottle to proper 
temperature, then shuts off auto- 
matically. Vaporizer attachment is 
used to steam away Baby's colds 
and croup. Retail price, including 
tax, $4.95 





De Luxe Baby Bottle Warmer 


Strikingly modern rugged 
tion attractive pec 
unit a best seller. Finished 


construc- 
ing make this 
pink or blue 
and decorated with a silvery in- 


elain 
id medallion. Retail price, including tez 





HANKSCRAFT Automatic Electric 
BOTTLE STERLIZER 


Model No, 872 


Sterlizes seven bottles and nipples in live 
steam shuts off automatically at end of 
sterlizing period. A real volume and 
profit item, the sterilizer retails, including 
tax, at 
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comfortably. 


$5.95 





HANKSCRAFT 


MAJOR VAPORIZER 


Model No. 891 


Medicated steam is produced quickly with this 
automatic electric vaporizer. The steam picks up 
medicant vapors and can be directed horizon- 
tally so that a person in bed can inhale steam 


When all the water hes been 


turned to steam current shuts off automatically. 
Retail price, including tox 


$3.50 
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San Diego Bureau 
Plans Spring Meeting 


Plans are already being made for a 
spring conference to be held on June 
2nd by the Bureau of Radio and Elec- 
trical Appliances of San Diego, Cal. 
These meetings bring together dealers, 
distributors and representatives from 
all over the country. 


Longden Elected President 
of Intermountain League 


Newly elected president of the In- 
termountain Electrical Association is 
John Longden, manager of the West- 
inghouse Electric Supply Co. of Salt 





JOHN LONGDEN 


Lake City. E. T. Day is vice-presi- 
dent; J. F. McAllister is secretary- 
treasurer, and Arthur J. Reynolds is 
manager. At its annual meeting the 
Association decided to postpone the 
centennial electrical show tenatively 
planned for 1947 until the spring of 
1948. 

E. M. Royle was elected recently to 
the position of president ef the Salt 
Lake County retail division of the 
same league, succeeding S. Morgan 
Sorensen; and Robert Nevins was 
elected: vice-president. 


Fort Lauderdale Dealers 
Organize, Elect Officers 


Local appliance dealers of Fort 
Lauderdale, Fla., met recently to dis- 
cuss organization plans. After decid- 
ing to become a division of the local 
board of trade, they elected W. E. 
Bunch division chairman and J. R. 
Heidenreich vice chairman, then talked 
over a proposed ordinance for the bet- 
terment of installation problems of 
the dealers. The first Monday of 
every month was decided on as a date 
for meetings, with all local dealers 
invited to become association mem- 
bers. 


West Virginia 
League Organizes 


Early this year the Greenbrier Val- 
ley Electrical Association was formed 
in West Virginia, with eligibility con- 
fined to licensed electrical firms. Offi- 
cers include R. A. Bulifant, president; 
W. L. Amonette, A. C. Collins and 
J. H. Campbell. 
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BIG YEAR-ROUND SELLER FOR STEADY TURNOVER 


Think of it—warm or cool circulating air 
from the same unit by the simple flick of a 
switch! Yes, that's COMFORTAIR —a real 
twelve-month seller. It's doubly desirable 
in household and office because it combines 


heater and fan in one beautiful, modern unit. 


Lightweight and thoroughly portable, 
COMFORTAIR can be plugged in anywhere 


for comfort-conditioning nursery, sickroom, 


MIMAR PRODUCTS, INC., 


bedroom, playroom, office or living room. 


The market for this amazingly attractive, 
simple and practical appliance is as big as 
America itself. You'll find that stocking 
COMFORTAIR helps keep inventory down 
to a minimum because it is a heater and fan 
in One space-saving unit—eliminates dupli- 
cation of merchandise. Write for free 


profit-making circular today. 


BROOKLYN 5,NEW YORK 


Branch: El Monte, California 
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THE STEEL 


you Never see 











»«« keeps people sold on your store 


With every washing machine, range or 
refrigerator you send out to a home, you also 
deliver the good-will of your store. For four good 
name stands or falls on the satisfactory 
performance of the merchandise. These appliances 
are largely made of iron or steel sheets, 

finished in various ways. Their service life 


depends on the steel you never see. 


You can count on Armco metals to deliver 

special quality. Your customers also know their 
fine reputation — through 33 consecutive years 
of Armco advertising in popular magazines. People 
have learned that the use of ARMco 


Enameling Iron is assurance of basic metal 
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quality in porcelain enameled appliances. 

They also know that leading manufacturers use 
Armco Galvanized Paintcrip — the special paint- 
holding sheet steel — for paint-enamel parts of 


washing machines, ironers and home freezers. 


Competition is going to be a lot tougher 

in the months ahead. You’re on solid ground when 
you can point to the familiar Armco triangle 
trademark. It’s known to millions as a trusted 
name in steel. It clinches sales. And it 

helps guard precious good-will after the appliance 
reaches the home. The American Rolling Mill Co., 
741 Curtis Street, Middletown, Ohio. 

Export: The Armco International Corporation. 


THE AMERICAN ROLLING MILL COMPANY 
© SPECIAL-PURPOSE SHEET STEELS 


@ STAINLESS STEEL SHEETS, STRIP, BARS AND WIRE 


NATIONALLY ADVERTISED FOR 33 YEARS 
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Los Angeles Radio Show 
Builds Prospect Lists 


Sponsored by the Southern Cali- 
fornia Radio and Electrical Appliance 
Association Inc. a new radio pro- 
gram, known as “The Magic of Elec- 
tricity,” has made its appearance on 
station KMPC, from 8:30 to 9 p.m 
Sunday evenings. With a background 
of music furnished by Fred Waring 
and his musicians, the feature of each 
program is the award of a number of 
electrical appliances to contestants on 
the basis of entry cards they have 
filled out at dealers’ stores. The 
blanks are available at the stores of 
Association members only. They are 
filled out by the potential customer, 
who gives name and address, phone 
number, etc. and at the same time ex- 
presses a desire to own some par- 
ticular radio or electrical appliance. 
In fifty words or less they also tell 
why they should like to possess this 
article. The registration blank is 
then stamped with the dealer’s name 
and address and is brought or mailed 
to the Association office where it is 
judged by a board which each week 
selects the five best letters submitted. 
On the following Sunday evening, the 
phone number on the blank is dialed 
for the No. 1 letter and if that per- 
son is there and can identify the name 
of the program, which is, of course, 
“The Magic of Electricity,” he or she 
receives the No. 1 award. If there 
is no answer to the phone call, or if 
the answer is incorrect, the award is 
carried over to the No. 2 letter, who 
then has a chance of receiving two 
awards for a correct answer. Should 
all five fail to give the correct title of 
the program, all awards are carried 
over to the following week. In the 
meantime, of course, the dealers are 
securing some very good prospect 
lists, with sales arguments written in 
by the prospective customer. 


Eastern Ohio League 
Elects Gruger President 


W. H. Gruger of the Phoenix Elec- 
tric Co., Youngstown, Ohio, has been 
elected president of the Electrical 
League of Eastern Ohio. Other 
officers are: H. B. Gold, superintend- 
ent of electric and steam heating sales 
for the Ohio Edison Co., vice-presi- 
dent; and E. J. Beil, re-elected sec- 
retary-treasurer, Directors are : W. 
H. Gruger, E. C. Carlson, H. B. Gold, 
J. T. Peden, C. J. Woodford, and 
E. J. Beil. 


St. Petersburg League 
Holds Annual Elections 


The St. Petersburg (Fla.) Elec- 
trical Dealers Association recently 
held its annual meeting, elected and 
installed officers including Charles W. 
Brestle, vice-president; M. W. Tyree, 
president; and R. H. Hall and Roy 
E. Lealman, directors. The group re- 
cently sponsored a home freezer school 
conducted by Florida Power econo- 
mists for the purpose of acquainting 
dealers with the use and maintenance 
of home freezers. 
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Stewart-Wamer Lhe littlest BIG radio 








youll find anywhere! 





Strobo-Sonic Jone 


Tone so faithful you can under- 
stand each word, distinguish 
every instrument, hear music in 
its true dimensions . . . real as 
life and picture-clear. 






AIR PAL 


Smaller than a phone—plays like a console! 


Stewart-Warner Air Pal is a full-power It’s a ‘‘radio console” in a jewel case! 





MUSIDORA 


FM-AM Console Radio-Phonograph 
All FM and standard AM broadcasts. New 
automatic intermix changer mixes both 
10-in. and12-in. records. Twoalbum com- 
partments. AM push-button tuning. Two 


AC-DC set that performs brilliantly 
anywhere you plug it in. . . trains, 
planes, ships, hotels, offices, and every 
room in the house. 


Not a toy that annoys customers with 
tinny tone. It has a pack of power and 
performance inside! 


LOOK AT ALL THESE FEATURES! 


Air Pal has vernier planetary tuning, 


Air Pal slips easily into a brief case ora 
handbag, and is ready with full-voiced 
radio power the minute you plug it in. 


THREE STUNNING CABINETS! 


Air Pal’s supersmart plastic design 
comes in three colors . . . gleamin 
ivory, rich walnut, and a aigkebinck 
beauty in ebony. 


No Stewart-Warner dealer has ever had 








built-in antennae. Smooth AC operation 4 tubes plus rectifier, built-in Radair a set that packs so much punch... in 
for full-cycle tonal range. Rectifier plus 8 Antenna, PM dynamic speaker, accu- encinnanaay ade tor tnies om i in 
tubes, inverse feed-back, RF stage both rate slide-rule dial, complete AM band. Air Pal. Just let them //sten to it! 
bands. Handsome mahogany styling. 

a 





VI D FO RAMA Direct -View 

TELEVISION 
Stewart-Warner has put 23 years of elec- 
tronics experience into this beautiful 
‘radio theater.’’ All 13 telecast bands 
with genuine FM sound, plus all stand- 
ard broadcasts. Big bright pictures under 
living-room lights. The finest custom- 
built cabinets in modern and Georgian 
styling. 


BALLADEER FM-AM TABLE RADIOS 


Here’ FM pias AM 
in wlable models sited for every foo 
bo erything on the air... for 

















A Model for Every Purpose —a Radio for Every Room 
Stewart -Warner 
Shades phonopeaphs - Selevision 


CHICAGO 14, 


Seren abet om rectifier, PM dynamic 


FOUR MODELS—Ivory plastic (shown 


above), walnut plastic, desert-tan wood 


and walnut w (below). 


ILLINOIS 
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OFFERING NEW APPEALS 
FOR VOLUME SALES 


LIK he new FASCO ventilator 
...it removes odors and grease- 
laden air and dust so quickly, 
quietly and without drafts. The 
modern, white-enameled grille 
adds beauty to any wall...is so 
easy and simple to remove and 
clean. Just one control operates 
both outside door and fan, too.” 














"| LIKE the new FASCO ventilator .. . it’s a high quality, 
efficient vent, but it's reasonably priced. Low operating 
cost and no maintenance, except for an occasional clean- 
ing. Nofire hazard from clogged-up ducts. Positive, weather- 


tight seal protects my walls.” 


YOU'LL LIKE the new FASCO ventilator because it's 
amazingly simple, easy and quick to install or service. Long, 
trouble-free life satisfies customers. Popular price brings 


volume sales for multiple installation 
rooms, playrooms, nurseries, etc. 


. . . kitchens, bath- 


For full details see your FASCO distributor 


2K MADE BY SPECIALISTS IN AIR 
CIRCULATION—MAKERS OF THE FAMOUS 


ARCTICAIRE. sans 


F. A. SMITH MANUFACTURING CO., INC. 


ROCHESTER 2, NEW YORK 






al 


AUDIENCE EYE VIEW: New Jersey appliance dealers who recently met in the 


Krich-Radisco Auditorium in Newark got this view of the new Bendix Home Appli- 
ances, Inc., products which were presented by the distributing firm. Added to the 
automatic washer were two new products, the ironer and dryer. 








DISTRIBUTOR NEWS 








ARKANSAS 


Three Stuttgart natives have in- 
corporated a new wholesaling firm 
at 207 E. Ist. They are Eric F. Le- 
Brocq, N. V. Moody and W. A. De- 
Maine, and their firm is known as the 
Grand Prairie Electric Co. 

Jimmie Robinson, manager of the 
Jefferson Supply Co., informs us that 
his firm moved into a new 14,000 
sq. ft., fireproof building at 711 Main 
St., Pine Bluff, recently. The whole- 
sale concern, which suspended business 
for four war years, was founded in 
1923 by Adam J. and George J. 
Robinson. 


FLORIDA 


Jacksonville was the scene of a re- 
cent General Electric dealer meeting 
to preview major appliances for the 
whole state of Florida, according to 
F. W. Markland, sales promotion 
manager. Company _representativés 
aided in the demonstrations. 


GEORGIA 


A sizable gathering of Clarion dis- 
tributors and representatives attended 
an Atlanta meeting recently to hear 
John S. Holmes, president of the War- 
wick Mfg. Co., talk about his com- 
pany’s line. They were also given an 
earful by Reau Kemp, Clarion sales 
manager, and Earl E. Sproul, head of 
the Agency Service Corp., the firm’s 
ad agency. 


MASSACHUSETTS 


Allied Appliance Co., Boston, has 
taken on a new sales promotion man- 
ager in Roy Davey, well known in 
radio merchandising. He has as- 
sumed the job of Guy G. Smith, who 
has resigned to -establish his own 
advertising agency. 

Riley Wirtz has been upped to the 
position of sales manager of the com- 
mercial refrigeration department of 
the Eastern Co., Cambridge distribu- 
tors, according to Joseph R. Segel, 


APRIL 1, 1947—ELECTRICAL 


general sales manager. Mr. Wirtz 
was formerly district manager of the 
Bendix department. He gets as his 
assistant Ray Senechat. The com- 
pany also has two new district mana- 
gers in Joseph Williams and Joseph 
Cunningham. 


MONTANA 


A seven-year veteran with the Tay- 
lor Distributing Co., Inc., Farnsworth 
wholesalers in Montana and northern 
Wyoming, is Walter Larson, who has 
been appointed to the firm’s sales and 
service department by L. I. Taylor, 
manager. 


NEW YORK 


Harry A. Shooer has decided to go 
into the distributing business for him- 
self. Accordingly, he has resigned his 
post as sales manager of Belle Elec- 
tronics and is formulating plans for 
his firm. Mr. Shooer was ‘formerly 
with Bendix and later with the OPA. 

Dealers from western New York 
and northern Pennsylvania saw the 
Bendix automatic ironer demonstrated 
at a meeting in the Joseph Strauss 
showrooms in Buffalo a while ago. 
Luke J. Strauss, president of the dis- 
tributing firm, introduced Bendix 
demonstrators. 

To celebrate its thirtieth anniversary, 
the Onondaga Supply Co., Zenith dis- 
tributor in Syracuse, held 2 two-day 
open house in its new quarters at 344 
W. Genesee St., with A. V. Duke, 
assistant to Zenith’s vice-president and 
director of sales, and Hugh Boyer, 
district sales manager, in attendance. 
The old quarters at 353 E. Onondaga 
St. will be maintained as a branch 
store. Hosts were H. Hiram Weis- 
berg, president; Benjamin S. Arnold, 
vice-president; Jack B. Phillips, treas- 
urer; and Theodore Pierson, secre- 
tary. 

In Binghamton, Northrup Building 
Credits, Inc., has been organized to 
help dealers of Northrup Supply Corp. 
in handling time payment accounts. 
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You make no mistake when you sell the 
leader. Quality, service, price and advertis- 
ing must be right for a product to become 
the outstanding leader in its field. 


2 out of 3 customers for electric churns buy 
Gem Dandy. That statement is based on 
U. S. Census reports. 


Nationally advertised in Farm Journal, The 
Progressive Farmer and other leading farm 
magazines, Gem Dandy Electric Churn is a 
quality product throughout . 
designed, slow-speed, long-life motor . . . 


. . Especially 


aluminum base, shaft and aluminum, adjusta- 
ble dasher . . . sanitary and easy to clean... 
“DuPont Neoprene supports, cord and plug 
. . . deluxe model has convenient switch in 
cord .. . operating cost about 10c per month 
... weight 8 Ibs. .. . guaranteed for one year. 


Alabama Manufacturing Company 
Birmingham 3, Alabama 


EM DANDY 


e.ecraie CHUR 4 





PRICES 
Deluxe Model Retail Price............... 
Recommended Dealer's Cost ............. 
Standard Model Retail Price............. 
Recommended Dealer's Cost ............. 





































Gem Dandy Electric Churns are adjustable to fit crock 
or jar up to 6 gals. Gem Dandy Duraglas jars, made 
especially for use with Gem Dandy Electric Churns, are 
sold separately. 3-gal. list $1.95. 5-gal. list $2.45. 


Order Gem Dandy Electric Churns and Gem Dandy 


Duraglas Jars from your distributor today. 
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SMIN MAIS ALA 






YOU MAKE NO MISTAKE WHEN YOU SELL THE LEADER 
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THE GILL ELECTRIC STOVE Is 


A Apme 


IN ANY SURROUNDINGS... 





--- DOES A BIG JOB 
IN A SMALL SPACE 


A LL the efficiency of a full-sized electric range 
in this attractive Gill Electric Stove . . . handsome enough 
to grace any buffet. Light, (11 Ibs.) it fits perfectly in 
tiny apartments, trailers and breakfast nooks. It travels 
perfectly to weekend cabins, is convenient on a porch, 
in an office. Its stainless steel top, aluminum body, large 
heating elements and two speed heat make it a quality 
appliance. Write for details and discount information. 


GILL 
GRIDDLE 





A heavy duty, cast-aluminum griddle that 
will last a lifetime. It distributes heat perfectly for frying evenly. 
Detachable handle permits use in broiler. Sold separately or in 
combination with the Gill Electric Stove. 


GILL 
UTILITY TABLE 


Perfect for the Gill Electric Stove, 
or wonderfully useful anywhere that 
more work surface is needed. Rust- 
proof stainless steel top and alu- 
minum legs. Easily adjustable to 
three convenient heights. Portable, 
approx. 16 lbs. Top 20 in. by 36 in. 


\ ELECTRIC STOVE 


GILL ELECTRIC MFG. CORP. 


REDLANDS, CALIFORNIA 


“Quality electrical products since 1920” 

















SUPERIOR'S LINE: Exhibiting at the recent Oklahoma Hardware Dealers Associa- 
tion annual convention was the Superior Distributing Co., Farnsworth radio distribu- 
tor in the state. Members of the firm's sales staff, left to right: Robert J. Findley, 
W. C. Henderson, Burl Cooper, and owner-manager Frank Cox. 








DISTRIBUTOR NEWS 


Herbert J. Northrup is president of scribed stock three shares by Howard 
both firms, with David Morgan, Jr., Beidler and Clara Beidler, both of 
executive vice-president, in active Asheville, and B. D. Waller of Char- 
charge of the new corporation. Other _lotte. 

officers are C. H. Starr, vice-presi- 








‘ 


dent; H. J. Teetsel, treasurer, and OHIO 
C. E. Gulbran, secretary. The two 
firms are located in the same building. Harry W. Allen, a co-founder of 
the Allen Electric Co., 2116 E. 19th ® 
NORTH CAROLINA St., Cleveland, electrical jobbing firm, 


has disposed of his holdings to his 

More than 150 Frigidaire dealers associates and will retire. Ralph Res- 
from eastern North Carolina attended tow, who was another co-founder 
a district meeting, sponsored by R. F. along with Mrs. Restow and Joseph 
Trent, Inc., of Norfolk, to view new Friedel, will be president. Mrs. Libbie 
lines. Among the speakers were R. F. Restow will be vice-president and 
Trent; G. W. Plumly of the Dayton, treasurer; Mr. Friedel is a vice-presi- 
Ohio, Frigidaire plant; H. W. Butt, dent, and Robert H. Trenkamp is sec- 


W. M. Mason and George Blasseng- retary. 

ham, representatives of the company; In 1907 the Moock Electric Co. 
and E. H. Morris of Raleigh, district started business in a small shop in 
representative. Canton. By 1919 it had spread to 


A new North Carolina distributing Youngstown, and 1929 saw the open- 
firm is Associated Distributors of ing of an Akron store. In observance 
Asheville, Inc., who will handle ap- of its fortieth year it has opened a new 
pliances. Authorized capital stock is store and service center at 244 W. 
1,000 shares of no par value, sub- Wood St., Youngstown, playing host 








CENTER OF DISTRIBUTION: Located right spang in the geographical center of 
Chicago is the new home of the Sampson Co., appliance distributors. It was begun 
last fall, and is expected to be ready for occupancy this summer. 
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DEPENDS ON THE DEALER 


MR. KLARMAN, President of County Hardware, say$... | 


“In competitive times (we’re head and shoulers 
into them right now!) appliances and radiosAlon’t 
sell themselves . . . they have to be sold — hafd, and 
there’s no escaping the fact that it’s the rexailer who 
actually does the selling, who’s in the ke¥ position to 


influence the consumer, to guide his choice among highly competitive 
items. 


“We do our best, most enthusiastic selling job’on those items on which 
we have complete, up to the minute ipf6rmation. That makes sense 
because efficient selling requires full knowledge of the product, 
(2) familiarity with appeals that are proving effective in influencing 
consumers to buy, (3) confidence in the ability of the product to build 
lasting good will throwgh top flight performance. 


“Because we t to do the best selling job possible all our salesmen 
are regulgr’readers of Electrical Merchandising. They examine the 
advertis¢ments thoroughly for product information, timely sales points 
and@appeals that will increase sales efficiency. 


“In my opinion any manufacturer in the appliance and radio field 
misses a valuable opportuhity when he neglects to provide his dealers 


each month with product information, sales tips, and promotional 
ideas.” 


A regular advertising program in Electrical Merchandising is a 
quick, effective and economical way to build enthusiastic and in- 
formed dealer sales effort and support . . . and remember, in selling 
appliances and radios... 


7 lot DOES deseud ou the dealer! 


Peeece HL NOT RICAL MERCHANDISING 


330 WEST 42nd ST., N.Y. 18 “Ze Dealers’ Choice Year bier Year” A McGRAW-HILL PUBLICATION 
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FOR THE DEPENDABLE PERFORMANCE THAT 
SELLS MORE ELECTRICAL APPLIANCES 


a 


Long-Life 


Quatity appliances are coming back! Once again con- 
sumers are demanding branded merchandise that assures 
them years of dependable service. And retailers too, intent 
upon building a reputation for quality are changing their 
buying habits and specifying Nichrome long-life heating 
elements when ordering electrical appliances. 


For Nichrome is that high nickel-chromium electrical re- 
sistance alloy which, for more than 35 years, has set the 
quality standard in heating elements. By delivering abundant 
heat for a lifetime of dependable, trouble-free operation it 
puts the stamp of enduring quality on every electrical ap- 

é pliance so equipped. 


So to make your selling job easier and keep your customers 
well satisfied . . . longer, ask your manufacturer to assure you 
that the heating elements in the appliances‘you buy are wound 
with Nichrome. Be sure, however, that you specify Nichrome 
for there are several nickel-chromium combinations — but only 
one Nichrome* and — 


Nichrome is made only by 


“tre ie 


Driver-Harris 


COMPANY 


HARRISON ° NEW JERSEY 
BRANCHES: Chicago a Detroit ae Cleveland 
Los Angeles * San Francisco o Seattle 
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to more than 400 northeastern Ohio 
industrial customers, dealers and sales- 
men on its inaugural day. The day 
before, 75 Westinghouse executives 
got a preview showing. Harold M. 
Moock is president of the firm, Glenn 
M. Nutter is vice-president, and 
George P. MacFarlan is Youngstown 
manager. 


OKLAHOMA 


Offices, warehouse and display 
rooms of the Gentry-Brown Supply 
Co., Inc., are now located at 834 NW 
2, according to G. W. Gentry. The 
electrical farm and commercial re- 
frigeration equipment distributors have 
added Frank Cloud, a refrigeration 
engineer, to their display floor staff. 


OREGON 


Admiral combed the Portland area 
and rounded up more than 200 dealers 
who handle their products. Then 
Admiral and the Lou Johnson Co. 
joined forces and introduced the 1947 
Admiral line to the audience. Speakers 
were Lou Johnson and Dick Mathews 
of the distributing firm; W. C. John- 
son, sales manager of Admiral; Hal 
Conklin, Pacific Coast manager; and 
Willie Mae Rogers, Admiral’s home 
economist. 


PENNSYLVANIA 


Pittsburgh recently saw a crowd 
of 500 dealers and their wives con- 
gregated for a demonstration of the 
new Bendix home ironer, under the 
auspices of Ludwig Hommel & Co., 
distributors. Two Bendix representa- 
tives, N. L. Craighead and Mary Ellen 
Dewine, did the honors in introducing 
the ironer, which is now in produc- 
tion, to the gathering. 

The resignation of R. S. (Bob) 
Agee as vice-president and director of 
Roberts & Mander Corp., Hatboro, 





R. S. AGEE 


is the first step in the organization of 
a new manufacturers’ sales agency and 
wholesale marketing business. Mr. 
Agee will set up temporary headquar- 
ters at 237 N. Bent Road, Wyncote, 
Philadelphia, and will spread his 
operations over the adjacent Mid- 
Atlantic area. He is well known in 
gas appliance circles. 

Plenty of floor space—about 1750 
sq. ft—is utilized in the new parts 
department opened at 5434 Penn Ave., 
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Pocarved by > 
Good Housekeeping 


















Waren A WOMAN sees a product which bears the Good 
Housekeeping Guaranty Seal, she knows she can buy with 
confidence. 


She knows that Good Housekeeping’s own money-back 
guarantee is behind every product which bears the Seal— 
behind every product and service advertised in the pages 


of its magazine. 


A recent survey by Crossley, famous research authority, 
proves that women shoppers value the Good Housekeeping 
Seal more than any other product endorsement. 


So remember—the more Seal-endorsed products you 
carry, the more confidence women will have in your 
store as a place to buy reliable, high-quality mer- 
chandise. 

Your customers know—we give this Seal to no one. The 


product that has it, earns it. 
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RED JACKET’S 


New Centri-Jet ‘RC’? Pump 
and Water Systems 


CATALOG 


7A 


Ww 
ap sot 


aven? 


NOW AVAILABLE UPON 
IMMEDIATE REQUEST 


Here is the last word in modern, complete, 

easy-to-read and easy-to-understand, pump and 

water systems catalogs. Hot off the press, this helpful Red Jacket 
Catalog is available to every pump and water system jobber 

and dealer. 


Now with the aid of this catalog, anyone can quickly and easily 
select the right pump and water system for the job — no more 
guesswork. An innovation in pump catalogs is the new 


rany 
‘PUMP SELECTION DEPENDS 
ON THESE 4 BASIC QUESTIONS 


copyrighted easy selection table for 
both shallow and deep well Red 
Jacket Centri-Jet “RC” Pumps 
— plus a number of new 
helpful guides and aids in 
pump installation. What is the pumping level? 


What is the size of the well? 


What capacity is required? 


What should be the average 
discharge pressure? 


Mew CATALOG FEATURES 


@ Copyrighted, new, easy-to-un- 
derstand, Pump Selection 
Charts. @ Different types of Shallow Well 

hook-ups. 

@ Simple description as to how 
Centri-Jet “RC” Shallow and @ Conversion from Shallow to 
Deep Well Pumps work. Deep Well, Gasoline Engine 

driven to Electric Motor driven. 

@ Complete explanation as to 
how single and twin tube deep @ Compact, easy-to-identify, space 


well injectors work. and stock saving packaging. 


Write Red Jacket today FOR YOUR FREE CATALOG 


Don't wait another minute — request your copy at once! Limited supply 
makes it necessary to mail these catalogs on a first come first mailed basis. 
Write RED JACKET MFG. CO., Dept. 8, Davenport, Iowa. 


> NC REO JACKET 
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DISTRIBUTOR NEWS 














East Liberty, Pittsburgh, by the C. 
R. Rogers Co., Plilco distributor. 
Harold Skaggs is its manager. 

For three days the Superior Dis- 
tributing Co., Emerson radio whole- 
salers, extended a welcome to its tri- 
state area distributors in its new store 
and offices at 5124 Penn Ave., Pitts- 
burgh. The firm is a newly-formed 
subsidiary of the Superior Auto Ac- 
cessories Co., 5117 Baum Blvd. 

Philadelphia Electronics, Inc., an- 
nounces that Charles Boice has been 
made sales manager of his company. 
Mr. Boice was with Philco Distribu- 
tors for seven years. 


TENNESSEE 


Red meat or seafood—sirloins or 
sardines? This is the choice facing 
the sales staff of Shobe, Inc., of 
Memphis. Will Ray, the firm’s gen- 
eral sales manager, has master-minded 
a horrible plot which will either de- 
stroy the salesmen’s morale or boost 
it sky-high. He has divided the Shobe 
sales territory into eastern and western 
halves and is playing them off against 
each other. The winners—those who 
make the most sales—will sit at a 
banquet in April with steaks in front 
of them; the losers will sit at the 
same table, but the triumph of the 
winners will be as gall and wormwood 
to them, for they will be dining some- 
what less than royally—on sardines. 
A special $50 bonus goes to the repre- 
sentative with the highest percentage 
quota. 


TEXAS 


J. Bryce O’Keefe has formed Appli- 
ance Wholesale, 100-104 Buchanan, 
Amarillo, to distribute Crosley appli- 
ances, and will act as general manager 
of the firm. F. H. Myrick and Ken- 
neth Woffard of Lubbock are his part- 
ners. J. Pat O’Keefe will be office 
manager; James Youdan, territory 
manager; Glenna M. Curtis, secretary, 
and Henry P. Kalakowski, service 
manager. 

According to H. L. McGurk, Frigid- 
aire district manager, the Frigidaire 
Sales Corp. recently held a preview 
of the 1947 electric ranges for 400 
dealers and representatives. The meet- 
ing, held in Fort Worth, drew its 


audience from Texas, New Mexico 
and Arkansas. 


VIRGINIA 


The Norfolk Distributing Co., 135- 
137. Church St. Norfolk, held its 
spring show recently for factory rep- 
resentatives and dealers in the Vir- 
ginia-North Carolina area. On hand 
were executives of the manufacturing 
concerns which are represented by the 
distributor. The attendance was in 
the neighborhood of 500. 

A reorganization of the sales force 
of Louis O. Bowman, Inc., Richmond 
distributor, finds T. S. Bayless in the 
position of sales manager, and the 
salesmen have two new colleagues in 
the persons of G. T. Feintrace and 
H. S. Edwards. 


WASHINGTON 


Willie Mae Rogers, Admiral Corp.'s 
home economist, recently showed a 
group of Spokane appliance dealers 
how food looks after 10 days in a 
conventional refrigerator, and after 
the same time in an Admiral. Fred I. 
Jarvis, local manager of the McKay 
Appliances Co., was in charge. 


WISCONSIN 


New to the wholesale and retail ap- 
pliance field in Milwaukee is the Peer- 
less Electric Co., Inc., which has just 
been granted a charter of incorpora- 
tion. Walter H. Immekus, Edna A. 
Immekus, Arthur A. Spiering and 
Frieda Spiering are listed as incor- 
porators, 

Lawrence, Westye F. and Mary L. 
Bakke have incorporated Cooling 
Equipment Distributors, Inc., at Madi- 
son, with a capital stock of 100 
shares at no par value. The firm will 
deal in air conditioning and refrigera- 
tion equipment and ‘accessories. 

Another new Madison corporation 
is Parket’s Distributors, Inc., which 
will deal in electrical appliances and 
equipment, cooling, air conditioning 
and heating equipment and building 
materials. Capital stock of 20,000 
shares at $10 per share par value has 
been authorized. Incorporators are 
Bernardine Koch, Kathryn Dahlk and 
Ruth M. Olson. 
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FRONT DOOR PARKING is provided at the new home of Electrical Distributing, 
Inc., Portland, Ore., distributor in that area for Apex Electrical Mfg. Co. The build- 
ing is about 150 feet deep, provides a radio parts room, a service shop and an 
auditorium on the second floor. 
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READY FOR SHIPMENT NOW 






Check these Surf FAN features 


LJ 
a 
LJ 
LJ 
LJ 


BEAUTY .. . Modern styling * Handsome crackle 
finish ¢ Silent type 10-inch fan blades « Bright plated 
fan guard. 

STABILITY ...Sturdy all-metal construction ¢ 74-inch 
base—punched for wall mounting « Weight 4 lbs., 9 oz. 
POWER ...Shaded pole type A. C. motor manufac- 
tured exclusively by G-M Laboratories Inc. * No 
radio interference *« Approved rubber covered cord. 
EFFICIENCY ... Fan delivers 500 cu. ft. of cooling air 
per minute ¢ Non-oscillating * Fan angle adjustable 
vertically through full 360 degrees. 

GUARANTEE... Fully guaranteed for one year against 
defects in materials and workmanship. 


(NOTE: Surf FAN cannot be used in conjunction with Surf 


SEason-AIR heater unit.) 
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Now, in time to relieve your summer fan shortage, 


we present the new Surf FAN. It’s a quality fan 


throughout —rugged, dependable, quiet, ultra-smart 


in design. With minor changes, it’s the same fan 


originally engineered for the famous Surf SEASON-AIR. 


We are producing and shipping Surf FANS in 
quantity. Order from your distributor 

NOW ...G-M Laboratories Inc., 

4292 N. Knox Ave., Chicago 41, Ill. 


S SEASON-AIR OFFERS 
4-SEASON UTILITY! 


From heater to fan in 29 seconds... 
simply remove heater housing. 
All year ’round, in any kind of 
weather, Surf SEASON-AIR has 
the same powerful sales appeal. 
Contact your distributor now. 
Be first in your trading area to 


show—and SELL—this great 
ALL-season profit-maker ! 


*24°-. 


($25.50 West of Rockies) 


See us at the Housewares Show, April 27 to May 2, 
in Philadelphia, Space #839, Major Appliance Section. 
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The portable “heating-plant” 
for hard-to-heat rooms 


Customers warm up fast when you show them Wittie Electric Steam 
Circulating Heater! It's the new, postwar-type, individual-room heat- 
ing-plant they've read and heard about! Tops for efficiency, Wittie 
fan-circulates a gentle flow of clean, abundant steam heat throughout 
a room in minutes! Solves cold-room heating problems in homes, 
offices, shops, economically and safely. Lightweight—only 32 Ibs., com- 
pact and attractively luggage-styled; 115 volts AC only. There's year- 
around action with Wittie Heater. Write today for details! 


WITTIE MBG. & SALES CO., DEPT. 20, 1414 S. Wabash Ave., Chicago 5, III. 
Nationally Advertised — Cosmopolitan, Good Housekeeping, 


Better Homes and Gardens, House & Garden, Parents’ Magazine, 
Popular Mechanics, Field & Stream and many others. 


WITTIE 


PORTABLE 


Electric Steam 


CIRCULATING HEATER 
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Lasko Metal Products 


Milt Goldbacher, sales manager for 
Lasko Metal Products, West Chester, 
Pa., announced recently the following 
complete list of distributors of their 
products. 


Cruse-Crawford Distributing Co., 2130 
Third Ave., Birmingham, Ala. 

R. P. McDavid Co., 1630 Second Ave., 
N., Birmingham, Ala. 

Teague Hardware Co., 132 Commerce 
St., Montgomery, Ala. 

Gunn Distributing Co., Inc. 600 E. 
Markam St., Little Rock, Ark. 

Bruce-Rogers Co., 8185 S. Sixth St., 
Fort Smith, Ark. 

Stapleton Supply Co., Inc., 17 N. 9h 
St., Fort Smith, Ark. 

Arizona Appliance Mart, 312 E. Con- 
gress St., Tucson, Ariz. 

Arizone Appliance Mart, 440 W. Wash- 
ington St., Phoenix, Ariz. 

Stevens Wholesale Co., 955 E. Van 
Buren St., Phoenix, Ariz. 

Raymond's, 200 Davis St., San Francisco 
11, Calif. 

Simpson's Light Globe Sunoly, 1417 W. 
8th St., Los Angeles, Calif. 

Gaines Electric Supply Co., 1064 Ana- 
heim St., Long Beach 2, Calif. 

Modern Appliance Co., 111 S. Ellsworth 
St., San Mateo, Calif. 

Overbeck-Heyman Co., 2862 Mission 
St., San Francisco 19, Calif. 

Appliance Supply Co., 532 Sixth St., 
San Francisco, Calif. 

U. S. Grant Supply Co., 1170 S. Hill 
St., Los Angeles 15, Calif. 

Ruby Sales Co., 1437 Lawrence St., 
Denver, Colo. 

Larson Distributing Co., 550 Lincoln, Den- 
ver, Colo. 

Elliott-Schmidt Electric Co., 1199 Stout 
St., Denver, Colo. 

D'Elia Electric Co., 1330 Fairfield Ave., 
Bridgeport, Conn. 

United Electric Supply 40-46 Golden 
St., New London, Conn. 

The Monitor Co. of Washington, 1507 
Maryland Ave., N.W., Washington 2, 
D. C. 

Nathan Goodman Co., Inc., 808 (2th 
St., N.W., Washington, D. C. 

Excelsior Stove & Mfg. Co., Quincy, Ill. 

Quality Industries, Inc., 6 E. Lake St., 
& State St., Chicago, Ill. 

May Electric Co., 318 E. Third St., 
Kewanee, Ill. 

Forest City Electric Supply, 11! S. First 
St., Rockford, Ill. 

Mid State Electric Supply, 252 E. Main 
St., Decatur, Ill. 

Builders Service & Equip. Co., 27 W. 
15 St., Gary, Ind. 

The Acme Co., 218 McCrea St.. In- 
dianapolis, Ind. 

The Union Electric Co., Abilene, Kansas. 

Jenkins Wholesale Div., Wichita, Kansas. 

Tafel Electric & Supply Co., 327 W. Main 
St., Louisville, Ky. 

Stratton & Tersteqre Co., 15th & Main 
Sts., Louisville, Kv. 

Kentworth Corp., 726 W. Main St., Louis- 
ville, Ky. 

Pioneer Products, Inc., 5224 Fairlawn 
Ave., Baltimore, Md. 

Frederick Trading Co., Frederick, Md. 

Arvedon Electric Supply Co., Inc., 71-73 
Portland St., Boston, Mass. 

Equipment Distributors, Inc., 594 New- 
berry St., Boston, Mass. 

Service Electric Supply, 23 Newton PI., 
Fitchburg, Mass. 

V & M Electric Co., Menominee, Mich. 

Ackerman Electrical Supply Co., 549 
Pine Ave., N.W., Grand Rapids, Mich. 


Westinghouse Electric Supply, 547 
Harper Ave., Detroit, Mich. 

Morley Brothers, Department 14, 115 N. 
Washington St., Saginaw, Mich. 

Westinghouse Electric Supply, 2330 N. 
Dort Highway, Flint, Mich. 

Frank G. Teal Co., 425 Bates St., Detroit, 
Mich. 

Wigdor's, Charleston, Mo. 

Julian Co., 3933 Olive St., St. Louis, Mo. 

J. C. Hirschbuehler Co., 621 N. First St., 
St. Louis, Mo. 

Jenkins Wholesale Division, 121-23 Wal. 
nut St., Kansas City, Mo. 

Brown Supply Co., 2800 Pine St., St, 
Louis, Mo. 

Superior Distributing Co., 2305 Penway, 
Kansas City, Mo. 

Jenkins Wholesale Division, 4824 Wash- 
ington Ave., St. Louis, Mo. 

H. T. Poindexter & Sons Mdse. Co., 80! 
Broadway, Kansas City, Mo. 

Southern Minnesota Supply Co., Man- 
kato, Minn. 

Eibert Coffee Co., 826 Berry St., St. 
Paul, Minn. 
Marshall-Wells Co., Duluth 1, Minn., 
Spokane Wash., and Portland, Ore. 
Janney-Semple-Hill Co., Minneapolis, 
Minn. 

W. R. Beamish Co., 1612 Harmon Pl., 
Minneapolis, Minn. 

Minnesota Electric Supply, Willmar, Minn. 

General Appliance Co., 1001-03 Farnam 
St., Omaha 8, Nebr. 

Dutton-Laison, Hastings, Nebr. 

Kieffer Sales Co., Fargo, N. D. 

Fort Orange Distributing Co., 356 Broad- 
way, Albany, N. Y. 

Brady Electric Co., 255-259 State St., 
Elmira, N. Y. 

Nassau Distributing Co., 11 E. 47th St., 
New York 17, N. Y. 

Conduit Electric Supply Co., Inc., 302 
Jefferson St., Syracuse 2, N. Y. 

Gorke Electric Co., 604-606 Montgomery 
Ave., Syracuse, N. Y. 
L. B. Electric Supply Co., 5202 New 
Utrecht Ave., Brooklyn 19, N. Y. 
Phillips Electrical Supply Co., 911 E. 
163rd St., New York 59, N. Y. 

Stevens Wholesale Co., Albuquerque, 
N. M. 

Custom Cabinet Co., 15 S. Harrison St., 
East Orange, N. J. 

Masda Corp., 431 
Newark, N. J. 

Electric Specialty Co., 35-37 Bridge St., 
Patterson, N. J. 

The M. D. Larkin Co., 115 E. Third St., 
Dayton, Ohio. 

Sherman Sales Co., 614 St. Clair Ave., 
W., Cleveland, Ohio. 

Brown & Gold Mfg. Co., 1900 E. 26th St., 
Cleveland, Ohio. 

Seckett Electric Corp., 99 N. 4th St., 
Cleveland, Ohio. 
Oregon Hardware & Electric Co., 200 
S.W. Washington St., Portland, Ore. 
Gilbert Bros., 814 S.W. Second St., Port- 
land, Ore. 

Northern Wholesale Hardware Co., 805 
Glisan St., Portland 9, Ore. 

Superior Distributing Co., 917 N. Rob- 
inson St., Oklahoma City, Okla. 

Jenkins Wholesale Div., Oklahoma City, 
Okla. 

Reese Electric Co., 530 Washington St., 
Johnstown, Pa. 

Morris Electrical Supply Co., 40th & 
Butler Sts., Pittsburgh, Pa. 

Valley Electric Co., Kittanning, Pa. 

Bell-Clark & Co., 14th & Gordon Sts., 
Allentown, Pa. 

Biehl's, Inc., 500 S. Centre St., Potts- 
ville, Pa. 

Hamburg Bros., 305 Penn Ave., Pitts- 
burgh, Pa. 


Elizabeth Ave., 
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A Handod tin any Yarrswoclh showroom! 


The new Farnsworth GK-141—a brilliant example of 
traditional Farnsworth styling and quality in a phono- 


graph-radio for the discriminating, value-minded buyer. 


A charming cabinet of authentic Heppelwhite de- 
sign—to attract the prospect’s eye! Farnsworth’s famous 
tone quality, Farnsworth’s dependable 3-point suspen- 


sion record changer—to rivet his attention! Deluxe 


Farnsworth features... push button tuning on both 
FM and AM, individual tone control on both treble 


and bass, outstanding performance—to whet his desire! 
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And a price tag surprisingly low—to impel him to buy! 

With distinguished self-selling models such as this, 
Farnsworth emphasizes the superior quality built into 
all Farnsworth sets—emphasizes Farnsworth’s ability 
to prove that real quality need not be expensive. This 
reputation for quality—combined with the Farnsworth 
policy of proper margins and ample “elbow room” for 
its dealers—continues to be their most valuable asset. 
Farnsworth Television & Radio Corporation, Fort Wayne 


1, Indiana. 


Farnsworth Radio and Television Receivers and Transmitters + Aircraft 

Radio Equipment + Farnsworth Television Tubes + Mobile Communica- 

tions and Traffic Control Systems for Rail and Highway + The Farnsworth 
Phonograph-Radio + The Capehart * The Panamuse by Capehart. 





@ "Dream" book of more than 2,000,000 small city and 
town homemakers . . . that’s Household. It’s idea-planned 
from cover to cover—packed with practical suggestions 
for turning aspirations into accomplishments. No wonder 


the editorial and advertising pages of Household get action. 


And no wonder it’s profitable action. For Household 
families are bigger than average — their homes are bigger 
and their needs more impelling. Yes, for advertising results 
in America’s small cities and towns, Household has no rival. 
Just ask the advertiser who got a 62,000 coupon response 
from a single back cover Household ad. 


) 


| HOUSEHOLD. st 0+ acres 


(Mezcanleoced FOR SMALL CITIES AND TOWNS 


CAPPER PUBLICATIONS, INC. © TOPEKA, KANSAS 
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Philadelphia Electronics, Inc., 2013 Wal- 
nut St., Philadelphia, Pa. 

Pittsburgh Electric Supply Co., Pitts- 
burgh, Pa. 

Electric Supply Co., 125 E. Market St., 
Clearfield, Pa. 

Brown, Eager & Hull, Ledger Bldg., Phila- 
delphia, Pa. 

Phillips & Buttorf, 217 Third Ave., N., 
Nashville, Tenn. 

Tafel Electric Supply Co., 219 Second 
Ave., N., Nashville, Tenn. 

Wayne Spinks, Inc., 302 Seventh Ave., 
S., Nashville, Tenn. 

Southern Furniture Sales, 418 Gay St., 
Knoxville, Tenn. 

Wayne Spinks, Inc., 1658 Union Ave., 
Memphis, Tenn. 

The Ricol Co., 1114 Jennings, Fort 
Worth, Texas. 

Bush Supply Co., Harlingen, Texas. 

McClung Distributing Co., 1117 Houston 
St., Fort Worth, Texas. 

Smith-Perry Electric Co., Munger Ave. 
& Laws St., Dallas, Texas. 

R. H. Huff & Co., 1714 Vaughn Blvd., 
Forth Worth, Texas. 

General Electric Supply Co., Abilene, 
Texas. 

United Appliance Co., 706 Crawford St., 
Houston, Texas. 

Roberts, Sanford & Taylor, Sherman, 
Texas. 

Readers Wholesale Distributors, 414 
Washington St., Houston, Texas. 

Stevens Wholesale Co., El Paso, Texas. 

George A. Lowe, Inc., Ogden, Utah. 

Western Supply Co., 357 W. Second S., 
Salt Lake City, Utah. 

Appliance Wholesalers, 850 S. Main St., 
Salt Lake City, Utah. 

Mountain States Distributors, Inc., 32 
Exchange Pl., Salt Lake City Utah. 

Old Dominion Distributors, Inc., 13th at 
Cary Sts., Richmond, Va. 

Noland Co., Newport News, Va. 

Goodman Electric Supply Co., 258 Bank 
St., Norfolk 1, Va. 

Bluefield Harware Co., Bluefield, W. Va. 

Universal Sales Co., 5406 W. Center St., 
Milwaukee, Wisc. 

Crescent Electric Supply, 123 N. Blount 
St., Madison, Wisc. 

Langstadt Electric Co., 233 E. College 
Ave., Appleton, Wisc. 

J. J. Stangel Hardware Co., Manitowoc, 
Wisc. 

Southern Minnesota Supply Co., 409 S. 
Barstow St., Eau Clair, Wisc. 

Pacific Electrical & Mechanical Co., 81% 
Fairview Pl., Seattle, Wash. 

Goddard Industries, 2208 Waverly Pl., 
Seattle, Wash. 


Hotpoint Begins 
Distributor Showings 


The West Coast got the first view 
of Hotpoint, Inc.’s new line recently, 
to start off a series of distributor 
meetings covering a period of about 
seven weeks and extending across the 
country. According to Gregory L. 
Rees, manager of Hotpoint’s range 
and water heater sales division, the 
audiences will see the firm’s first 
“completely post-war” automatic elec- 
tric ranges, a newly designed water 
heater, and an automatic electric dish- 
washer. Mr. Rees says the entire 
range line—four models—is in produc- 
tion and being shipped, and that a new 
line of water héaters is being shipped 
as well, 
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YOU CAN GET THEM... Hou 
YOU CAN SELL THEM... Zou 
YOU CAN MAKE MONEY ON THEM . ZZoce 


Wien COAST TO COAST, the big demand for Sunroc Water Coolers 
continues. 


And Sunroc is meeting that demand by topping the industry in 
quality, production, and sales. 


There’s a big market for water coolers in your territory. You 
can sew it up by hitching your business to this selling star. Sunroc 
backs its nation-wide distributor and dealer organization with 
sound promotion, forceful and hard-selling national advertising, 
result-getting direct mail, and the right products, in the right 
price-range. 


Get complete information on Sunroc’s products, prospects, plans. 
Return the coupon below as your first step toward a Sunroc Fran- 


chise. Sunroc Refrigeration Company, Dept. EM-4, Glen Riddle, Pa. 


@ Standard Model NM2B (ten gallons per hour), as illustrated, still lists for 


only $235 F.O.B. Glen Riddle, Pa. 


SUNROC REFRIGERATION COMPANY 
GLEN RIDDLE, PA. 


Franchise for [] Distributors [] Dealers (check which). 








Company aretie E 
Co Uae a ps Ss te 
City Pe State 








Address to Mr. 


Without obligation, please send details of the Sunroc line and Sunroc 





C- GLEN RIDDLE, 
‘I “SUNROC SERVES THE WORLD... Cool Drink of Water 
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The Glenwood Duplex The great New Glenwood 12-100 Gas Range 


Soundest-built, most carefully engineered ranges in Glenwood 
history — for the woman who wants the best! 


Give You the 
BIGGEST PROMOTION 


IN GLENWOOD HISTORY 





DEALER DISPLAY: Lewis & Conger, New York firm, recently devoted a window to 
this display of the Rotiss-O-Mat barbecuer, a product of Rotiss-O-Mat Corp., 22 
Steinway St., Astoria 5, N. Y. The display highlights the ability of the machine to 


roast, toast, grill, or broil, 














WE'RE GOING TO TOWN IN 
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89 newspapers with a circulation 
of 5,494,223. We're backing you 


up where your customers are. 





NEWSPAPERS 





One of the biggest circulation 
women’s magazines in 


your territory 




















Window and floor displays, self- 





selling range tags, folders, radio 





transcriptions, newspaper mats, 
and other selling helps. 





More Range for the — More money for you 


IN EVERY RANGE 


IN EVERY FEATURE =» = 





Available for manufactured, L P gas, and natural gas 
Glenwood Range Co., Taunton, Mass. 


BULT TO D) STANDARDS 
Sell the bes ' 
Aaekl. 
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ALABAMA 
E. E. Delaney, president of De- 


‘laney’s, Inc., of Mobile, states that as 


part of a state-wide expansion pro- 
gram, his firm has purchased the 
Automatic Butane Gas Co. of Birm- 
ingham and has opened an outlet for 
gas and electric appliances in Mont- 
gomery. The Montgomery store will 
employ about 40 people. 

Stan’s Radio Shop in Montgomery 
has moved to a new location, and 
from now on it will be found at 531 
S. Decatur St. 


ARIZONA 


Handbills have often been found an 
effective advertising method, but it 
seldom happens that their use has to 
be curbed because they are too effec- 
tive. However, the Appliance Mart 
of Tucson (G. A. Larriva, manager) 
feels a little resentful about its experi- 
ment with them.’ Distribution had to 
be limited to 3,000 a day because 
otherwise too many customers came 
into the store to be efficiently handled. 


CALIFORNIA 


The Horton Mfg. Co., Fort Wayne, 
Ind., is losing its secretary, and Los 
Angeles is gaining an appliance store. 
Edward A. Jordan went into con- 
ference with Walter E. Foley, and 
they came out with the decision to 
try their hand at merchandising in 
sunny (it says here) California. 


GEORGIA 


Stein’s of Atlanta celebrated the 
opening of a new branch store at 808 
Marietta St., N.W., by giving away 
an Apex washer, among other prizes. 
The original store is at 295 Decatur 
St., S.W. 


IDAHO 


Roy Burkett recently announced 
that he had bought the Shoshone Fur- 
niture Appliance store. The firm was 
formerly owned by E. J. Bragg. 


INDIANA 


After 50 years with the company 
he organized, A. L. Swanson has 
stepped out of the presidency of the 
Swanson-Nunn Co., Evansville, al- 
though he stays on as board president. 
C. W. Nunn advances from vice-presi- 
dent to president, John U. Aull from 
secretary to vice-president and general 
manager, J. Marshall Rushing from 
bookkeeper to secretary, William E. 
Powell from procurement officer to 
treasurer, and Albert H. Wolf from 
motor repair shop supervisor to as- 
sistant secretary. Mr. Swanson’s stock 
goes to the management personnel. 

The 93-year-old photographic sup- 
ply firm of H. Lieber Co., Inc., In- 
dianapolis, has opened its third outlet, 
at 13 S. Ritter Ave. The store, of 
which Robert L. Turner is manager, 
will carry a line of radios, combina- 
tions and records. 


KANSAS 


In Hutchinson, Harold E. Reck, 
Firestone representative, has joined 
Wayne Stewart in his accessories 
firm at 115 E. Second. The name now 
becomes the Stewart-Reck Tire & 
Supply, Inc., and the firm will handle 
appliances. 

John W. Haynes, owner of the 
Haynes Hardware store in Emporia, 
is about to begin extensive remodeling 
of his second floor. When completed 
it will house the radio and heavy elec- 
trical appliance departments, includ- 
ing stoves and refrigerators. 

A disastrous fire set Clarence 
Steckel’s brand new appliance firm 
back on its heels in February, but it 
was no real deterrent. Mr. Steckel is 
determined to get into the appliance 
business in Russell. He is building a 
new store—it will be either brick or 
stone, for obvious reasons—and hopes 
to open again within three months. If 
at first you don’t succeed. . . 


KENTUCKY 


Farmers are the target of Leland 
Gilbert and Harry Kennedy of Somer- 
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Because most whiskers lie flat, the Collman “58” 
4 Electric Shaver has 58 double combing teeth (see “A” 
on enlarged shaving head above); which comb whiskers 
“up,” guide even the stubborn ones directly into the 
ck, 58 cutting’slots (see “‘B’’ above). These cutting slots 
ned are “staggered” to keep whiskers from sliding through 
“ies and being missed by the cutter. The 58 double cutting 
ow teeth (see “‘C’’ above) tapered, precision-ground from 
& the finest surgical steel, provide dual cutting action for 
dle each of the 58 cutting slots. Thus, whiskers are 
sheared off cleaner, faster, easier. 
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oe NATIONALLY ADVERTISED—big national advertising campaign, plus displays 
it and dealer helps, to move more Collman “58” Electric Shavers faster! 
l is SERVICE—backed by nationwide service plan. 
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If Colman Mfg. Corp, 
421 West 12th Street 
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and ELECTRIC SHAVER—IT SHAVES ; 
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It’s A Bright Idea 


To Ask Your 
Wholesaler For... CHAM PION 


LAMPS 


Champion Lamps are quality electrical items, distributed the most efficient 


and economical way—manufacturer to wholesaler to retailer. 


The Champion wholesaler that calls on you is prepared to prove to you that 
Champion Lamps produce profitable volume. They're easy to handle—no 
red tape, no contracts, no restrictions. Champion Lamps have the perform- 
ance that keeps your customers coming back for replacements. Champion 
Lamp packaging and point-of-sale display material helps you get the lamp 
business and everyone who enters your store is a prospect for good lamps. 


Champion's low cost production and distribution methods mean maximum 


lamp profit for you. 


Ask your Wholesaler. 


CHAMPION LAMP WORKS 


Lynn, Massachusetts 


A OIVISION OF CONSOLIODATEDO ELECTRIC LAMP 
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RIGHT DIRECTION. Headed toward 
success is the E.N.E. Appliance Co. of 
Portland, Ore. Operated as both a 
retail and wholesale outlet, the firm is 
managed by three young men who have 
departmentalized their activities. Carl 
Edstrom handles house heating, Bruce 
Eckman radio and kitchen units while 
Cecil Neslund specializes in small ap- 
pliances and individual domestic equip- 
ment. Out in front is Carl Neslund. 








DEALER DOINGS 














set. They have purchased the Hol- 
somback Electric Co. and indicated 
their intentions by renaming the firm 
Farmer’s Electric Co. Appliances 
and radios, wiring and servicing are 
what they will supply—especially in 
the rural areas. 

Raymond C. Tuggle’s Home Serv- 
ice Co., has moved into its new build- 
ing in Cadiz, with a full line of 
appliances, and a complete service and 
repair department. Repairs are done 
under Herschel Calhoun’s manage- 
ment, and C. T. Bridges handles 
service. 

Don C. Meek of River and Dow 
Stapleton of Oil Springs have bought 
the Kennard Appliance Store at 
Paintsville. Although the new name, 
Modern Appliance and Sports Shop, 
doesn’t indicate it, they claim that a 
more complete line of appliances will 
be handled. 


KENTUCKY 


Since Dean and Vance Graybeal of 
Peinville have bought the Queen City 
Supply Co., they naturally would like 
to be identified with it; so the name 
of the firm has been duly changed to 
the Graybeal Electric Co. 

Clayborn Roberts, a war veteran, 
has purchased the London Electric 
Co. from J. A. Kerr and Glenn Karr. 
Albert Brown will be retained as re- 
pair man in the London store. 


MISSOURI 


For two ane one half years the 
Seidel Co., appliance division of the 
Seidel Coal & Coke Co., has been 
waiting to move into its new building 
at 3524 Washington Blvd., St. Louis. 
While the U. S. O. was holding forth 
during the war, Seidel bought the 
structure. When the entertainment 
unit moved out the company started 
remodeling, and now the job has been 
completed. The firm has opened its 
store at last. 


NEW YORK 


In addition to a domestic partner- 
ship, Mr. and Mrs. Leon G. Howe 
have been carrying on a business part- 
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in SAFETY 
i () R \ in PERFORMANCE 
in ACCEPTANCE 


PRESSURE R 
PRESSURE GAUGE eee wit 


EXTRA SAFETY 


SAFETY PLUG 


PATENT 
PENDING 


TIME-SAVER DIVIDER. A necessary, easy ihe 
"ing adjunct to the TIME-SAVER Pressure Cooker, - 
LCAST” LINE of waterless cookware consists of light cooking utensils as 
‘a 1%, 2, 3, and 4 qt. sauce pan with cover, a 2 qt. double boiler with 

6 and a 7 inch fry pan (no cover) and a 10% inch fry pan with cover: 

. P rl d to 
permanent molds of stain-resistont, virgin aluminum. ‘opularly price istiin cllisinsd we 
.competition. Photographic prints, price lists, and newspaper mats and 


a TRAUBEE PRODUCTS, Inc. 


924 BERGEN ST., BROOKLYN 16, N. Y. 


New beautiful, 52-page recipe and instruction booklet and Certificate of Guaranty 
with each cooker. 
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NOTE: 


This appliance business is getting 
more competitive day by day and 
the time has come to give more 
thought to those little things 
which make big customer satisfac- 
tion. Among these, don't overlook 
speed—speed in service, speed in 
offering what's new and best, 
speed in getting acquainted with 
the reputation-building values of 
Air Express. 


How to put your suppliers 
in your own "back yard , 
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It’s like having all your suppliers right at hand, when 
you specify shipment by Air Express.-Even coast-to-coast 
deliveries of supplies and parts are now routine. When 
you're in a rush for something, big or little, let Air Express 
solve your problem. 

With more and bigger planes in service, Air Express 
schedules are more frequent. But the cost of this faster 
service is low. There is profit for you in the speed of Air 
Express, so use it regularly! 


Specify Air Express-its Good Business 


@Low rates. @Special pick-up and delivery at no extra cost. 
@Direct by air to and from principal U. S. towns and cities. 
@Air-rail between 23,000 off-airline communities. 

@Direct air service to and from scores of foreign countries. 

Just phone your local Air Express Division, Railway Express 
Agency, for fast shipping action . . . Write today for Schedule of 
Domestic and International Rates. Address Air Express, 230 Park 
Avenue, New York 17. Or ask for it at any Airline or Railway 
Express Office. Air Express Division, Railway Express Agency, 
representing the Airlines of the United States. 


Rates are low 


To Air Express an 18-lb. shipment 
849 miles costs only $4.42! 
Heavier weights—any distance—are 
similarly inexpensive. Investigate! 
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nership as well. Now the firm at 12 
Prospect St., Canton, is to be known 
as the Howe Gas & Electric Co., Inc. 
Incorporated “because of an excep- 
tionally good year of business”, the 
company has been capitalized at 
$17,000. Officers are: Leon G. Howe, 
president; E. Barton Howe, vice- 
president; Evelyn C. Howe, secretary- 
treasurer. 

New manager of the parts and serv- 
ice department of Schwenders, Inc., 
Utica appliance dealers, is Paul S. 
Albright. Mrs. Catherine Streeter 
has been named his assistant. 

Four hours of entertainment and 
awarding of appliance gifts valued at 
more than $1000 marked the grand 
opening of the enlarged and remodeled 
store of J. P. Byrne & Co. 238 W. 
Genesee St., Syracuse. The new store 
is the “result of many years of steady 
growth.” 

We have one more witness to testify 
that “the honeymoon is over.” Wil- 
liam Joyce, secretary of the James- 
town Manufacturers’ Association, ad- 
vised the Electrical Appliance Dealers 
of Jamestown that selling is now the 
order of the day, that salesmen should 
get acquainted with their customers, 
and that a public relations program 
with the factories and their employees 
would not be a bad idea. 

The new W. T. Grant Co. store in 
Syracuse will have the distinction of 
being twice as large as the present 
largest Grant store, with two acres 
of sales space and two miles of 
counters on four selling floors. Ap- 
pliances will occupy 2,500 sq. ft. in 
the basement. W. H. Brodie, New 
York office, is the buyer. 


NORTH CAROLINA 


The Bridges Furniture Co. in Char- 
lotte has just opened a new appliance 
department, to which it has devoted 
considerable space. Frank H. Mitchell, 
sales and advertising manager of the 
company, is manager of the section. 

A modern kitchen with a choice of 
appliances is a feature of the new 
appliance department opened a while 
ago by the Bridges-Taylor Furniture 
Co., 327 S. Elm St., Greensboro. 


Manager Herbert Taylor informs us 
that the store goes in heavily for 
radios and phonographs, too. 


OHIO 


Specialists in vacuum cleaners and 
sewing machines, an appliance chain, 
the Elgin Appliance Co. has leased a 
storeroom at 432 Superior St., Toledo. 
The firm’s headquarters are in Albany, 
| ae A 

The Bing Furniture Co., Cleveland, 
operates stores in Shelby, Mansfield, 
Tiffin and Sandusky, and has just 
opened another in Warren. More- 
over, it has taken a lease on a build- 
ing in Ashtabula and has announced 
that it will open a Coshocton store 
this summer. Hy Brown, former 
assistant furniture buyer, will man- 
age the Warren unit. The stores will 
carry appliances. 

World Radio & Appliance Co., 
Toledo, recently expanded into a new 
and larger building, and J. J. Cal- 
lahan, sales manager, announces the 
addition of Jean Pelton to the sales 
organization. 


OKLAHOMA 


The Cotton Electric Co., 6409 Lin- 
coln, Oklahoma City, was recently 
approved for $4,500 to build an elec- 
trical warehouse. 

The five Sanditen brothers have 
just completed 29 years of successful 
operation of about 150 stores in the 
Oklahoma Tire and Supply Co., chain. 
They are now in the process of re- 
modeling, enlarging and modernizing 
all of their stores, to keep pace with 
the times. 


OREGON 


R. A. Helvy, who has been elec- 
trical foreman for the Keith Brown 
Building & Supply Co., has purchased 
the interest of Rudy Mikko in the 
Linco Electric Co. at Albany. 

At a recent board of directors meet- 
ing, the A-1 Radio Sales & Service, 
N622-24 Monroe, Spokane, became 


A-1 Sales & Service, Inc., in line with © 


an expansion move which takes the 
firm into the heating and contracting 








LOOK TO THE FUTURE is probably the motto of Cullen's new Oklahoma City 
firm opened by the Cullen Lumber Co. In this new building the public 
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will get 10,800 sq. ft. of display space surrounded by clear plate glass 12 feet high, 
sloped at a 7-degree angle to prevent refraction. Besides, all the display appliances 


will be hooked up, ready to work. 


APRIL 1, 1947—ELECTRICAL MERCHANDISING 








rms us 
ily for 








Ts and 
chain, 
pased a 
oledo. 
Albany, 


veland, 
nsfield, 
RS just 
ore- 
. build- 
jounced 
1 store 
former 

man- 
es will 






i oe, 
a new 
, Cal- 
Ss the 
Sales 


Lin- 
ently 
elec- 


have 
ssful 
. the 
hain. 
 re- 
zing 
with 


lec- 
wn 
sed 
the 


et- 
ce, 
me 
ith 
he 





ELECTRICAL MERCHANDISING 





Poones wo Fuses wer Home 


Better Homes 


REA 
D BY MORE THAN 3,000,000 FAMILIES 


Sage and Gardens 






































WE TELL THEM. . .YOU SELL THEM! 


Have you seen these in the 232 | 
Page April Better Homes & 
Gardens? 


Pick your Iron—fourteen new 
irons and information to 
help the customer decide 
which one is for her 








Ready to go Places—about 
traveling irons 


What's the Story on FM Radio?—— 
facts and features up to 
date 


Nothing could be more specific 
than articles like these—we 
believe in actually pitching in 
on your selling job for you. No 
wonder Better Homes & Gardens 
is such a good spot for elec-— 
trical equipment ads! 
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Se Mis Wlile 
Crud ae: 


“Do | Look 55?” 


There’s profits aplenty 
in the answer 


You certainly don’t look it, Miss White 
Cross! Your line is as up-to-date as tomor- 
row’s dawn . . . ultra-modern because White 
Cross has been outstanding for three gener- 
ations ofmaking-and-marketing experience! 


A kitchen styled in harmony—that’s the 
prospect White Cross offers customers by 
providing beautiful Matched Design Ap- 
pliances. A smooth-operating kitchen, too, 
because White Cross appliances are com- 
pletely functional—designed for maximum 
efficiency and long life. Each appliance is 
the product of far-sighted planning, highly 


skilled workmanship. 


Wholesalers are increasingly aware of the 
White Cross reputation for first-class per- 
formance—they know it means fast turn- 
overs, consistent profits! 
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NATIONAL STAMPING AND ELECTRIC WORKS 
9220 WEST LAKE STREET + CHICAGO 24, ILLINOIS 


MAKERS OF SUBSIDIARY OF 


WHITE CROSS | EUREKA WILLIAMS 


PRODUCTS CORPORATION 
PLANTS IN CHICAGO, ILL. + BLOOMINGTON, ILL. - DETROIT, MICH. 
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FULL WINDOW: An example of cooperation between a utility and a dealer is 
this display of the Bender Electric Co., Altoona, Pa., in the Iith Ave. window of 


the Pennsylvania Electric Co. 


According to G. T. Clifford, ad manager for the 


utility, the display has received considerable favorable comment. 











fields, in addition to radio and appli- 
ance sales. Capital stock was in- 
creased to $50,000, and officers are: 
D. B. Triplett, Jr., president; Burt C. 
Porter, vice-president and R. D. Glen- 
denning, secretary-treasurer. 


TEXAS 


Increased capital stock has been 
announced by two Texas dealers. The 
Southwestern Appliance Co. of Ama- 
rillo goes from $45,000 to $60,000, and 
the K & K Appliance Co., Inc., Dal 
las, from $5,000 to $10,000. 


UTAH 


No longer constricted by inadequate 
space, the Kenneth E. Smith Co. of 
Salt Lake City is ensconced at 40 E. 
Ist South St. with over 1500 sq. ft. 
of store display space and the prospect 
of having a complete modern electric 
kitchen installed on the mezzanine. 


VIRGINIA 


To the tune of $15,000, R. F. Trant, 
Inc., of Norfolk is constructing an ad- 
dition to its present appliance build- 
ing, with the consent of the CPA. 

T. S. Bayless, in the appliance busi- 
ness since 1925, has joined the firm 
of Louis O. Bowman between Ninth 
and Tenth Sts. on Cary St.. Rich- 


mond, in the capacity of sales man- 
ager. 

A sales department has been opened 
by the Jewell Radio & Electric Shop, 
411 5th St., C. W. in Roanoke. Radios, 
record players and small appliances 
are featured, along with repairs. 


BRITISH COLUMBIA 


Don A. Lange and William O. 
Pickard of Chilliwack have bought the 
retail store and office building of. the 
B. C. Electric Co., and will make use 
of it as an appliance store. The Rail- 
way Co’s disposal of the building is in 
line with its recent decision to stop 
merchandising. 

Before long work will start on a 
new store and office space for Ben and 
Morris Wosk at the corner of Main 
and Kingsway, Vancouver. The main 
office is at 58 W. Hastings St. The 
store will display furniture and appli- 
ances. 

Ill health has led E. A. “Bud” 
Franklin of Kelowna to sell his fur- 
niture store, Franklin’s, Ltd., to Mc- 
Lennon, McFeely & Prior, Ltd., who 
have set up an appliance and home 
furnishings department. 

Not satisfied with being in the serv- 
ice department of the Home Radio 
Service, 4464 Dunbar St., Vancouver, 
Fred Cavell has bought the business 
for himself. 
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PLUMBERS’ SWITCH: The talents of the Mitchell brothers of Vancouver, B. C., 
were not sufficiently served by the plumbing business, so they looked over a promis- 
ing corner on a main traffic artery. What they came up with is shown here —a brand 


new appliance outlet, with plenty of room for expansion, if they find that their 
talents are still unsatisfied. 
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v's excuusive! DUAL-TEMP* ts reauy 


*Trade Mark Registered 


2 REFRIGERATORS in J! 


Dual-Temp by Admiral is really two 
MeN separate refrigerators housed in one 
beautiful cabinet, each serving a 
particular refrigeration need, each 
with temperature controlled entirely 
independently from the other. 
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Refrigerator No. 1, above, is the 
built-in home freezer with tem- 
perature as low as 15° below zero; 
refrigerator No. 2, below, is the 
purified moist-cold compartment 
with temperature at an average 
of 38°. 





O. 
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he 
ise . 
So efficiently are these two compart- 
ments insulated from each other, 
they perform as though they were 
miles apart, yet one power unit 
serves both. It’s a Dual-Temp 


exclusive! 
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morE DUAL-TEMP excwusives 


1. TWO TEMPERATURE CONTROLS 
Each of Dual-Temp’s two refrigerators has its 
own cooling system and its own individual 
temperature control. Temperature in either 
compartment can be varied independently. 
No other refrigerator can do that! 


2. NO DEFROSTING 

Dual-Temp’s huge, purified, moist-cold com- 
partment never has to be defrosted. Com- 
pletely insulated from the freezing locker, 
temperature never goes below freezing. 


REM | BER ONLY.... No freezing means no defrosting. 


3. NO COVERED DISHES 

With 85% humidity maintained throughout, 
foods can be placed anywhere in the moist- 
cold compartment and kept fresh for weeks 
without covering. 


4. STERILAMP PROTECTION 

Acts like sunshine to retard mold growth, 
reduce spoilage due to bacteria, and combat 
offensive odors. 
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C., CAN BUILD A DUAL-TEMP REFRIGERATOR 


mis- 
and 


heir 





ADMIRAL CORPORATION, CHICAGO 47 + DUAL-TEMP REFRIGERATORS + HOME FREEZERS + ELECTRIC RANGES + RADIOS 
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‘and I don't mean revolving . . . 1 mean sales 
turnover. Customers haven't been able to get fans 
for a long time—they're still in the ‘‘I-want- 
one’’ mood and we can get a jump on this year's 
fan business by giving fans a pre-season push. 
Fix up our window displays so people can see 
‘em... put up a counter display so they'll get a 
close-up reminder that hot weather's coming; if 
we promote ‘em, customers ‘ll buy ‘em... right 
now. And I hear that Victron’s national adver- 
tising is starting early so people will be asking 
for VICTRON fans. 






3 ; 
Pep up your Sales Staff with o- 
VICTRON FEATURES K~—8 


n motors (with 
. 
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F SERIES: beautifully streamlined; 
Victron-blue base and blade with 
cadmium finish blade guard; 3 sizes: 
10”, 12”, 16”. Positive speed control 
switch; 90° oscillating range; base 
for desk use and wall mounting; 
pedestal models. 


with Victro , 
. Super Poe ced rotors for long life) 
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" blades diffuse ores ; 
—without chilling blasts 
: ° optional —, 
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FT SERIES: 

Designed for effective 
coverage of large 
areas, built for con- 
tinuous peak - load 
service; 12”, 16” sizes 
with 4-and 5-ring 
blade guard; 90° oscil- 
é lating range; base for 
7” : desk use and wall mounting. 
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free service. 








PEDESTAL MODELS 

Are adjustable in height from a 
minimum 454” (from floor to center 
of fan) to maximum 9214”. Sturdily 
built with wide base, yet easily 
portable from room to room. 


Get this VICTRON 
PROMOTIONAL MATERIAL 
Banners for window and _ counter 
displays; folders picturing all models; 
specification sheets for detailed data; 
newspaper ad mats; Spot Sales Plan for 








Gictenlesgeemetion, eae 
PR INCORPORATED 
2950 Robertson Cincinnati 9, Ohio 
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League-Bank Plan 
Adds New Features 


With 33 banks now playing on its 
team, the Electrical Association ot 
Philadelphia, Inc., last month took two 
new steps in expanding the activities 
of its Cooperative Bank Financing 
Plan which was first started in 1945 
(EM, April, 1945, The Philadelphia 
Story) and has since gained local suc- 
cess and nation-wide attention. 

First new phase to be added to the 
plan is a concentrated promotion of 
the all-electric kitchen and the second 
is directed at the retail commercial 
field—the thousands of shops and 
stores in the five-county territory of 
the association which are potential 
purchasers of lighting, refrigeration, 
cleaning equipment, air conditioning, 
and fixtures. 














COOPERATION between the Electrical 
Association of Philadelphia and local 
banks resulted in 12 model kitchens, 
similar to this one, on display, two at a 
time, in bank lobbies in five counties. 
Also part of the association's 1947 pro- 


gram is a cooperative promotion with the 
banks aimed at the retail commercial 
field. 





To carry the consumer’s mind from 
the desire for an all-electric kitchen to 
the conclusion that he can get it with 
help from a bank, the association as- 
sembled 12 different models of attrac- 
tive modern kitchens and sold its banks 
the idea of displaying them, two at a 
time for two-month periods, in their 
lobbies. Over a period of a year each 
bank will have displayed all twelve of 
the models under the tag line, “You 
can afford an electric kitchen. Ask 
us about financing.” With each dis- 
play go copies of leaflets describing 
the kitchens. 


Help For Retailers 


Mainstay of the commercial promo- 
tion is a 16-page booklet, “Where Will 
They Go When They Buy?”, 40,000 
copies of which will be distributed 
by both the banks and the association. 
Those mailed out by the association to 
a selected list of retail commercial 
prospects will carry on the back cover 
a list of all the financial institutions 
participating. The theme is modern- 
ization and the message is that money 
may be provided by the banks for any 
one or all modernization steps. Its 
pages suggest renovation of the deliv- 
ery system, accounting and office sys- 
tem, elevators, escalators, communica- 
tions, lighting, cooking, and drying and 
sterilizing equipment. Lighting, refrig- 
eration, air conditioning, ventilation 
and wiring suggestions are made. 
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seeking water heaters... or oil space heaters 
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this label | (ce) .) Plus a douler-ditriienatinuaiibininests 


~~ 
Ca 


VE. “partnership”... offers you a real 





tie-up for bucking 


coming competition! 













You've probably noticed right 
in your own store how often an 
honest label can make a sale... 
and what a strong influence this 
label exerts on the buying habits 
of your customers. 

The confidence consumers have 
in such a label is well justified — 
for the product has earned it! 

The confidence you can have in 
an AGM dealer-distributor-man- 
ufacturer “partnership” likewise 


will be well justified——for the 
products of AGM and the men 
who distribute them will earn it! 

That is why we say “here’s a 
real tie-up for bucking coming 
competition”! 

Your independent AGM dis- 
tributor is a good man to know. 
You can get in touch with him 
by writing today to the American 
Gas Machine Company, Albert 
Lea, Minnesota. 































Today this label is more 


important than ever befor« 
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... It's your guarantee of 
**Always Good Merchandise”’. 


Youll uluaye be glad you had AGM r 


AMERICAN GAs Mlacnive COMPANY 


ALBERT LEA, MINNESOTA y 


Continusus Manufacturing Experience since 1896 
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JOR CUSTOMERS WHO WANT 


UU, ONO 
WEAT 


TOP LINE 
MODEL 1300 


Gives More Heat Faster— 
and with no Wasted Cur- 
rent. 











Revolutionary design 
furnishes three kinds of 
heat at the cost of one. 


SSE 





Cylinder-type heater with Parabolic Chrome Re- 

flector. Heat-proof, baked enamel finish—iridescent 
| blue with Chrome trim. Wood handle and feet in 
beautiful blonde maple finish. 


’S HOW IT WORKS 
‘/ | HERE 


New type reflector beams as 
well as diffuses heat rays. Fur- 
nishes natural up-draft circula- 
tion. 

Combines REFLECTION, RA- 
DIATION, and CONVECTION. 


— Radiant Heat 
---— Reflected Heat 


Convection Heat 
with natural up- 
draft circulation 


l| | See it DEMONSTRATED 
at our Booths 16-18 
NATL HOUSEWARES & MAJOR APPLIANCE EXHIBIT 
Convention Hall - PHILADELPHIA 
APRIL 27 — MAY 2nd 


“ 
Ms ~~ 
oat a 
P { Address: Dept. E. ~ 
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TENNESSEE VALLEY 
MARKETERS, INC. 


117 NINTH AVE. NO., NASHVILLE, TENNESSEE 
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MAGIC MEASURER: Charles A. Morrow (left) vice-president in charge of manu- 
facturing for Mullins Mfg. Corp., demonstrates an unusual sliding rule developed 
by Youngstown Kitchens for measuring kitchens for new equipment to sales manager 
Frank W. Knecht. The rule reads directly in terms of sinks and cabinets instead of 


in feet and inches. 

















NEMA Section Announces 
Range Promotion Plan 


“1,000,000 electric range installations 
each year for the next five years,” 
was announced as the objective of a 
long-range promotion of the electric 
range section of NEMA by Roger 
Bolin, chairman of the range advertis- 
ing committee, speaking at the annual 
winter meeting of the Association in 
Chicago. 

“One phase of our broad industry 
program,” said Mr. Bolin, “is to pro- 
mote the electric range idea to the 
school and college home economists. 
Since most electric range manufactur- 
ers have plans of installing electric 
ranges in school laboratory kitchens, 
thousands of future homemakers are 
being taught the modern electric way 
of cooking. This will prove definitely 
beneficial to the appliance retailer be- 
cause of the insistent demand by new 
housewives for a modern electric 
range.” 

To reach home economists, the sec- 
tion has scheduled full page advertise- 
ments in home economics trade maga- 
zines. “Another part of the program,” 
said Mr. Bolin, “is to encourage the 
building profession to wire ahead so 
that new homes will be wired for elec- 
tric ranges. When hundreds of thou- 
sands of new homes are adequately 
wired, the retailer’s market for electric 
ranges will be broadened even fur- 
ther.” Advertisements to achieve this 
end have been prepared for insertion 
in architectural and building trade 
publications. 


Columbia to Manufacture 
Portable Infrared Heater 


Eric A. Johnson, president of the 
Columbia Electric and Manufacturing 
Co., Spokane, Wash., has announced 
that his firm will manufacture and 
distribute in the 11 Western states a 
new portable infrared electric heater. 
Patent rights were purchased from the 
Radiant Heater Corp., New York. 
Mr. Johnson said that production of 
8,000 units has commenced in the 
Spokane plant. The heater is of glass 
with plastic trim and has been de- 
signed for either home or office use. 
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Radio Parts Show 
Gets Big Response 


The hopes of the men promoting 
the Radio Parts Show, to be held ‘at 
the Hotel Stevens in Chicago the 
week of May 11, are being buoyed up 
considerable by the heavy advance 
registration, which has come to the 
number of 2,054. Jack Berman, presi- 





JACK BERMAN 


dent of the Show Corporation, says 
that the opening day, May 11, will be 
NEDA Day, for the National Elec- 
tronic Distributors Assn. At the Key- 





KENNETH PRINCE 


note Dinner on May 12, the principal 
speaker will be Bill Cunningham, 
syndicated sports writer. Kenneth C. 
Prince is the show manager. 











Rural electrical dealers know this. Asked what rural magazine would be most 


effective, from an advertising standpoint, in helping them sell their prospects 


they chose Country Gentleman better than 
22 to 1 


Advertisers know this. They invest more advertising dollars in Country 





Gentleman than in any other farm magazine. 
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“PLUS” FEATURES THAT MAKE 
IT EASY TO SELL VOSS WASHERS 


VOSS BROS. MFG. CO. 


| SINCE 1876 DAVENPORT, IOWA 
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UTILITY 
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in the new “Single Action”* 











o ° 

| puice-OMat j 

\ to create more sales 
N for you 
. BEAUTY —in the individual airflow design . . . rich gleaming 
\ chrome top and handle . . . baked enamel base in choice of 
\ four sparkling shades to match the kitchen color scheme... 
\ UTILITY — inthe Single Action—half a turn of the handle raises 
\ the top all the way up, half a turn back gets all the juice. 
\ Improved Konvakone, deeper Drain Cup for greater 
N juice capacity, new sure-grip Pressing Member. 
\ Easy-to-keep-clean design and finish. 









We'll see you at 
the National Housewares 
Exhibit, Philadelphia- 

APRIL 27-MAY 2 
Booths 459-461 


Rival 
MANUFACTURING CO. 


*TRADE MARK KANSAS CITY, MO. 
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30 Home Service Ideas 


CONTINUED 








visitors to learn to like this equip- 
‘ment, resulting in possible later pur- 
|chases of electric ranges for use in 
| their own homes. 


|THE BACK DOOR ENTRANCE 


In the rural districts it pays to ap- 
proach the customer at the back door, 
eens to a home service adviser 
| whose district was in an agricultural 
|area of the Pacific Northwest. The 
|front door of country homes is rarely 
used—in fact, in her experience it is 
apt to be kept locked, with the key 
rusted in the lock. Or a davenport or 
other piece of furniture may be moved 
in front of it, so that opening becomes 
a major problem. She found that the 
back door approach definitely meets 
with a more friendly reception and in 
her case led to better sales. 


KITCHEN PARTIES 


Evening demonstrations, known as 
“kitchen parties,” given in small towns 
in the evening where both husbands 
and wives attended to listen to the 
|home service adviser of the power 
company proved an excellent way of 
getting over the electrical story to a 
new group of prospects in the southern 
Washington district. Coffee and cakes 
were served and a good time had by 
all. Usually the hostess was the pos- 
sessor of a new range which she was 
glad to show off to her friends, while 
the guests were simply neighbors 
| whose attitude toward the new equip- 


AMIN /ment was favorably conditioned at the 


start by the very fact that someone 
| they knew had invested in it. Several 
| ranges were sold as the result of each 
one of these parties and a number of 
| prospects secured. 


|DEALER CLASSES BROUGHT RESULTS 


Two prospect groups treated to a 
Pt of electric cooking demon- 
'strations at intervals of five weeks 
brought eight range sales to one Mon- 
tana dealer shortly before the war, 
with a number more in the offing. The 
dealer sent out direct mail literature 
to his prospects four days before the 
meetings, following this up three days 
later by a personal call and invitation. 
Dealer salesmen offered to pick up 
anyone who found it difficult to secure 
| transportation. The one woman who 
| took advantage of this offer purchased 
jan electric range following the meet- 
ing, although she had been extremely 
‘doubtful previous to hearing the 
| demonstration. The program, given 
|by the power company home service 
| adviser, was aimed to emphasize the 
|economy of electric cookery, using a 
| meter connected to the range to illus- 
trate the exact cost. of cooking. An 
,electric toaster was awarded to the 
|member of the audience making the 
closest guess as to the cost of operation. 
Later the foods were set out buffet 
style, prospects being given an oppor- 
tunity to taste. This program was fol- 
lowed six months later by another, 
some of the same women attending. 
Attendance at the first meeting was 
twenty-five, prospects twenty-two, sales 
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three. Twelve attended the second pro- 
gram, all of them prospects. Two sales 
resulted immediately. Total sales from 
both groups was eight electric ranges, 
with several active prospects in abey- 
ance at the time the report was made. 
The cost of the programs did not ex- 
ceed $10 for the dealer. 


POWER COMPANY LOANED 
SMALL APPLIANCES 


Before the war each home service 
girl of the Northwestern Electric Co. 
of Portland, Oregon, always carried a 
number of small appliances in her kit 
which she was privileged to lend to 
customers when’ she thought such a 
home trial would probably lead to a 
sale. Since this company has long been 
out of the direct merchandising busi- 
ness, this procedure was designed solely 
as an aid to dealer prospects. Mixers, 
casseroles, hotplates, waffle irons, 
toasters, roasters and floor lamps were 
among the small appliances which were 
loaned for a week’s use at one time or 
another. Usually such loans were 
made in country homes where the 
housewife was more or less unfamiliar 
with the possibilities of electrical equip- 
ment in saving her drudgery and where 
she did not have ready access to city 
stores. The girls soon learned to judge 
the possibilities of such a week’s use 
in bringing the customer to the point 
of desiring to make the purchase, so 
that the trial usually resulted in the 
sale through some local dealer. About 
eighteen such appliance loans were 
made per month on the average. In 
more than one case the loan of an elec- 
tric roaster in a country home where 
all the cooking previously had to be 
done on a wood stove has resulted in 
the sale of electric range. Care is taken 
not to push any one make of appliance, 
emphasis being placed on the general 
principles rather than on specialized 
features. 

The Northwestern Electric also kept 
a few electric ranges which it was 
willing to lend to country homes for a 
month’s trial when it seemed desirable. 
The rural housewife who was doubtful 
of the operation of an electric stove but 
who seemed to be tempted by the 
promise of freedom from wood carry- 
ing, cooler kitchen, cleanliness and bet- 
ter cooking results, welcomed the op- 
portunity to try out the new equipment 
before she decided to buy. The range 
was installed with temporary wiring, 
the housewife obligating herself only 
to pay for the electricity used during 
the month of trial. Usually such an 
installation was made the basis of a 
demonstration for the benefit of neigh- 
bors also. The temporary owner was 
urged to invite friends, or a local or- 
ganization, for a luncheon or afternoon 
program, the home service representa- 
tive of the power company demonstrat 
ing on the borrowed range the many 
advantages of electric cookery. In 
practically every instance where this 
was tried the home where the trial 
was made purchased a range through 
its local dealer, and in many cases sev- 
eral neighbors later followed suit. End 
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NSIDE and out, artistically and mechanically, 

the new Delco Console Combinations reflect 
only the finest of craftsmanship and the most 
advanced engineering. 


There are superior features and refinements to 
be found throughout: the tone control, pro- 
viding 24 different bass and treble combinations 
... the 15-inch speaker, for truer reproduc- 
tion... the beautifully etched and edge-lighted 
dial . . . the specially designed, ball-bearing 
roller mechanism that protects the phonograph 
and lets it ride in and out easily. . . the pre- 
cision-designed selector blades that 
prevent record-chipping ... the 
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Cabinets of the new Delco Con- 
sole Combinations are 18th 
Century in design, superbly 
executed by master cabinec- 
makers. Model R-1252 in ma- 
hogany (illustrated here) and 
Model R-1251 in walnut are 
truly exquisite furniture pieces 
as well as musical instruments 
of outstanding quality. These 
Combinations feature 14 tubes 
plus rectifier—five bands with 
push-button tuning on both 
AM and FM—a record changer 
that has a capacity of fourteen 
10-inch or ten 12-inch records, 
with automatic shut-off after 
the last record is plgyed. 



















lightweight tone arm with jeweled-point pick-up. 


It’s to such years-ahead features as these 
that the new Delco Combinations owe their 
magnificent reproduction of recordings and 
radio broadcasts and their owner-pleasing 
ability to perform faultlessly year after year. 
But you really have to see and hear these great 
new Delco Combinations to realize how fully 
they provide the best of all that’s new in radio. 
Along with other outstanding Delco radios, 
they are available through United Motors 
Service distributors everywhere. 


DELCO RADIO 


A GENERAL MOTORS PRODUCT 


Delco radios are distributed nationally by 
United Motors Service. See your United 
Motors distributor about the Delco radio line. 
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SLIP IT ON 
STRAP IT FAST 
SLING IT UP 





SLINGABOUT PROTECTION 


1—PROTECTION OF APPLIANCE. Slingabout’s 
heavily padded cover absorbs shock of sudden jars. Soft 
white flannel lining protects appliance finish from dents, 
stains and scratches. 


2-PROTECTION OF CUSTOMER’S PREM- 
ISES. Slingabout allows ease of movement through 
narrow doorways and halls without scraping or marring 
walls and woodwork. 


3-PROTECTION OF EMPLOYEES. Slingabout less- 
ens risk of strain or injury in lifting or moving. 3 ply canvas 
sling permits proper balance, provides secure grip at any 
position and eliminates need of auxiliary lifting devices. 








Webb Slingabouts can be used repeated! y to cut delivery costs. 
Plan 3 way Slingabout protection now. Send coupon today. 





WEBB MANUFACTURING COMPANY 
2918 N. 4th St., Philadelphia 33, Pa. 








Send Slingabout prices for Model No. Moke Refrigerator 

NAME — 4 Range 
Check Appliance 

ADDRESS = Freezer 

city en Washer 








|The Small Dealer 


Can Compete 





| “he will go to the five and dime store 














ERIC 
lane 


Is Ready at Factory for 
IMMEDIATE Delivery! 


Our American De Luxe line 
of OIL and GAS heating 
equipment is available now 
for immediate delivery to 
jobbers — distributors or 
dealers. 








American De Luxe OIL BURNERS. 
Approved by Underwriters Labora- 
tories. ' 


American De Luxe GAS CONVER- 
SION BURNERS. Approved by 
A.G.A. 


JOBBERS - DISTRIBUTORS - DEAL- 
ERS! Write, wire or phone now for 
quotations. 


AMERICAN 


HEATING & ENGINEERING CO. 
601 E. Sth St. New Albany, Ind. 


ERIC. 
a 


OIL BURNERS 
The new, improved OIL 
BURNER, that gets all the 
heat out of oil by the 
principle of progressive 
rotation. Designed to 


comply with the Bureau 
of Standards. 
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first. So why should we carry the 
same poor quality, low profit items, 
for our regular customers who come 
to us for quality goods? We can show 
these regular customers why each of 
our items is worth the price.” 


Selected Appliance Line 


“Come to think of it,” Heintz says, 
“what we were saying about the line of 
wiring devices applies to the major and 
traffic appliances, too. And in the ap- 
pliance department, it is even more im- 
portant to the small dealer that he select 
and obtain the best possible lines. 

“We'll agree that I can’t compete 
with the big city appliance stores or 
the appliance departments of the de- 
partment stores in price. For that 
reason I can’t have appliance lines that 
sell on price alone. I have to sell 
quality and get the higher margin that 
quality lines afford, 

“Another big reason is that small 
dealers are limited in their display 
areas. I can’t show off three or four 
sizes of several brands of refrigerators. 
I just haven’t got the space. So I 
have two brands. Both are among the 
best possible franchises to have. This 
serves two purposes. First, I can show 
three models of each brand—that’s 
enough to give adequate attention to 
both. Second, by having these well- 
known brands, I don’t have to com- 
promise on quality. I can sell either of 
these brands and have no hesitancy that 
the local residents who buy them can 
be assured of a quality product. If 
they want a cheaper product at a saving 
in price, they can go elsewhere. I won’t 
lose because if I had sold them a 
cheaper product I would have lost their 
confidence and eventually lost all my 
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profit in trying to keep the inferior 
product in repair. There really is a 
third reason, too. When the small 
dealer sells refrigerators, ranges, etc., 
he assumes the guarantees. If he has 
only one or two quality lines he can 
keep a service man who is a specialist 
on those brands, just as I do. 

“The small dealer has another ad- 
vantage in taking only one or two well- 
known, nationally advertised brands. 
As he can’t possibly compete with the 
department stores and the big appliance 
stores in local advertising, he can get 
the advantage of all the national ad- 
vertising to the same extent that the 
big stores get it.” ‘ 


Using Specialty Salesmen 


In normal times, Jack Heintz keeps 
two appliance salesmen working in the 
Santa Clara area, spending part of 
their time in the field and sharing floor 
time. He says that these men—like 
the salesmen of any experienced small 
dealer—can compete with the men from 
the nearby big-city appliance and de- 
partment stores. 

“These men have the same advantage 
that we have in the store. They carry 
with them the store’s reputation for 
honest dealing and good service. They 
have to maintain the same personal con- 
tact and the same personal service that 
we offer to anyone that comes into the 
store. 

“You can see that it requires consid- 
erable attention for the selection of 
these salesmen, They can’t be “jour- 
neymen” specialty salesmen. It is im- 
portant that the small dealer should 
have men who are known locally and 
whose personal reputations are as 
good as that of the store. 

(Continued on page 214) 





The small dealer must have everything the local people need. Here, looking from 
the entrance toward the left wall, one sees much of this assortment. Wall lighting 
fixtures are displayed on two panels. A paper covered shelf and a crepe covered 
table display neatly, everything from hot plates, electric coffee pots, heating pads, 
etc., to such non-electrical items as the juice extractor which Scanlon is showing to a 
customer whose young son long since has lost interest in shopping. 
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HOW 10 GIVE YOUR CUSTOMERS 





RECOMMEND AND SELL 


lectresteem 


Reg. U. S. Pat. Off. 


Y PORTABLE STEAM RADIATORS 


The “easy money” days are over ... and the public once 
again demands VALUE! You can best meet this demand 
with performance-proved Electresteem Radiators. It’s so 
easy to demonstrate the difference . . . the many exclusive 
advantages of Electresteem over similar heating units. No 
wonder you stay “On the Profit Beam with Electresteem!” 


No switches, valves or other moving parts to get out of order. 
Dependable service guaranteed by sound engineering and 
top-quality production. Every sale means another lifetime sat- 


isfied customer. 


Here’s the Secret of 


Slectresteem 


Over-all Superiority! 


Only Electresteem offers dual 
steam heating at no extra cost. 
It provides forced steam heating 
through pressure jets in all eight 
sections PLUS turbulent steam 
boiler heating from the patented 
Electresteem boiler. That’s why it 
throws man-size heat on a midg- 
et consumption of electricity. 





y 
































Only %” of 
water is heated 
at a time, fed 
from main body 
of water at boil- 
er bottom. Boil- 


- ing water is 


shot into radia- 
tor with water 
bubble broken 
above water 
line, creating 
hotter steam. 


_ Boiling water 
~ in turbulent ac- 
- tion combines 
_ the two most 


efficient steam 
heating meth- 
ods in one unit. 


tees OFS 


Light-weight, sturdy steel construction. Handsomely fin- 
ished. Easy to carry with convenient handle. Operates 
on AC or DC current. Ideal for nursery, bathroom, rec- 
reation room or other hard-to-heat areas. 


ELECTRIC STEAM RADIATOR CORP. 


NUMBER ONE, ELECTRIC AVENUE, PARIS, KENTUCKY 


Electric Steam Radiator Company of Canada, ltd., Windsor . Also Manufacturers of Electresteem Bottle Warmers, Sterilizers, Electric Servants for Baby 
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UNION 
PACIFIC 


When the Beaver State presents its busi- 
ness card, it could justifiably read, “Enter- 
prise, Unlimited.” Industry re-discovered 
Oregon during the war. It found boundless 
opportunities capable of providing a liveli- 
hood for 10 times the state’s present popu- 
lation. 


Topographical, soil and climatic features 
make possible a variety of agricultural pur- 
suits. The fabulous Willamette Valley—some 
three million acres—is a cornucopia of agri- 
cultural wealth. A tremendous quantity of 
lumber is available. The state has one- 
fourth of the country’s standing saw tim- 
ber. Salmon fisheries and woolen goods are 
world-famous. Portland’s roomy harbor is 
a flourishing gateway of foreign commerce. 












2 One of a series of ad- 
vertisements based 
on industrial oppor- 
tunitiesin the states 
served by the Union 
Pacific Railroad. 


Huge Bonneville Dam assures ample and 
economical power. A new development 
program calls for four more dams. Oregon 
is noted for low electric rates. 

Union Pacific provides Oregon with excel- 
lent freight and passenger transportation. 
Gigantic locomotives haul the state’s prod- 
ucts eastward over the “strategic middle 
route.” And—just recently—Union Pacific 
inaugurated daily Streamliner service on 
the “City of Portland” between Portland 
and Chicago; the first railroad to provide 
such service. 

For future industrial enterprise, remember 
Oregon. For assistance in selecting indus- 
trial sites and for unsurpassed rail trans- 
portation, just... 


be Specific ~ 
say Union Pacific’ 





PACIFIC 


UNION PACIF 


THE STRATEGIC 
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% Address Industrial Department, Union Pacific 
Railroad, Omaha 2, Nebraska, for information 
regarding industrial sites. 
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MIDDLE ROUTE 





The Small Dealer 
Can Compete 
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“T think that the method of paying 
salesmen is very important for the small 
dealer. We tried several methods be- 
fore settling on this system—we pay 
our men a substantial salary and a low 
commission. The salary makes the men 
feel justified in spending the time that 
is necessary to keep our customers 


| satisfied with our products. And the 


commission is sufficient to give them 
an incentive to sell goods. 

“For example, we have always fol- 
lowed a policy in regard to the sale of 
a major appliance. At a certain time 
after the appliance has been delivered, 
our salesman, the one who sold the 
appliance, makes a call on the customer. 
His sole purpose is to find out how sat- 
isfactory that appliance is proving. 
Very often some little thing is wrong. 
A refrigerator is not defrosting prop- 
erly. Usually the purchaser didn’t un- 
derstand the instructions, but she is an- 
noyed. It will take our salesman only 
a few minutes to show her how to de- 
frost the refrigerator satisfactorily. 
Maybe a door handle is sticking and 
annoying the purchaser. She tells our 
salesman on his call, and our service 
man will drop in later and fix it in a 
jiffy. Those Were very minor things 
wrong, but they were enough to annoy 
the customer, and you know that an 
annoyed customer is not the best pros- 
pect for the future. And don’t forget, 
it was the salesman who dropped in to 
see if the appliance was satisfactory— 
we are sure that he is the one to re- 
ceive the benefit of the good will that 
comes from this courtesy call because 
he will be the one to sell that customer 
her next appliance. 


Method of Payment 


Each man is given a salary. This 
may vary—the store manager may have 
a higher salary than that given to the 
salesmen. A senior salesman may get 
a higher salary than a young fellow 
just breaking into the business. These 
salaries are worked out individually 
with each man. 

Above the salary each man receives a 
commission, This commission is actu- 
ally a profit-sharing arrangement. 
Each month Heintz takes the total ap- 
pliance sales, divides by the number of 
salesmen, and gives each man two per- 
cent of that volume. 

“T have found it a good system,” he 
says. “For one thing, it cuts down on 
the competition between the salesmen 
and makes them more interested in 
building the store’s appliance volume. 
For example, if a prospect comes back 
for a second look at a washing ma- 
chine he will get the full attention of 
the salesman on duty, even though it 
was another salesman who first showed 
this prospect. Under the old system, 
the salesman most likely wouldn’t have 
any interest in closing the deal be- 
cause he knew that the commission 
was going to the first salesman. 

“Our salesmen are interested in 
building up our overall business, re- 
gardless of who does the exploration 
work and who gets the signature on 
the contract. They are, in a sense, 
partners in the business.” _ End 
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A careful installation is all there is to it, 
Walter Cromwell says. 


He’d Do It 
OIL Over Again 
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on the pulse of the buyer until he 
knows everything is operating all 


right. Possibly he gets leads for a | 


lot of new sales that way. He doesn’t 
know. 


Annual Check-up Revenue 


Since the war there has been no 
clean-up service, which is something 
that gives the oil burner dealer an 
annual revenue. Walter Cromwell used 
to get $3 per check-up. It will prob- 
ably be picked up again when help 
gets abundant. 

To electrical dealers thinking of 
selling oil burner, Walter Cromwell 
suggests that they take time to learn 


facts about the heating business. All | 


the oil burner manufacturers run 
schools from which this data can be 
absorbed. Then he suggests that only 
dealers get into the business who are 
not afraid of getting their hands dirty. 
When you are fenagling with a fur- 
nace you are sure to get some soot on 
your tootsies and patties, he says. 
But for the man who isn’t afraid of 
getting his hands dirty, the oil burner 
business is a sure bread and butter 
item that seems to be growing in 
favor and demand. End 
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“IT'S NO USE, MRS. JESSUP—I CAN'T LET YOU 
HAVE SOMETHING | HAVEN'T GOT." 
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OF THE FAMILY = — 
LAUNDRY WORK ON FARMS!” 


"BILLIONAIRE 
op) BIDDY’ 


She’s just bragging about the modern 





washers that go into farm homes... paid 
for out of her seven million dollars a 
day average cash income. 

This gal’s a great spender for all House- 


hold Appliances. Find out about that 
by using Poultry Tribune. 


ot 


Set 


> iH i i 
Py “sf 500,000 Circulation 
i fi 


Poultry 
TRIBUNE 


Your FARM Magazine List Is Not Complete Without Poultry TRIBUNE 


You can’t afford to leave a “Two Billion 
Dollar Hole” in your Farm Magazine 
Schedule. 1945 cash: farm income from 
Poultry and Eggs was $2,577,000,000. 
(Source: U.S.D.A.) 


Member: 

AGRICULTURAL PUBLISHERS’ ASSOCIATION 
AUDIT BUREAU OF CIRCULATIONS 
WATT PUBLISHING CO., Mount Morris, Ill. 
Representatives—New York: Billingslea and Ficke. 

Chicago: Peck and Billingslea. 
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WEBSTER 


MODEL 55 


A proved best seller, Webster Model 55 handles 
records carefully — keeps your customers happy. 
Features such as the Cushioned Spindle, Child- 
proof Mechanism, and ‘‘Manual’’ play position, 


make Model 55 easy to demonstrate — keep yee 
units sold once customers take them home. bs 
lf you are an e 


BACKED BY THESE 
SALES HELPS 


Simply plugs into most radios. 
accredited music or radio dealer, 
from your distributor. 


order today @ 
ONSUMER 
BOOKLETS 


FREE MAT SERVICE a 


WEBSTERTL CHICAGO LE 


5610 BLOOMINGDALE AVENUE, CHICAGO 39, ILLINOIS 


——_—. 
—_" 








Rugg~d _ construc- 
tion for longer 
service, by a com- 
pany with over 30 


v years of “know 
% how”, has made 
SEPCO a sales 


gainer for dealer 
and jobber. 
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Saag aes Offices and Factory ¢ Pottstown, Pa. 
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Seen here is a partial view of the single re 
Shop. On either side of the center service a 
help displayers where merchandise is neatly 


the wall record compartments. The staff at 


listening booths. 





Handsome Record Shop 





and one for single records in the 
classical group. These displayers re- 
veal the records in slots in a tapered 
row that rises to a high point at the 
rear. Folks may conveniently look 
over these offerings much as they 
would a stationary card or letter file. 
When they complete their selection, 
they merely have to hand them over 
to the clerk. If they seek information 
as they make their selections, the dis- 
players are just as easily accessible 
| to the clerk in charge. 

Behind the service desk is a strictly 
different type of record files. Ob- 
served here are a set of three recessed 
fixtures of stock shelves. The outline 
of the wall showing these three suc- 
cessive units resembles a set of saw 
teeth—the end of one unit dipping 
into the wall at a point where the outer 
section of the next unit begins. Thus 
several clerks may be serving cus- 
tomers at these stock record libraries 
at the same time without fear of 
bumping one another. 


| 
a for single records in the popular group 





Listening Booth Arrangement 


While many record stores group 
their listening booths in one complete 
line-up, Paine’s chooses to keep them 
separated. Thus there is little confu- 
sion at the doors. The store has four 
listening booths; but the shop is so 
designed that more booths may be 
added without great structural change. 
There are pairs of such rooms on 
two sides of this section. To make 
the most of the space between booths, 
Paine’s has converted these wall areas 
into children’s album displays at one 
point and into popular album displays 
at the other. The main record stock 
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cord section at Paine's, Boston, Record 
nd wrapping desk may be noted the self 
filed on end. Behind the fixtures are 
this section guides the customers to the 





room is out of sight, but handy, just 
off one corner of this main selling 
space. 

The album displays start right at the 
entrance, being separated at several 
points by striking shadow boxes. 

The albums in this pocket section of 
the Record Shop are displayed on 
shelves which rise from floor to ceil- 
ing. There are six display rows in 
each compartment, these rows prog- 
ressively tilting in to reach an ap- 
proximately twelve-inch depth at the 
top. Offered here are albums of both 
classical and popular types, each type 
of course being in its own separate 
compartment. Indirect lighting across 
the top floods these displayers. 


Color Arrangement 


Creating a soft cheerfulness for 
Paine’s spacious Record Shop has been 
the choice of colors that complement 
the merchandise displays while at the 
same time giving this music center a 
distinctive individualty. Delicate white 
trim serves as a gentle accent to the 
overall scheme of Tiber green. In 
the specialized box settings, Mephisto 
red and willow green add gaiety. 

Famous brands are outstanding in 
the list of records offered by Paine’s. 
These include Vox, Columbia, Poly- 
dor, Decca, Keynote, RCA Victor, 
Capitol, Musicraft, Disc, and Asch. 
The competent staff has been selected 
upon a basis of interest and knowledge 
of musical subjects. This requisite, the 
store feels, is paramount in the build- 
ing of customer confidence, satisfac- 
tion and lasting good will. The buyer 
for the Record Shop is Miss Evelyn 
Russ. Merchandise manager is A. 
Lee McPhail. End 
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ONLY ONE CAW BE FIRST 


Headlines may stop you. Cartoons may shock you. But . 











when it comes to making a dollars and cents decision, : 
you want facts. The facts, then, are these: During 1946 : 
the Times-Star led in more Retail Advertising classifica- . 

tions than all other Cincinnati papers combined. The ° 
Ttmes-Star was first in 16 classifications, with 6 for Paper : 
A, 4 for Paper B, and 4 for Paper C. The Times-Star ° 


was, of course, first in Total Retail Advertising. 
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All the Features For 
Faster Easter Sales 


The interest, comments and ORDERS on the new Ultra- 
matic CALORIC, shown at the shows, prove it’s the gas 
range customers want. It has all the features women look 
for in the range they buy—modern convenience; new 
speed and fuel economy; smart beauty; it’s America’s 
easiest range to keep clean. And because it has these fea- 
tures you'll find the Ultramatic CALORIC is the range 
you want to feature for faster, easier sales. Write today 


for the Caloric Story: 
Caloric Stove Corporation, Widener Building, Philadelphia7. 



















From January Thru December 147,000,000 CALORIC Sales 
Messages Will Go To 27,000,000 Home Appliance Buyers 
CALORIC'’s year around, large scale, national advertising in 
the leading women’s magazines and farm journals has built 
a big market for CALORIC gas ranges. This advertising 
reaches 77% of the home market. A complete dealer, mer- 
chandising and promotional program backs CALORIC’s 
continuous nation-wide advertising. 





REG U.S. PAT.OF 


YOUR 





THE GAS RANGE 





CUSTOMERS WANT 
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Another view of the well-equipped service department of the Phoenix company. 
Note the wealth of service equipment. 


They Like Trade-Ins 





more damage than good in their at- 
tempts to fix the trouble, leaving the 
refrigerator in a state of permanent 
disability, giving trouble from that 
time forward. Naturally the owners 
have learned that when real trouble 
shows up, it is sometimes the better 
part of valor to trade it in and buy 
a new one. Dealers who have taken 
such boxes in trade, likewise have not 
wanted to bother with the chance of 
future trouble and as a rule preferred 
to sell the box , or even to junk 
it if it was in bad shape. 


“ * 99 
as 18 


"Horse-Trading" 


In the early days, Lance made this 
his opportunity. He would buy 
sealed-unit boxes from dealers, repair 
them and sell them again at good 
prices. ‘Horse trading”, he called it 
—and found that there was good money 
in the work. The war, of course, 
changed this picture. There were no 
longer such second hand boxes to be 
obtained. On the other hand, there 
were plenty of people whose sealed-in 
units went out of order and who 
needed help to keep them going. The 
firm went into straight repair work. 
As before, the work centered about 
sealed units, although they took in 
other jobs as they c€me—in fact, Lance 
says they did about 90 percent of Sun 
Valley’s total repair job throughout 
the war years. About 75 percent of 
this was in sealed unit refrigerators. 
The factories did not want to handle 
such jobs at this time and were glad 


| to refer customers anywhere in the 





Southwest to the firm for assistance. 

Of course, parts were still not ob- 
tainable, and repair machinery was 
difficult to come by, but Lance & 
O’Hara had a way of making what 
they could not obtain otherwise. They 
already had an unusual investment in 
machines and they continued to add 
more. When they could find nothing 
which suited the need, they invented 
something themselves. 

One of the difficulties about work- 
ing with sealed units is the time it 
takes to tear them apart to get at 
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them. Under usual methods this takes 
several hours. Ace Lance took an old 
washing machine frame and invented 
a device for tearing down a G.E, 
sealed unit in a few minutes. He also 
invented a solvent for cleaning old 
parts which does the job with a wipe 
of the rag that formerly took a buffer 
to accomplish. These are just two 
of the ingenious methods which are the 
firm’s own. He doesn’t mind showing 
off the washer frame, incidentally, but 
the solvent remains a closely guarded 
secret. 

Since the war the store has been 
again actively engaged in the sale 
of new. refrigerators, both domestic 
and commercial, but the shop in the 
rear of the display room is really the 
heart of the business. Here is machine 
after machine not usually to be seen 
outside home factories. The firm re- 
cently estimated that it has about 
$20,000 invested in repair machinery. 
Another $2,000 is tied up in parts, 
about 75 percent of this in sealed 
unit items. What they could not buy 
they have rebuilt, remodeled and re- 
tooled to fit the need. 


Simplification 

In spite of the insistence everywhere 
on having the right machine to do the 
work, procedure is simplified wher- 
ever it seems sensible to do so. Re- 
finishing, for instance, is done without 
a booth by mounting the unit on a 
movable dolly which is wheeled near 
the open doorway of the shop. Fans 
are then set up to carry away the 
fumes. This method has proved en- 
tirely satisfactory and has saved giv- 
ing over previous space to a booth or 
hood which would be in use for only 
a small part of the time. 

Commercial refrigeration, added 
since the war, has now become an im- 
portant item in the business, but house- 
hold refrigeration holds its own, chiefly 
because trade-ins continue to be @ 
profitable part of the picture. Broken 
down sealed units are always to be had, 
for the reason that when a sealed unit 
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hox does give way, the owner usually 
has very little further satisfactory use 
from it. During OPA, the firm paid for 
this equipment exactly what was on 
the schedule, or_less, if the box was in 
poor condition. If the refrigerator has 
been tinkered with by inexpert repair 
attempts, Mr. Lance sometimes re- 
fuses to handle it at all. But even dur- 
ing OPA ceilings, most sales of new 
equipment brought a trade-in with 
them. Lance figured he took in an old 
refrigerator in three out of every four 
sales. These he proceeded to resell “as 
is”, assuring the customer, however, 
that the box could be repaired and 
quoting a price for the repair work. 
Naturally during OPA rule the profit 
was all in the repair work. This method 
of dividing the sale has also proved 
satisfactory because it avoids adding 
the payment of an excise tax on the 
cost of the repairs. 
Do Own Estimating 

The partners have never employed a 
bookkeeper, nor will they permit any- 
one to talk to a customer who wants 
a price on a job but themselves. Most 
firms let the bookkeeper or secretary 
answer the phone. Ace Lance and Pat 
O’Hara take their own calls. They find 
that the customer likes to talk with the 
boss. They know what questions to ask 
and how to take short cuts to get the 
necessary facts. They can sift through 
the information offered, judging pretty 
well what is the trouble before they 
send anyone out on a repair job. This 
means that the man who goes out to 
the customer’s home can take the neces- 
sary part and the correct tools with 
him—(and about twenty-five percent 
of the firm’s repair jobs are handled in 
the home, the remainder has to come 
to the shop for special attention). By 
keeping their own books, the partners 
keep close to the business. They know 
costs and danger spots and are able to 
do something about remedying weak 
points before they develop into any- 
thing serious. They are sure of their 
ground in quoting prices because they 
know intimately all of the factors in- 


volved. Of course, Mr. Lance points | 
out, it is necessary to keep the books 
—and if a man is going to let this end | 
of his business go for lack of time to 
keep it up, he would do better to hire 
the bookkeeper. 

Now that OPA ceilings are matters | 
of the past, the firm plans to return 
to its old “horsetrading” methods, tak- 
ing trade-in sealed unit boxes off 
dealers’ hands, putting them in shape 
and reselling at a profit. They will 
also continue to take in trade-ins wher- 
ever possible when making the sale of 
new equipment, repairing the box and 
selling it again. Not only does the 
shortage of equipment make the market 
for such rebuilt equipment an excel- 
lent one, but there is in fact always an 
excellent market for used refrigerators 
in good repair. The Ace Lance & 
O’Hara Refrigeration Company has 
built up a reputation in Phoenix for 
turning out reliable jobs, a fact which 
not only helps to sell remade trade-ins 
and repair jobs, but helps, too, when 
new equipment is under consideration. 
The customer likes to know that he 
will be well taken care of in 
trouble. Today’s relatively high prices, | 
greatly increase the present market for | 
used refrigerators. 

Mr. Lance, is very clear that the 
only person who should attempt to | 
carry out a program of this sort is 
one who understands the repair busi- | 
ness and who is willing to put the | 
proper investment in machinery. He 
is rather bitter about the so-called re- 
pair work which some unreliable firms 
have “committed” in the past. Some 
such jobs have injured the refrigerator 
rather than helping it, in his estima- 
tion—and they certainly form no basis 
for building up a business in trade-ins. 
Another of the requirements which he 
lays down is a close knowledge of | 
costs so that the firm knows how to 
price repair jobs and hence how much | 
it can afford to allow for a trade-in if | 
it is to make a profit on its resale. 
Given these two prerequisites, he be- | 
lieves that there is real money in trade- | 
ins, End | 
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“REGARDLESS OF THE LATEST ANALYSIS OF THE NEWS, FOR OUR PURPOSE WE WILL CON- 
TINUE TO REGARD POLAND AS AN INDEPENDENT NATION." 
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PROFITS ?!! 


STOCK UP NOW! 


Everybody’s been waiting for the bulb 
that can be used enywhere regardless 


of whether it can be shaded or not. Your customers don’t have to worry 
about glare, harsh, ugly light when they buy SUPERLITE! SUPERLITE 
actually acts to beautify surroundings. SUPERLITE advantages make 
them sell fast—at a higher price —at a greater profit to you! 





HERE’S WHY THEY 
BUY SUPERLITE 
































720" 
1. Gives a soft, evenly-diffused light. 
2 Reduces glare to a minimum, al- 
© lowing greater use of bare or partly 
shaded bulbs! 
. 3 Beautifies the surroundings in 
® which it is used. Decorative appeal 
means sales appeal! 
Affords pleasant, decorative light 
from wall brackets! 
Gives more restful light where the 
use of exposed lamps is necessary! 
Rated 
Ordering Hours Std. 
Abbreviation Volts | Watts | Bulb Base Life Pkg. Price 
15A/W 120 15 A-15 Med. 1200 120 16 
25A/W 120 25 A-19 Med. 1000 120 16 
40A/W 120 40 A-19 Med. 1000 120 16 
50A/W 120 50 A-19 Med. 1000 120 16 
60A/W 120 60 A-19 Med. 1000 120 16 
75A/W 120 75 A-21 Med. 750 120 .20 
100A/W 120 100 A-21 Med. 750 120 .20 
150/W 120 150 PS-25 Med. 750 60 .30 
200/W 120 200 PS-30 Med. 750 60 40 





























Remember, SUPERLITE has so many advantages that they 
sell fast with a minimum of “sales talk” — and most important 


they sell at a higher price . 


. at a greater profit for you! 


Sylvania Electric Products Inc., Salem, Mass. 


SYLIVANIA 
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DO A DOUBLE-BARRELLED 
MERCHANDISING JOB WITH 


Display it in your window 





turning a dummy turkey 


three times a minute! 


F YOU want a dynamic, eye-catching window, take this tip and present 

KASSON ELECTRIC BAR-B-Q in a realistic outdoor fireplace setting with 
a dummy turkey revolving on the spit. You know the pulling power of 
motion displays. Experts say they stop many times more passersby than 
any still display, and increase business storewide. 


Barbecue fans everywhere buy and enjoy this new electric turner because 
it eliminates tedious hand turning and allows meats to cook evenly and 
deliciously without burning. Your customers too can relax with KASSON 
ELECTRIC BAR-B-Q ... And you can sell it to them profitably. 


HERE ARE A FEW OF ITS MANY FEATURES 


Turns three times a minute * Operates on 110 Volts A. C. ty 
Equipped with fifty feet of cord * All metal, portable, sturdily 
built to last for years * Height and width adjustable * Can 
also be used indoors. 

Many distributors from coast to coast stock KASSON 
ELECTRIC BAR-B-Q for immediate delivery and can also 
supply you with an attractive, specially designed dummy 
turkey for your displays at less than cost. See your dis- 
tributor NOW, or write us for full information. 


GENERAL DIE AND STAMPING COMPANY 
DEPT. T, 264 MOTT ST., NEW YORK 12, N. Y. 


List Price $39.50 as 
illustrated (Higher 
in the West) 








... SHOWMANSHIP WITH A PURPOSE 


AMERICA’S MOST COMPLETE EXHIBIT FACIHTIES 
ALL IN ONE PLANT.. 


Leadership and Experience! 


.with over 15 years of 








OT ae ED 


Toastmaster 

4 Exhibit 

Used in Many 
Shows 





SEND FOR COMPLETE INFORMATION 


FREE! ... JUST OFF THE PRESS... Large 8 page 
brochure with 110 photographs and complete information about our 
exhibit service. Write for it today on your company letterhead. 
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+ Rees IS THE LAST WORD IN RECORD CHANGERS—IT TAKES ‘EM OUT AND PUTS 





Priority Merchandising 








partment and in the great increase 
in sales shown by this department in 
the last two years. Formerly housed 
in a small space next to the house- 
hold goods department of the store, 
last July the electrical appliance de- 
| partment was moved to the top floor 
|of the six-story building and was al- 
|lotted about half of the floor area on 
| this floor—a space 10 times larger 
|than its former quarters. Now in 
operation is a complete kitchen, a com- 
plete laundry, a complete radio and 
record department with eight phono- 
graph booths and two radio booths, 
and plenty of uncluttered display space. 

The electrical appliance department 
rang up a total sales record of ap- 
proximately $450,000 in 1946 and ac- 
cording to Mr. Speer—who calls it 
“a conservative estimate’—expects to 
reach an $800,000 total in 1947. Major 
lines handled are Frigidaire, Crosley, 
Norge, Bendix, Dexter, Maytag, 
Philco, General Electric and Scott. 

The Pizitz store was a pioneer in 
originating sales stunts, which affect 
appliances as well as other items. Even 
during the depression days, Pizitz an- 
nually staged a “$100,000 Day”, with 
prices cut to help attain that figure 
in sales for a single day. The adver- 
tising manager on that day obtained 
and displayed in a corner window, 
$100,000 in one-dollar bills—under 
heavy guard, of course. The slogan 
of the store for years has been, “We 
sell as we advertise—and we always 
sell for less.” 


Will Take Trade-Ins 


An angle which Pizitz is working 
on at present is the trade-in angle, 
Mr. Speer reveals. 

“We have never had a request for 
a trade-in,” he points out. “Never- 
theless, we know the trade-in field is 
a good one and we are planning now 
to go after such business, at a date 
not too far distant.” 

At the big Pizitz warehouse, ap- 
proximately four blocks from the main 
store, space has been set aside for 
trade-ins, complete with new paint 
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shop and a skeleton crew. Mr. Speer 
refuses to guess just when this shop 
will go into full operation, however. 

“The only trade-in request we have 
had is to find a purchaser for a used 
appliance. This is an easy matter 
now, of course, and we have never 
had any trouble in finding one. Our 
own participation in the trade-in busi- 
ness will come as soon as our priority 
system is of no further value—as soon 
as the supply point reaches the de- 
mand. 

“To be frank, the trade-in prob- 
lem is still guided by the fact that a 
customer can get a whole lot more 
from his next-door neighbor for a 
used appliance than the dealer can 
get him for it, proving it is a supply 
and demand business. Otherwise, 
Pizitz, like many another dealer, 
would have been in the trade-in busi- 
ness long ago.” 

Mr. Speer heads an appliance de- 
partment with 17 employees—four of 
these are full time record and radio 
salesmen, four are major appliance 
salesmen, four are service men and 
the rest are clerical helpers and 
demonstrators. Mr. Speer, a former 
employee of the Alabama Power Com- 
pany for 17 years, has managed 


Pizitz’s appliances for four years. End 
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| What you should: know about S@X 


to sell “Vacuum Cleaners aS 








Long before some medieval genius invented the magic carpet, well- 
turned female ankles were turning male heads (and vice-versa). Psychia- 
trists attribute this interest in the opposite sex to something they call the id. 

When a couple of ids see eye to eye, the Couple usually blurts out 
“I do”—and after their pulse-rates return to normal they set out in pursuit 
of the American standard of living. 

It isn’t long before she discovers that piles of dirt accumulate in the 
pile of a carpet. And when he’s whacked at the rugs till his arms ache, 
there'll be one more family in the market for a vacuum cleaner. But you 
can bet the sale will wait till they've both agreed on the brand. 

Yes, whether you sell vacuum cleaners or video, phonographs or freezing 
units, you've got to sell two sexes, males and females. Either together or 
separately. 

And who can woo males and females like The American Magazine! 

Dollar for dollar, page for page, no other magazine can match the 


The fi merican 


SMagazine 





multimillion male-female circulation 





delivered by ... 


THE CROWELL-COLLIER PUBLISHING CO., 250 PARK AVE., NEW YORK 17, N. Y., PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN’S HOME COMPANION 
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New homes in cities and on the farm will lead 
to more profit for you with DURO added to 
your line of merchandise. Duro Pumps, 
Water Systems and Water Softeners are a 
“natural” in design, appearance and as addi- 
tional profit builders. DURO has been manu- 
facturing quality—customer appealing—prod- 
ucts for more than 32 years. Line up with 
DURO. Find out how you can add the DURO 


line. 





Write today for new Water Systems Catalog 
and latest prices. 





“Vertitank" 
System. 265-720 Gal. 


Duro Water 





DAYTON 
OHIO 


Division of 
Hydraulic Machinery, Inc. 














nog elsational 
2 New 
Seller 


LUMINITE 


REG, U. S. PAT. OFF, 


SAFETY 
PILOT PLUG 















This quick-selling, triple-duty Safety Pilot Plug is the newest hit in the modern 
LumiNite line of electrically lighted switch plates. It's an ideal nite-lite plus 
an easy-to-find two-way plug plus a cap for appliance cords—all three in 
one attractive, low-cost unit! The soft-glowing, piastic-encased, low-wattage 
neon lamp is alwoys lighted, visible in the darkest corner. Economical, too, 
using less than two cents’ worth of electric current per year! Lasts for years 
without o burn-out. Just plug it in, and plug into it! No wires to connect 
(unless used as a plug cap for appliance cords). 
Packed in handy, display cartons of 10 plugs 
each. Write for details today on LumiNite prod- 
ucts, and the free merchandising aids. 


ASSOCIATED PROJECTS CO., 80 E. Long St. 
Columbus 15, Ohio 


By Makers of the Popular 


TLL fig 


Outlet and Switch Lights 
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View of another corner of this neat shop. Both men employed here have received 
careful training in television installation and maintenance. 


“HOMB” Radio Operation 





At the present time the service 
department also is on the second floor. 
This soon is scheduled for a move 
into a new shop constructed in the 
area at the rear of the building, 
adjoining the side entrance, now 
taken up by a garage which is being 
torn down. The upstairs arrange- 
ment for the service department in- 
volves entirely too much running up 
and down. As for the volume of 
service work handled—‘That’s what 
clinched the deal for this place,” says 
Frisch. 

Plans for the new front disclose 
Frisch’s only concession to conven- 
tionality. At street level he intends 
to build a modern display window, 
about 18 feet long, at the same time 
widening and opening the front en- 
trance to the building. This will in 
no way affect the interior layout. 
completing his plans, the 
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porch at the corner of the house will 
be turned into a circular show window. 


Makes Selling Easier 


Frisch is especially enthusiastic 
about his sales and advance orders for 
large radios. The new outlet, in his 
opinion, deserves half the credit for 
the results obtained. As he says: 

“What a difference there is in 
demonstrating high class merchandise 
here instead of in the usual store at- 
mosphere. Customers after customers, 
particularly the women, voluntarily 
have told me how much this place 
appealed to them. Obviously, they 


have no feeling of pressure on them. 
They make a free choice—and, once 
they sit down in here, they rarely 
leave without making some choice. 
“Up to now, several nights a week 
of late, I’ve been demonstrating tele- 
(Continued on page 224) 














This view includes about half the bench along one side of the service shop, a depart- 
ment to which Frisch always has paid closest attention. 
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Find out from your manufacturers’ local sales repre- 
sentatives why the “CP” program is the biggest 
profit opty in major appliance history —the 
selling idea that will move higher grade, famous 
brand automatic gas ranges out of your showroom 
to the 2 out of 3 of your customers who have gas 
ranges over 10 years old. 

Ask why your customers will look for the “‘CP” 
trademark of the Gas Appliance Manufacturers 
Association (GAMA). “‘CP”’ is their double assur- 
ance that the brand name automatic gas ranges they 
buy are built and pre-tested to meet rigid high con- 
venience and performance standards set by GAMA 
on meecttheceed +~ ene of leading gas range manufac- 
turers, utilities and home economists. . 

“CP” is the only unbiased, universally-accepted 
buying guide of its kind—the soundest merchan- 
dising idea you can cash in on. Ten million dollars 
in utility and manufacturer advertising campaigns 
are pre-selling your customers for you. 





THE MEN WHO SELL THESE FAMOUS BRAND 
NAMES AND CASH IN ON THE “CP” PROGRAM 








A-B + CALORIC - DETROIT JEWEL 
ESTATE HEATROLA «+ GAFFERS & SATTLER 
GARLAND +» GLENWOOD - ‘GRAND 
HARDWICK + MAGIC CHEF + MOORE'S 
OCCIDENTAL + O'KEEFE & MERRITT 
QUALITY - ROPER - SGE-ACORN 
SGE-ORIOLE - SPARK - TAPPAN - UNIVERSAL 
WEDGEWOOD ~- WESTERN HOLLY 
In Canada — CLARE BROS. + MOFFAT 





Get full details from the representatives of the manufacturers’ lines you carry, or write 
Gas Appliance Manufacturers Association, 60 East 42nd Street, New York 17, N. Y. 


GAS THE WONDER FLAME 
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FOR AUTOMATIC COOKING 








it A oe 
pun 


Fes 4 


A j R CONDI TIONING tor everybody 


with the NEW Shealth ative all-purpose fans 


The new HEALTH-AIRE belt-driven fans are so economical in 
price and operation, so flexible in application, every property-owner 
is a prospect. When you sell HEALTH-AIRE, you can sell more 
people... with more profit to you. 

Also available for factories, warehouses, restaurants, offices, 


churches and auditoriums. Ready for immediate delivery. 





. Write Dept. EM For Complete Details 


J Johnson Fan & Blower Corp. 


1319 West Lake St., Chicago 7, Ill. 














\\ The amazing 
\ REGINA ELECTRIKBROOM 
LABOR. W\ EAsy-To- designed for daily use 
SAVING \\ OPERATE 
EFFICIENT DURABLE 
(Faxon 
weep E> 


REGINA ELECTRIC FLOOR POLISHER 
gets professional results without offort 








tHE REGINA corporation, Rahway 2, N. J. 
Makers of the Regina Smoothcut Can Opener 
DISTRIBUTED IN CANADA BY G. H. WOOD & COMPANY, LIMITED 


Bronches throughout Canada 
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“HOME” 
Radio Operation 
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vision on my own set at home. Now 
I’m anxious to get started regularly 
in those special rooms here. [I'll 
wager my outside salesman packs one 
of them with good prospects every 
night. All those imvited to any one 
session will be friends so that we can 
keep the party informal. That’s the 
way I have handled it at my own home. 
My experience convinces me this lay- 
out will prove ideal for fast sales on 
television, as it already has on expen- 
sive console combinations. 


Personalized Selling 


“Not only does this layout promote 
an air of leisurely comfort, but in 
this setting a customer easily can 
visualize how any large set will look 
in his own home. If need be, we 
can move a set around, as the cus- 
tomer may wish, with little effort. 
Here, our relationship with the cus- 
tomer is far more personal than in 
the average city store. At the same 
time, we can put a strong service 
story across unhurriedly. 

“There are other advantages. We 
don’t have to cope with the shopping 
section’s tough parking situation. 
The property cost was reasonable; so 
are the taxes. We could not rent near 
the area of these two floors alone— 
not counting the basement, third floor, 
and garage—for several times the 
amount required to carry this place. 
When this business again settles down 
to hard selling, those factors will be- 
come increasingly important. 


Cater to Quality 


“We aren’t bothered by aimless 
shoppers. We carry quality lines, 
cater to high-type customers.” 

Since Frisch took over this prop- 
erty, construction has been nearly 
completed on a huge super market on 
another corner of this intersection. 
The shopping area shows signs of 
spreading in his direction, along 
George St., one of the two main 
shopping streets in the city—and the 
one on which Frisch now is located. 





REFRIGERATORS 





Gb 


“OH, OH, LOOKS LIKE A SHAKE-UP IN THE 
SALES FORCE!" 





Que 
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These fast selling 
low cost items 
will make 


PROFIT FOR YOU! 





Timely, sure-fire sales items now 
available! Quality products that sell 
on sight—merchandised to give you 
a plus margin of profit! For domes- 
tic, industrial and laboratory use... 
everyone's a potential consumer! 





@ HOT PLATE 

Sturdy, one piece metal construction with 
genuine Nichrome element. 600W- 
115V AC-DC. Nickel plated finish. To 
HOE hia i's caatasvecsesciess $1.75 






Model No. C-1 


@ COVERED ELEMENT PLATE 

Compact, safe, sturdy. Element is en- 
tirely enclosed in metal. With attractive 
nickel plated finish 600W-115V AC- 
ie GGG Qincacaddasces $1.95 


Model No. WC-101 


@ CHROME COFFEE BREWER 

For all glass coffee brewers. One piece 
fool-proof, heavy metal construction. No 
handles or legs to break or burn off. 
Heating unit easily removed to facilitate 
cleaning. 600W-115V AC-DC. In 
gleaming Chromium plate. To retail 
Gt. cccccdoes eccecccccccccce. $2.15 


All ed 24 to the carton. 
A for 220V on special order. 


R.C. VICTOR MANUFACTURING CO 


EFEER 














Television Matinee 


























“This difference of opinion between 
the manufacturers and ourselves pre- 
sented a problem. After considerable 
study, we decided to sponsor an after- 
noon television program directed pri- 


marily to women. Initially, we 
planned to sponsor five one-hour after- 
noon programs a week. Everyone 
who had anything to do with televi- 
sion programs, when informed of our 
plan, told us that such a program was 
a super-human task and that even a 
single one-hour show per week would 
be a colossal time-absorbing under- 
taking. As a result, I compromised 
on three hours of programming a 
week, scheduling telecasts every Mon- 


‘day, Wednesday and Friday from 


2:00 to 3:00 p. m. 
Arranging the Program 


“Having established a schedule, we 
then turned our attention to arranging 
the program. It was decided to divide 
the one-hour presentation into three 
20-minute periods. Knowing the tre- 


mendous appeal that food has to. 


women, we decided to devote the first 
20 minutes of the program to a ‘Menu 
of the Day.’ This part of the pro- 
gtam was a natural for our Home 
Economist, Miss Judith O’Flaherty, 
because it parallels her existing work 
in demonstrations and cooking schools. 

“Following the ‘Menu of the Day,’ 
there is a brief musical interlude, fol- 
lowed by 20 minutes of movies. 
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HOW THE DEALERS USE 
“TELEVISION MATINEE" 


Ruth Welles, commentator of station KYW, 
uses a miniature kitchen to get across a 
point during one of Philadelphia Electric's 
“Television Matinees”. 


Closing the sale is simpler when live tele- 
vision programs are broadcast during the 
daytime. Here a prospect gives the final 
once-over to a television set at Shryock 
Radio & Television's store. 


“It was decided to devote the last 
segment of the program to ‘Guest 
Time,’ featuring presentations of sub- 
jects of interest to women, such as 
dressmaking, fashions, child care, 
flower arrangements, hair styling, in- 
terior decoration, hobbies and similar 
subjects. his portion of the pro- 
gram is presented through the coopera- 
tion of local department stores and 
other companies and gives variety to 
the program. In this way we produce 
the entire show without professional 
talent, relying solely on our own em- 
ployees and cooperative business 
guests. I believe this is the first time 


that anyone has attempted to put on | 


a program in this manner. Frankly, 
we had our fingers crossed until the 
end of the first show and we began to 
receive compliments from all sides. 
“The direct benefits of this program 
to Philadephia Electric Company are 
problematic. From personal experi- 
ence in my own home, I know that 
television is not an added load be- 
cause of the number of lights turned 
off when viewing evening programs. 
The ultimate effect of television can 
only be determined after a series of 
checks on energy consumption. Re- 
gardless of this fact, however, tele- 
vision is a new device and we feel 
that the utility is obligated to do its 
promotional share. I do not feel that 
we should wait until it has been proven 
(Continued on page 226) 
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HERE 1S IRRESISTIBLE 


SALES APPEAL- 


Gns-00-Kire 
CONVERSION 


BURNERS AND 
FURNACES 











WHY YOU CAN'T BEAT 
OUR FRANCHISE! 


1. Eye appeal Products. 
2. Exclusive engineering features! 


3. Your franchise covers the ENTIRE 
Heating Field with: 


@AII-WHITE Gas-A-Fire conversion burn- 
ers and furnaces. 


SDK -Ce-Acre 
PRODUCTS 


Below, the ALL-WHITE « 
Atthuctive addition for t 
room § effect 


25 Ib. capacity 


@ Gas-A-Fire L-P conversion burners. 

@ Stok-A-Fire — Famous First ALL-WHITE 
stoker. 

@ Oil-A-Fire — sensational oil conversion 
burners and furnaces. 


Ot-@ 


-Fcre 

PRODUCTS Write for Franchise TODAY 
Without obligating me in any way please 
send me full information on New Complete 


Fiting Corporation franchise. 
EM 


Ready for 1947 prospects,—- 
the latest in Oil conversion 


burners and furnaces 
Name. 


Address 
City. 





Ultra modern in design 





and finish 








FORMERLY Stk -Cb-Fove Op 
6504 OLIVE BLVD. * ST. LOUIS 5, MO. 
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with the 


nylon-cushioned 


jewel tip... 


0, the miracle plastic, pro- 
vides a gentle, floating “knee-action” ride 
for the sapphire tip, effectively diminish- 
ing needle scratch and surface noises. 

Enthusiastic listeners report finer tonal 
qualities and more life-like reproduction 
of favorite records with the new Webster 
Nylon Needle 

Stock it, display it now. Its outstanding 
performance will multiply your customers’ 


record enjoyment and your needle sales. 


[weeersn’ 
Yigdre Hee 


| 


Free, attractive lucite 
display with initial 
order to help you mer- 
chandise the Webster 
Needle profitably 





WEBSTER A CHICAGO 


5610 BLOOMINGDALE AVENUE, CHICAGO 39 


The Choice of Music Lovers 


PRESENTED 
THE MAKERS OF 
WEBSTER 
RECORD CHANGERS 


BY 
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Television Matinee 





|to our satisfaction that television is 
la load builder, either directly or in- 
| directly. This is in line with our 
| general merchandising policy which 
| has existed over the years. 


Have Always Merchandised 


“We have never been out of retail 
merchandising; however, during the 
post-war period of appliance scarcity 
we have not accepted our full alloca- 
|tion of appliances. Through the co- 
| operation of local distributors, all 
allocations not accepted by the com- 
pany were given to dealers in our 
|territory. We are watching the local 
|appliance market very carefully and 
as soon as we are convinced that an 
\item is encountering sales resistance 
‘and is becoming increasingly difficult 
|to sell we step in with promotion. I 
|firmly believe that in this way we 
|create far more sales for dealers than 
lif we were not engaged in merchan- 
dising at all.. In some cases we do all 
of the promotional work and take only 
|a couple of per cent of the total sales 
as our share. 

“Television is an excellent example 
lof this policy. To date we have not 
started to merchandise television be- 
pee there are not sufficient sets to 
| 
| 


supply déalers. In the newspaper ads, 
announcing our programs, we flatly 
stated that we were putting on these 
| day-time programs so that the deal- 
|ers could demonstrate and the public 
|could see television in actual opera- 
|tion. The ad listed 55 city dealers and 
|12 suburban stores where the pro- 
|gram could be seen. No Philadelphia 
Electric Company store was listed in 
| this ad. 

“We feel that television is a great 
| new industry and we are happy to con- 
'tribute, in our small way, to its ulti- 
mate success.” 

The task of keeping this program on 
| the track and coordinating a myriad of 
details, falls on E. W. Seese, manager 
|of the Promotion and Training Divi- 
sion. Commenting briefly on the 
|mechanics involved in producing the 
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program, here is what he has to say: 

“A one-hour program requires three 
hours of rehearsal and production. 
One hour is spent in rehearsing the 
entire show without cameras. The 





second hour is required for rehearsal | 


with the camera to insure proper tim- 
ing and coordination. The third hour, 
of course, is used for telecasting the 
show. We are quite proud of the fact 
that our first show finished within sec- 
onds of the scheduled time. 

“Because of the nature of our show, 
a simple outline serves in place of a 
written script. The food demonstra- 
tions were ad libbed with the excep- 
tion of a few planned cues so that the 
operator in the control room can an- 
ticipate action. 

“The Philadelphia Electric Com- 
pany staff assigned to the program in- 
cludes two home economists; one of 
our field salesmen who happened to 
have had some stage experience; and 
Miss Clara Zillessen, our advertising 
manager, who is in charge of the 
guest portion of the program. Station 
WPTZ has assigned one man exclu- 
sively to our show, as a program direc- 
tor from the studio angle. 

“The program is supported by com- 
pany newspaper advertising and pro- 
motional assistance furnished by the 
Electrical Association of Philadelphia. 

“Many of our preconceived ideas, 
regarding production of a television 
show have been thrown for a big loss, 
but we are learning fast. The heat 
of the studio lights has presented sev- 
eral problems. For example, at one 
rehearsal we had arranged to televise a 
luscious gelatin salad. Three minutes 
after the salad was placed on the table 
we were mopping it up with a dish 
rag. All utensils must be insulated 
carefully from the heat to prevent our 
home economists from burning their 
fingers and dropping something dur- 
ing the telecast. We also discovered 
that cold mashed potatoes made the 
finest looking vanilla ice cream you 
ever saw. Oh, yes, we’re learning— 


but fast.” End 
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APPLIANCE 








| “HERE, TAKE ONE OF MY CANNED SALES TALKS ALONG, TOO." 
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NEW 


ELECTRICAL APPLIANCE 


PREMIER P-20 


PORTABLE ELECTRIC 
WATER HEATER 



























































IT'S PORTABLE 


Unit is hung b 





slotted br 























Here’s one of the finest postwar electrical 
appliances . . . and for immediate deliv- 
ery! It’s a high-profit, reasonably priced 
item that practically every one of your 
customers will want. 


HOT WATER BY THE PAILFUL 


Easily operated — a pail of water hung 
on switch arm sets unit in operation . ., 
when pail is removed, switch shuts off 
automatically, Safe — simple — efficient, 
A water heater with dozens of uses. 


UNDERWRITER'S LABORATORIES APPROVED 
DEPT. EM-4 


Order trom Your Distr 


butor 


Or Write To 


THE NATIONAL IDEAL COMPANY 


TOLEDO 4, OHIO 











the Service line 


« CORDS ... CORD SETS 


specified by top manufacturers of 









LAMPS 
RADIOS 





IRONS 
FANS 
PORTABLE TOOLS 
VACUUM CLEANERS 


REFRIGERATORS 
RANGES WASHERS 
HEATERS MIXERS 


A full line of Flexible Cords for the 
repair and service industry, obtain- 
able through jobbers and distriputors. 


CORNISH WIRE CO., i 











1) Park Row + New York City, 7 
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...and in Chicago, the big day was December 17 
when The Sun published a picture page of gift 
possibilities—pups in five local animal shelters, 
available for a fee of six or sevenglollars. 

On the evening before, after the bulldog (First 
Edition ) was out, the routine of the newsroom 
was ruffled by more than 300 phone calls from 
aspiring readers who (A) were reasonably sure 
they spotted a lost pet, or (B) wanted priorities 
for the pups pictured . . . The discussions about 
dogs almost delayed the second edition, and 
Martin Downey, dog watch editor (no fooling!) 
who checks in at midnight had his ears bent by 
late phoning dog lovers until dawn. Apparently 
sleep never sets on some Sun readers. (adv.) 


t 


Next Morninc the dog shelters were deluged. 

The Anti-Cruelty Society had 300 calls and 45 
letters, 51 dogs adopted, all kennels empty by 
Christmas Eve. 

North Side Animal Shelter reported more 
than 200 inquiries, and 157 inmates installed in 
domestic institutions before Santa Claus came. 

The Animal Welfare League Refuge tallied 
300 calls, best placement record in its history. 


1947 _ 


Every d. has its p..! 


Viola Larsen Shelter left the receiver off the 
hook after 48 calls, and (quote) placed 17 dogs 
right away with lovely families (end quote) ... 


\\ Finalscore: 1 5cocalls, 378 liabilities taken over 


by Sun readers (at $6.00 or $7.00 per liability). 
SOMETIMES, 1n our unprejudiced opinion, it 
seems as if all the best people in Chicago read 
the Sun . .. In any big city, the majority of the 
inhabitants are usually complacent or apathetic, 
parasites on the body politic. They beef, but 
never get together in effective action .. . Sun 
readers, however, have sense and sensibilities, 
back their principles with punch. “They wanted 
the Sun, support it, give it their confidence and 
respect .. . and their interest in the Sun extends 
to the advertising. 
Only five years old, The Sun has proved itself 
a major producer for many Chicago retailers . . . 
carries a substantial load for department stores 
. tan more than 13,500,000 lines in 1946. 
And while the Sun’s 300,000 circulation doesn’t 
reach all of the Chicago market . . . you can’t 
reach all or the best of Chicago without it! 


e CHICAGO SUN 


400 West Madison Street, Chicago 6, Til. 
250 Park Avenue, New York 17, N. Y, 








Cater to your customer’s 
health . . . and you cater to 
your cash register’s wealth! 


The new Sun-Kraft Dual Ray and 
Sun-Kraft Jr. are offsprings of the 
famous Model A-1 which thou- 
sands of users have recognized as 
the most effective ultraviolet ray 
lamp on the market. 


Sun-Kraft Dual Ray emits warm, 
soothing infra-red rays and potent 
ultraviolet rays...either combined 
or separately. 


Sun-Kraft Jr. is a lightweight, 
portable ultraviolet ray lamp... 
streamlined and compact... for 
homemakers and travelers. 





oe 
Sun-Kraft Dual Raforre 








a 


$3950 ~~ 















and 














Sun-Kraft Jr. 
Retails for 


$4950 


Goggles Inciuded 











— =) 
Stock and display “Jr.” and 
Dual Ray as a winning team. And 
remember... ALL Sun-Kraft lamps 
are equipped with an exclusive 
burn-out-proof Sun-Kraft Quartz 
Tube... built-in automatic timer 
... flexible reflector removable for 
use as hand instrument. 


VISIT THE SUN-KRAFT BOOTH (Nos. 118-120) AT THE NATIONAL HOUSEWARES 
AND MAJOR APPLIANCE EXHIBIT, APRIL 27—MAY 2, IN PHILADELPHIA 


**Sun-Kratt’ T. M. Reg. U. S. Pat. Off. 


Sun-Krafi, Inc. 215 WEST SUPERIOR STREET, CHICAGO 10, ILLINOIS 
Branch Office: 7615 Empire State Bldg., New York 1 





he LEJAY — —#¥~- 





Your customers will “go for” the LEJAY WHIRL- 
R-MOW. It's so easy, so modern! Complete with 
battery and battery charger, the WHIRL-R-MOW 
is easily operated, extremely quiet. The rotary 
blade cuts tall or short grass and is easily ad- 


justed. 
FINGER-TIP CONTROL 


in the handle starts and stops the WHIRL- 
R-MOW. Equipped with oil-less bearings 
and engineered in modern design—it's 


that sure-fire item you'll want! 


Self-Contained 
Battery Operated 
















WRITE FOR 
DETAILS ON 
EXCLUSIVE 
DISTRIBUTION 











LEJAY Wotors Corporation 


2910 SO. EMERSON AVENUE + MINNEAPOLIS 8 MINN. 
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The. modern new store of the Marion Hard- 
ware Company's appliance department in 
Ocala, Florida, is located on one of the city's 
main streets. Recently opened, the store 
is one of the best equipped in central 
Florida. 


bought a building directly beside the 
main store, provided new furnishings 
inside and out and converted the build- 
ing into a smart, new shop which has 
become one of the show places of Ocala. 
The store, measuring 22 by 75 feet, has 
a major sales room downstairs, an at- 
tractive balcony with steel railings, a 
large service department in the rear, 
and is air-cooled. It was opened for 
business on March 1, 1946. 

“Tt would have been fine to fill our 
new shop with the very latest and best 
looking appliances,” Mr. Porter says, 
“but they simply were not to be had. 
We had a few floor samples and that 
was all. So naturally, we turned to 
what we believed would be the best at- 
traction and at the same time, a profit- 
able sideline as well. We put in a 
record department with the widest 
possible choice of records we could get 
—more as an experiment than anything 
else, and to help fill up space.” 

But apparently it was just what the 
doctor ordered for Ocala, according 


From Horse Collars to Records 


CONTINUED FROM PAGE 68 





to Mr. Porter. Youngsters and their 
seniors began to flock into the store at 
all hours of the day, demanding to hear 
Cugat, Goodman and Dorsey as well 
as Strauss, Gershwin and Stephen 
Foster. 


Records Major Unit 


The department which was intended 
for a sideline has become a major 
unit of the store, Mr. Porter points 
out. It has been expanded to include’ 
a series of shelves on the shop’s balcony 
which takes care of the overflow from 
the main section downstairs. Record 
players may be turned on at the flip 
of a switch and comfortable chairs have 
been provided for the listeners. Private 
booths are available should the cus- 
tomer desire to hear his music in 
solitude. 

“Most of our record buyers are elec- 
trical appliance customers also,” ac- 
cording to Mr. Porter. “They come 
in to buy records and stay to buy wash- 
ing machines.” 

Adept at selling both washing 
machines and records is Porter’s assist- 
ant, Mrs, Frances Hightower. A resi- 
dent of Ocala who knows most of the 
customers personally, Mrs. Hightower 
prepared for her job by attending the 
Bendix Home Laundry School in 
January, 1946, and plans to attend 
other schools in the future. She demon- 
strates every washer sent out within 24 
hours after its purchase. 

Mrs. Hightower heads the record 
department also. She finds that she 
must keep up with the latest in swing, 
classical and popular records in order 
to speak the jargon of the jitterbug or 
to advise the more conservative cus- 
tomers who come into the store. 

Since the record department became 
a major unit of the business, steps have 
been taken to insure a new and fresh 
supply of records at all times, Porter 
points out, because “if you’re going to 
set records in the sale of records, you've 
got to keep right on top of the business 
in record style.” 

Which, according to his records, is 
good sales philosophy. End. 
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FREEZERS. 








15 cu. ft. Model. Has both sharp 
freeze and 0° storage space. x 
Insulation, All Steel Cabinet, 5° 10°' 
long, 29/%2"' wide, 36°" high. 











ia 
COOLERS: 





Available in 5 sizes. 4, 6, 8, 10 and 
12 ft. 17 to 48 case capacity. Ex- 
terior finish; either all stainless steel 
or black baked wrinkle finish. Have 
all stainless steel doors, track and 
trim. Doors mounted on rollers. Use 

lates for refrigeration. 4'* 
insulation. 








COOLERS 





Direct draw in 2 or 3 Keg. All 
Stainless steel top and front. Ends 
Gre black baked wrinkle finish. Com- 
plete with barrell taps and air s- 
sure regulator valve. Available in all 
Stainless Steel. 


Some Territories Still Open 
Write or Wire 


Mfg's. Repr. 
COOPER ELECTRIC CO. 
ORLAND PARK, ILL. 
Factory 


EATON MFG. CO. 
CARBONDALE, ILL. 





ee 














“PEEWEE SETUP" of the new Stewart- 
Warner six-piece island or background 
dealer display. Unique flexibility, versa- 
tility and utility, ranging from a “deluxe 
setup" permitting display of six or more 
assorted radio sets to the one above, 
employing a single table-height unit for 
showing only two or three table models, 
is provided in this display. 











NEW LITERATURE 
AND SALES HELPS 





The Coleman Co., Inc. 


A new 25-page booklet, “Design 
for Better Living”, has just been an- 
nounced by the Coleman Co., of Wich- 
ita, Kan., for distribution to their 
dealers. The purpose of the booklet 
is to give both consumers and dealers 
information about the complete line of 
Coleman gasoline pressure appliances 
and oil space heaters. It contains 
posed photographs of people using the 
appliances as well as specifications. 


The Electrical Assn. of Detroit 


“How You Can Make Your House 
a Home Electrically”, is the title of a 
new booklet just announced by the 
Electrical Assn. of Detroit, Mich. It 
gives the adequate wiring specifica- 
tions for their certification program 
by means of charts, diagrams and 
tables. The booklet is divided into 
four parts: making your house a home, 
electrical terms, electrical specifica- 
tions, and special equipment. 


Cutler-Hammer Inc. 


Of interest to the refrigeration 
wholesaler, serviceman, design engi- 
neer and others in the refrigeration in- 
dustry is the new Cutler-Hammer Re- 
frigeration Catalog now ready for dis- 
tribution. The complete line of refrig- 
eration control and accessories illus- 
trated and described in the catalog will 
answer almost any problem of domestic 
or commercial refrigeration. In addi- 
tion to the control listings, a section 
of the catalog is devoted to installa- 
tion and service hints of particular 
interest to the refrigeration service- 
man. A copy can be obtained by writ- 
ing Cutler-Hammer Inc., 231 N. 12th 
St., Milwaukee, Wis. 
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WITH THIS NEW “o27alle 
“SPLEND-AIRE” VENTILATOR 


that Blends into any Surroundings 


Adjustable, in Sizes Fitting All Windows 
— Amazingly Inexpensive To Operate 


Sell your customers all the advantages and features of costly built-in indi- 
vidual room ventilation — at a fraction of the cost — with the efficient 


attractively designed new ‘‘SPLEND-AIRE"’ Portable Electric Window Ventilator 


Supplying 20 complete air changes hourly, in the average-size room, the 
“SPLEND-AIRE'’ can be moved from room to room and almost instantly 
installed in any standard size window Requires only 4 screws to mount 
Dispels smoke, cooking odors — keeps walls clean. Does not interfere with 


opening or closing window sash 


SPLEND-AIRE 


Portable Electric Ventilators 
Available in 2 Sizes 
Small — For windows 
22” to 27” wide 
Large —- For windows 
27° to 36” wide 
4-Blade, 10° Fan 
Quiet, resiliant-mounted 
A-C Motor — 110 Volt 
60 cycle. 11-foot cord and 
Feed-through Line Switch 
Ivory and Chrome Finish 
LOWEST PRICED Portable Ventilator on 
the Market **SPLEND-AIRE is amazingly 


NOW AVAILABLE for Im- 
low in price for a quality home ventilator 


mediate Delivery. Mail Cou- 
pon TODAY for illustrated 
bulletin, prices, discounts 


THE METAL-TEX CORPORATION 


DEPT. D, 1600 JUNCTION AVENUE, RACINE, WISCONSIN 


delivering guaranteed performance Priced 
for fast sales — at high profit 


THE METAL-TEX CORPORATION 
Dept. D, 1600 Junction Avenue 
Racine, Wisconsin 


Please send us full facts, prices and discounts cover- 
ing the ‘‘SPLEND-AIRE"’ Portable Electric Ventilator. 
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It’s Smart to DERI 
THE VANDER 
yang 


EXCLUSIVELY IN YOUR AREA! 










































COMPLETE 
WITH 
FIRST LINE 
DE LUXE 
4and 5 ply! 
PREMIUM 
CUSTOM TIRES 
& 
TRUCK TIRES 


The Tire of Distinction for 
Safety & Pleasure 


V/ANIDERSICT 


TIRE & RUBBER CORP, 
56! East 











Fordham Road, New York 














WINDOW 
TYPE 
COOLER 


With sliding metal side panels that instantly fit any 
window from 24" to 36!/,"" wide: 
supports. 












Requires no outside 
Note these extra sales pulling features: 
















DYNAMIC NEW DESIGN“, only fresh air can enter new 
inset orifice. 

POWER AND WATER SWITCHES, 
of room. 

ADJUSTABLE DIRECTIONAL LOUVRES. 
MOTOR, requires one oiling a season. 


CABINET, 22-gauge, rust-resistant, welded steel, 
24” x 24” x 16”. 


FAN, big, efficient. 7. 
GUARANTEED MATERIAL AND WORKMANSHIP. 


controlled from inside 


*PAT. PENDING 









ola thicl aii dials Mm @teola oe 


Phoenix, Arizona 











PAGE 230 




















General Electric Co. 


Predicting that “the same extraor- 
dinary change, which took place in 
\merican kitchens, bathrooms and 
basements under the stimulus of mod- 
ern ideas and production, is about to 
take place in the laundry,” the Gen- 
eral Electric Company has issued a 
new 24-page booklet encouraging the 
establishment in the home of a planned 
utility area in which all occasional ac- 
tivities, such as laundering, sewing and 
hobbies, may be carried on. Entitled 
“Does Your Home Have a Place for 
Living?”, the booklet contains full 
color drawings and floor plans for 11 
types of home laundries, and may be 
obtained from dealers for 10¢. 


General Luminescent Corp. 


General Luminescent Corp., manufac- 
turers of Colovolt cold cathode light- 
ing equipment, announce a new four- 
page catalog sheet designed for the 
use of men who have to~figure light- 
ing layouts and calculate foot candle 
levels for various types of installations. 
This new sheet, designated S-47, con- 
tains complete mounting dimensions 
for the four popular types of Colovolt 
fixtures and in addition the sheet in- 
corporates complete utilization infor- 
mation so that a lighting installation 
layout and foot candle levels may 
be accurately calculated right on the 
job. Copies may be obtained by writ- 
ing the company at 732 S. Federal 
St., Chicago 5, Ill. 


The Cleveland Heater Co. 


A new bulletin entitled “Corrosion” 
has been announced by the Cleveland 
Heater Co., of 2310 Superior Ave., 
Cleveland 14, O. Written by D. J. 
Fergus, research engineer, this 11-page 
bulletin describes the results of re- 
search to prevent corrosion and con- 
tains photographs, diagrams and tables 
showing the action of “Elno”, the rust 
preventer. A 4-page circular is also 
available giving description, specifica- 
tions and picture of “Elno”. 































“A PACKAGE OF LIGHT™ is designed 
to contain a wall lamp, shade, reflector 
bowl and 100-watt incandescent lamp. It 
was introduced to buyers and dealers 
at the lamp show in Chicago by A. S. 


Kosser, president of Phil-Mar Electric, Inc. 
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A TWIST— 


and out pop 
the ice cubes 


ROTO-TRAY 


The NEW—Sensational 
Unbreakable Plastic Ice Tray 


REAL SALES! 
REAL PROFITS! 
® No more poking, chopping or 
pulling to remove tray from re. 
frigerator. 


®@ No more rinsing to loosen; wet 
hands or messy sinks. 

@ Remove only cubes needed; 
from one to a trayful. 


Live Wire Jobbers— 
Write for complete information 


REPUBLIC 
MOLDING CORP. 


4643 West Lexington Street 
CHICAGO 44, ILLINOIS 

















« No. 89 
Vy" Drill 
$2995 


For those who 
sell the home 
market ... 
. .. here is good news. 
Speedway Blue Line 
Tools are back. Thous- 
ands of them are being 
delivered to dealers 
each month. 

Each is a practical 
useable tool, built for 
work, Each is of im- 
proved design, is cor- 
rect in speed and has 
a specially wound, long life Speedway 
tool motor. Comprising a clean line of 
nationally known tools of types that are 
bought by home owners, hobbyists, 
garages, schools, farm- 
ers, and workmen every- 
day, they sell in volume 
in every community. 





J No. 209 
Drili Stand 
(less drill 


$1295 


Write for catalog No. 229 
sheets and discount _ Drill Stand 
schedule. (ass Brat 


No. 69 $1180 


seg S180 WS 


SPEEDWAY MFG. CO. 
1827 S. 52nd Ave., Cicero, Ill. 


=o hae 
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This electrical, action dis- 
play for your counter, 
showcase or window 
grophically illustrates (in 
Color) Fresher Zone ab- 
sorbing food odors in a 
miniature refrigerator. Dis- 
play measures 11 in. wide 
x 16 in. high. Costs you 
nothing with Deai No. 11. 























FRESHER ZONES 
Cre Easy 1 8800./ 


%& Include a Fresher Zone with each 
new refrigerator. 


® Sell Fresher Zone thru your service 
men — 20 million old boxes need 
Fresher Zone. 


% Use Fresher Zone as a canvassing 
item, 


% Sell Fresher Zone for Deep Freeze 
and. Commercial Units. 


NATIONAL ADVERTISING 
THRU 1947 
First 2 color half page 


in Saturday Evening 
Post appears May 17th 
















For Information Write 


THE PRESCO Miz 


1101 -M MULBERRY ST. 
KANSAS CITY 7, MISSOURI 

























Ter EW Sireamiined Ligttwenght 


TRA vel earns 





TRAVEL IRON DISPLAY: Especially de- 
signed to display their new Travel-Made 
Iron, Danray-Parke Co., Milwaukee, Wis., 
offers this new display card to dealers. 








NEW LITERATURE 
AND SALES HELPS 














The F. E. Myers & Bro. Co, 


In a new dealer aid catalog cap- 
tioned, ‘Reaching Out for More 
Sales”, The F. E. Myers & Bro. 
Company presents a comprehensive 
new program for local sales promotion 
of Myers Pumping Equipment. The 
catalog describes and illustrates the 
complete Myers program of manufac- 
turer-dealer cooperation under five 
sections: “Displays, Identification, Re- 
tail Advertising, Records and Mer- 
chandising Suggestions.” 


Radio Corp. of America 


Two new 16-page booklets have just 
been announced by Radio Corp. of 
America, Tube Department at Harri- 
son, New Jersey. One is “Power and 
Gas Tubes for Radio and for Industry 
(Form PG-101)”. Full of technical in- 
formation, this new booklet is printed 
in deep blue on offset paper. It covers 
138 RCA air- and water-cooled power 
tubes, voltage regulators, thyratrons, 
ignitrons, and gas rectifiers. Each tube 
is covered by a text description and 
ample tabular data together with its 
terminal diagram. Many of the types 
are illustrated by photographs. 

The other, “Receiving Tubes for 
Television, FM, and Standard Broad- 
cast (Form 1275-C)”, charts the char- 
acteristics and socket connections of 
RCA’s extensive line of receiving tubes 
including projection and _ directly 
viewed kinescopes for television pic- 
ture reproduction. All types are listed 
in numerical-alphabetical sequence of 
type designations for the convenience 
of the user. Metal and miniature 
types are identified respectively by a 
narrow or wide rider adjacent to the 
type designation. Information on dis- 
continued types has been included for 
the benefit of servicemen in servicing 
old equipment, but the designations of 
such types are shown in light-face type. 
In addition, the booklet contains a 
chart classifying RCA receiving tubes 
according to their functions and their 
cathode voltages. 

Both these booklets may be obtained 
from Commercial Engineering, Tube 
Dept., Radio Corp. of America, Harri- 
son, N. J., for 10 cents each. 
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SEASON IN - SEASON OUT 


Wise Dealers Select..... 





° moaer™ 
Blends with E sy TO sELL 










FULLY PATENTED 


Motion AIR: INC. 


3319 EAST SLAUSON BOULEVARD «+ LOS ANGELES 11, CALIFORNIA 








2uich Satesr- Easy Handling 
























PIN-UPS ¢y VERPLEX 


Here's a truly decorative Two-Purpose Pin-Up Lamp 
made in three colors—red, green and bronze. This 
is just one of the many attractive Pin-Up Lamps 
made by VERPLEX. Designed by talented artists, 
fabricated by skilled craftsmen, VERPLEX offers 
a wide choice of Pin-Up Lamps—one to suit the 
taste of every customer. 














Each lamp individually packaged 
in a specially designed carton— 
@ carton that protects all parts 
from possible damage, yet 
leaves the lamp ready for de- 
livery to the customer. Packed 
6 of a style in a sturdy Master 
Carton. All VERPLEX Lamps are 
furnished complete with 6” 
plastic reflectors, all-metal 
sockets and push-through 
switches. Retailing from $3.95 
to $9.95 


Write for Catalog 


New York Office 
225 Fifth Avenue 


tos Angeles Office 
Merchandise Mart 


Minneapolis Office 
400 Sexton Building 


THE VERPLEX COMPANY connect 
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TOOL OF 
* 1001 USES 









Reg. U.S. Pat OM 


THE FIRST AND FINEST! 
This is it! Industry’s tool for exacting production 
jobs—the choice of mechanics and home craftsmen 
all over the world. There are more Handees in use 
than all other tools of this type combined. And more 
accessories! Over 500 in the profitable Handee 
line. Sell them to all tool owners. 


Handee grinds, drills, polishes, cuts. 
routs, carves, sands, saws, engraves on 
any material—wood, plastic, metal, glass, 
horn, etc. Runs at a cool 25,000 r.p.m. AC 
or DC. Wt. 12 oz. In fine steel carrying 
case with 40 accessories, nationally adver- 
tised at $27.50. Handee only. with 7 
accessories, $20.50. 


























year history of satisfied Handee users en- 
ables us to make this absolute guarantee 
to your customers. 


@ Combined with its exclusive precision 
attachments and custom-built accessories, 
Handee performs more operations with 
greater accuracy than any other portab.e 
tool at any price 






A COMPLETE WORKSHOP! 
Hondee and 40 fine 


“Sey, Ww, Dety avy id accessories in steel 





carrying case. 


5OLp unit O* 


IMMEDIATE DELIVERY 
PLACE YOUR ORDER TODAY 
Write for 64-page catalog 


CHICAGO WHEEL & MFG. CO., 1101 Monroe St. Dept. EM, Chicago 7, Ill. 


SATISFACTION GUARANTEED — a 15- | 
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F. H. PETERS AND INSCO WILLIAMS, 
inspect new, full-color, tri-dimensional 
Cold-Wall refrigerator card display now 
being distributed to dealers by Frigidaire 
Div. of General Motors. Meter-Miser 
card at left has actual light bulb—"uses 
no more current than an ordinary light 


bulb”. 














Electrovox Co., Inc. 


A 4-page bulletin has just been an- 
nounced by Electrovox Company, 
Newark, N. J., which gives descrip- 
tions, specifications and illustrations of 
their “Walco” series of long-playing 
phonograph needles. Pictured also is 
their complete kit of sales stimula- 
tors for dealers. 


Westinghouse Electric Corp. 


A new compact carton of six for 
counter and store display of the Bug 
3omb aerosol automatic insecticide dis- 
pensers made by the Westinghouse 
Electric Appliance Division, Pitts- 
burgh, was announced recently by 
Harry S. Mills, manager of the in- 
secticide department. The new carton 
takes up less than one-half square foot 
of counter space, and offers not only 
an attention-getting display but a con- 
venient carton for sales of six Bug 
Bombs at a time. 

The Home Radio Division, at Sun- 
bury, Pa., has just issued Supplement 
No. 1 on models H-122 and H-130 
some radio receivers*service notes. In- 
cluded are service notes and parts list 
for V-3269-2 automatic record changer. 


PACKAGED TO AID SALES, the Silex 
Co's. Duolectric steam iron comes to 
dealers in this new, sturdy and attractive 
carton which women will retain for 
storage for their iron. 


APRIL 1, 1947—ELECTRICAL MERCHANDISING 








et 








ELECTRIC FENCE CONTROLLERS 


Electro-Line is built for farm- 
ets who appreciate fine farm 
tools—they have made it the ° 
leading brand of electric fence 
controllers. Year after year 
more dealers appreciate this. 
They find Electro-Line brings 
them increasing sales and 
steady profits. 


Ask your jobber about the 
five Electro-Line models in- 
cluding battery, hi-line and 
combination controllers—and 
the ew Accessory Kit. 


Handle Electro-Line — the 
complete line for electric 
fencing. - 
ELECTRO-LINE 
PRODUCTS CORP. 





120 N. Broadway 
Milwaukee 2, Wis. 



























POLAR 
FREEZ 


America's Popular Freezer 




























BUILT FOR 


[ailing 


Poy 


SCHELM 


BROTHERS INC. 


EAST PEORIA, ILL. 





Pioneers in 


Food Freezing ( a $; 


Equipment... 





Mode 
by r 
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guaré 


out. 
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ELE 


- AR 
“when it’s an Armstrong... 
depend on it ... it's the 
hen of its kind.” 
Model No. 616 Portable Electric heats 
ad by radiation and circulation. The 
S patented nichrome heating element is 


guaranteed for 5 years against burn- 

out. Made of finest enameling iron 

with handsome chrome plated reflec- 

tor. Choice of walnut or ivory porce- 
lain finish. 

en a 

ARMSTRONG IRONER a. 3 T ees at $14.25. (West 


deep. Po $14. 





No woman can resist it. | This 
smooth running Armstrong: lroner 
Model M-21 is compact, portable, 
designed to give years of service. 
it features the 21" roll; thermo- 
stat; pilot light; elbow operating 
lever; uniform pressure shoe; non- pm 
slip rubber guards. Retails for just $46.95 (West of Denver $48.95). 


FIRST SHIPMENTS ARMSTRONG PRODUCTS CORP. 
oop Quality Electrical Appliances Since 1899 
Jobber 

















DEPT. EM, HUNTINGTON, W. V. 


ae 5-high for fast m Wesed 
. @ WALTON ONE-HAND “EASY 
, —_—_- 
: yad-testec ete ae QO lbs.,- only 
% All Prices F.0.B. Milwaukee, Wis. 
‘ Cash or C.O.D. 

Z lf not completely satisfied, return 
truck within 10 5 ng 
charges COLLECT, get your 
money back! 

WALTON WHEEL COMPANY Jobbers, Dealers, Salesmen 
Dept. No. 1347 ‘ 2 
y 

















wanted. Write or wire for details. 


MILWAUKEE 1, WISCONSIN 
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DRAKE 
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.. SOLDERING 
. EQUIPMENT 












DRAKE ELECTRIC 
WORKS, INC. 


3656 LINCOLN AVENUE 
CHICAGO 13, ILLINOIS 
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NEW NUMBERS 





CLOCKS 


ROCKWELL 





























ELECTRIC IRON 


QUALITY « Dhue 


LIBRARIAN 








IMMEDIATE 
DELIVERY 


SEE YOUR 
JOBBER! 








PRODUCT OF 


INDUSTRIAL TOOL & DIE WORKS, Inc. 


2824 UNIVERSITY AVENUES. E 


* MINNEAPOLIS 14, MINNESOTA 








NOTICE TO THE TRADE 


V} 


Re. 22,289 
2,353,063 
2,383,941 


Vy 


The following U. S. patents have been issued 


to me for illuminating Bubbling devices: 


granted March 16, 1943 
granted July 4, 1944 
granted Sept. 4, 1945 


An exclusive license under these patents hzs been 


granted to the Noma Electric Corporation which is 
the only company authorized to make bubble lights 


under these patents. 


All infringers will be vigorously prosecuted. 


(Signed ) CARL W. OTIS 


Peru, Indiana 
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ELECTRIC 
TRIMMER 


Reasonably 4 
+ « « complete 
log and prices = 
Exclusive HEDGE- 
MASTER 


Reach-Ezy insulat- 
ed han - +» DOw- 
ered by Universal 
—_ for use on 















A" biade for “heavy 
duty trimming may 
be supplied. 


KAUFMAN MFG.CO. 


MANITOWOC, WISCONSIN 


INSPECTION 
LITE 
WIRE STRIPPER 
FUSE PULLERS 
NE-O-LITE TESTERS 
w-s “Speedex" 
Automatic 
WIRE STRIPPER 


Strips insulation from wire 
sizes #8 to £30, 750 to 1000 
per hr. ideal. for mfrs., 
electricians, etc. “Hold 
Open" Feature. No. 744-12 
to 20 wire—List $8.00 
other types available 


= e 

















W-S Ne-O-Lite 
Tester 


Handy, inexpensive, 
many uses. For 90 volts 
to 500V. AC. or D.C, 
° °. List Ve 
$10.00 "Oe 


W-S "Speedex" | 
Fuse Pullers 








Inexpensive, no-slip, for cartridge 
ae, made “ ~~. di-electric ma- 
erial, safe ° 26—pocket . 
ey pocket size 


wy 








W-S Inspection 
Lite 

Just the light for service 
work, lights up hard-to-see 


corners. Handy many wavs. 
Me. MB. .ccccce List $1.50 


Available at leading distributors. 
Write for catalog. 


DEPT. B 





1947—ELECTRICAL MERCHANDISING 
















































4600 V 
Manufacti 


Myer Be 














JING 






GITS LUMINOUS 


Myer Bold, Ltd. 








A NATURAL — 


‘SALES 
OMBINATION 


Needed in Every Home 











PLASTIC SWITCH PLATES 


They Glow in the Dark with blue-white 
glow for 7 to 8 hours with only min- 
utes of exposure to light. They are 
practical, unbreakable and washable. 
Attractively packaged with individual 
screws. Colorful display free to each 
dealer. Retail 25c single gang—42c 
double gang. 


GITS PLASTIC 
PROTECT-O-SHIELDS 


Light switch wall protector molded of 
unbreakable plastic in wide range of 
lustrous colors to match any wall or 
wallpaper. Permanent, washable finish. 
Easy to install. Sell on sight. Retail 25c 
single gang—35c double gang. 
Order from your jobber. 


Weldea VES on 


4600 West Huron Street, Chicago 44, Illinois 
Manufacturers of the famous Gits Flashlights, Knives, 


Games, Savings Banks. 
CANADIAN DISTRIBUTOR 
» 69 York Street, 





Toronto 





| 








%& Glideasy storage drawers 


* Sub-zero sharp freeze compart- 
ment 


* Food segregation 


* Hermetically sealed refrigera- 
tion unit 


%* Coat-O'-Cold prime refrigera- 
tion unit 


%* Extra thick insulation 
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Easiest Rolling Appliance Truck 
Has Dual Wheels, $31-% 





Try at our risk. Over 10,000 
HANDEES trucks sold by mail. 
Less than a dozen returned on our 
simple guarantee ‘‘Send back any 
HANDEES truck collect if it 
doesn’t fit your needs”. 


Dept. EM-4 


Set of 4 big 8” Rubber Tires 
Makes It Roll Easy As Baby Buggy 


ORDER MONDAY—GET IT FRIDAY 


This new dual wheel appliance dealers’ truck 
has many advantages and all of them add up 
to easier work for the truck operator. The 
4 big wheels contact floor at 4 points, giving 
truck a solid footing, making heavy objects 
easier to load and the truck easier to get roll- 
ing and easier to handle. No strain on arms of 
operator (due to the 4 large wheels) there is 
no tendency to side-pull or side-tip, nor will it 
suddenly pull otf at an angle when some small 
obstacle is run into on the floor. 


Unusually resilient durable rubber tires with 
famous Chrysler Oilite bearings. CAPACITY 
—1000 LBS. 


Light, strong frames of tube steel. All welded 
construction. Ht: 54”; width, 24”; curved cross 
pieces; 13’ web strap with buckle. 
Order Monday—Get Friday. 
days. Unrated firms, cash. 


Delivery— 
Terms: 1% 10 
Order from 


HANDEES COMPANY 


Bloomington, Ill. 

















Nykelkrom Toaster 
Elemen! — Adjustable 
Mountings — fils most 
all toas:ezs. 


Nykelkrom Flat Iron Element — 
formed core with wide slot fits 
90% of the Flat Irons includ- 
ing new thermostatic models. 


resistance wire. 


ADRIAN, MICH. 





ee: BUSINESS 


REPLACEMENT 
HEATING ELEMENTS 





Complete line of Replacement 
Coils for most Electric Ranges — 
special heating units — flat iron 
elements — Cone Elements for 
space heaters, and spooled coiled 


SEND FOR COMPLETE CATALOG 


H. W. TUTTLE & CO. 


BUILD YOUR 





A Profitable Service business with 
satisfied customers is easily built 
with “Nykelkrom” Replacement 
Elements. 





Heating Elements 
6% and 5% inch bricks 
Single heat also for mul- 
tiple hea! switches 





Cone heating elements 
for room heaters 
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ON DISPLAY 


BOOTH 221, NATIONAL 
HOUSEWARES SHOW, 
CONVENTION HALL, 
PHILADELPHIA 


JUICE KING national advertising appears 
in -Saturday Evening Post, Woman's Home 
Companion, Better Homes & Gardens, Good 
Housekeeping. 


NATIONAL DIE CASTING CO. 


TOUHY AVE. AT LAWNDALE «+ CHICAGO 45, ILL. 








ee 


~~ 


~ : 
° : i 
gor rr Fy , Sse = 
ee te 
Weat from the customer's side! User has 
catalog data at correct reading angle 
x with both hands free. Binding in 1-inch 
a sections permits instant pick-out and 
’ replacement. Each section has its 
place, cannot slide. To change sheets, 
you handle only 1 section; section 
instantly removed and instantly 
replaced. Order additional sections 
as your needs demand. 


| NY \\ ‘ \\ 
\ 


Save Time, Temper, Money! | 4 
Do you use loose leaf data in buying, selling, speci- 
fying? Then you need EVER READY. Every cat- y, 
alog sheet is instantly available and in place. No —>—~ B A & C 
i delay, no annoyance, no chance to mislay any sheets \ 
, or to miss related sheets and items. Each section a 
holds one inch of punched sheets. Each section stays me 
in place, yet is removed or replaced instantly. won ‘ 
Remove any single section for page replacement \ A 
without disturbing the balance of the whole set. C 
A. Open Section 8. Replace sheet, 
close section C. Replace section 


EVER READY is lifetime built, handsome. Tens 



























YY 









A of thousands in use. Order yours today! 


Genevo Mfg. Co., 421 Stevens St., Geneva, iil. 


er Gentlemen: Please ship me: 
> | .~-Ne. 12 EVER READY Holder. 15 in. wide, Compoeny...............--.-.-.-.---------- 
r ia 12% in. deep, $%% in. tilt. Sturdy steel, 
- dark green baked enamel. Capacity, 12 sec- Ant. of 


tions. With wings ond 2 sections: $5.65 Ea. 


...Me. 24. like No. 12. With wings ond 2 Add 
sections. 29 in. wide, 12'¢ in. deep. Capac- ee 
ity, 24 sections. $8.50 Eo. 

....Add'l Sections, $!.00£o 
NOTE: Check Kalamazoo 4-post 0), Ring Binder 3-post O 


MONEY BACK GUARANTEE! 


PAGE 236 


é SIMPLE AS 


ORDER TODAY! ALL SHIPMENTS EXPRESS , 
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Announcing the 


MAK 
APPLIANCE TRUCK 


for Refrigerators, Stoves, 
Water Heaters, etc. ... 


WEIGHT 
32 LBS. 


| em en once -= ~~ cnces. 





CAPACITY 
750 LBS. 


STANDARD EQUIPMENT 


2 Twelve Foot Webs with Buckles 
Cross Members covered with Felt 
Auxiliary Handle for Carrying up Stair. 

ways—Rubber Wheels 


PRICE $27.00 F.0.B. FACTORY 


Sold Thru your Electrical Jobber or order direct 


MACK MANUFACTURING Corp. 


139 E. Main St., Dyersville, lows. 




















The ACTION Display-Way 
To Boost Your Sales! 





TURNS THREE TIMES A MINUTE 
... Turns passersby into customers 


Create more 
interest in 





low cost. 

| Supplied with 18" Table 

All steel, ROTO-SHO carries up to 200 Ibs. 
Operates on 110 Volts A.C. iwery is im- 
mediate! See your distributor, or write us 
for literature. 

GENERAL DIE AND STAMPING COMPANY 
262-A Mott Street New York 12,-N. Y. 








DEALERS for the Housewife 
THE APPLIANCE FOR HOME 
FLOOR POLISHING 
 TOADROY 
. * ELECTRIC FLOOR 
POLISHER 


© Light Weight (‘3 tbs.) 
* 9-inch Brush 
* Easy to Use 
© Sturdy Construction 
© Powerful New Principle 
Motor (gear-in-head) 
* Direct Drive — no belts 
or pulleys 
IMMEDIATE DELIVERY — lf 
you don't know your distrib- 
vitor, write today. 








WHIRLING 
FRICTION 





TOADROY MANUFACTURING CO: 
Dept. P-38 
Wellington, Kansas 


**Your Floors 
Reflect You"’ 
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UNDISPLAYED RATE: 


$0.38 per line or fraction 
insertioa—minimum $5.00. Bost 


line small kk 
iscount 10% full payment ho 
advance for 4 ive in- 
ons. 


WHERE TO Buy 


Parts, Services & Accessories 


DISPLAYED RATE: 
$14.00 per inch per insertion. 

















It's Ready—NEW CATALOGUE 


order of application received ... 


WASHING MACHINES. 


155 State St. 


WYNAR PARTS & SERVICE CO. 


Rochester 4, N. Y. 


Most completely illustrated parts catalogue ever published 
4 YEARS TO COMPILE—REPRESENTS co-operative efforts of 
Washing Machine Manufacturers & Appliance Parts Jobbers 
thru-out U. S. A.—Over 8000 illustrations. 


COST OVER $80,000.00—YOURS FOR ONLY $2.00 
ORDER NOW—Your CATALOGUE delivered in 


Send check or 
money order (Save C©.O.D. fees). PARTS FOR ALL 





*) WASHING 




















The NEW 


“YEATS APPLIANCE DOLLY" 


Aluminum frame, caterpillar type “STEP GLIDES" for 
climbing steps, straight slide on back for easy loading 
in delivery truck, curved cross members for round 
water heaters. 
quicker because it is the ONLY APPLIANCE DOLLY 
WITH RATCHET TO TIGHTEN THE HOLDING 
STRAP. Write for full information. 


YEATS APPLIANCE DOLLY SALES CO. 
2525 W. Kilbourn Ave., 


Handles all appliances easier and 


Milwaukee, 3, Wisc. 





MACHINE PARTS ¥ 


REPLACEMENT PARTS FOR ALL MAKES 
BOSS e« GAINADAY ¢ LAUNDRY QUEEN 
SUNNYSUDS « WOODROW, Etc. 
Agitators V-Belts Nolu Wood Bearings 
“AKRON” Wringer Rolls 
Fibre Grease Transmission Oils 


Increase Your Volume with our Agitator Changeovers 
SEND FOR CHART 


NATIONWIDE DISTRIBUTION 


DISTRIBUTORS ADDRESSES ON REQUEST 


MANUFACTURING CO. 


= Se 
CEEVELANSE a, OF Le 








The machined brass bushing F-L-O-A-T-S 


One piece—no loosely d parts. D 
noise and vibration. 
insulates between shaft 


6220 So. Ellis Ave. 





WASHING MACHINE 
FLEXIBLE COUPLINGS 





SAFEGUARD 
Your Frofits! 
Use ORANGEVILLE 


TRUCKS for han- 
dling refrigerators, ranges, radios, kitchen eabi- 








nets, etc. Only truck with patented quick change 
ratchet nose. Completely rubber upholstered 
throughout. Several convenient sizes. Descrip 
tive circular and prices on request. 


ORANGEVILLE MFG. CO. 
fete line of Floor Trucks 
Orangeville (Col. Co.) Penna. 


Cushions ‘starting torque. 


Available now te: Wh? to 9” lengths. 
Phone Dorchester 2350 
FLEXIBLE COUPLING MFG. CO. 
Chicago 37, Ill. 

















@ We wind armatures in our own shop with 
the lates type equipment. Every armature 
receives FOUR tests on modern testing meters 
before we release them for shipment. We 
quarantee all armatures to be perfect and 
will replace without charge any that do not 


Standard Armatures: Such as Eureka, 


We wind armatures and fields for all types 
of drills, mixers, tools, etc., at reasonable 
prices. 

We charge extra for commutators and shafts 
replaced. We will not take advantage of you 

charging for these items unless they are 
absolutely needed. 


ARMATURE RE-WINDING 


stand up under use during our guarantee 
period. 

We have in stock over 5,000 rewound arma- 
tures and can exchange them for you imme- 
diately. 

Our prices for winding are reasonably based 
on high quality workmanship and material. 


Beevac, Apex, Airway, Premier 


MEE 2 ine Sa6 06.0 %.5b0 Odense osee es ceehsees cones ctdcdSeterseuvessen 2.00 ea. 
as wine eee needa eases itese st ataekes van es's 2.25 ea. 
ver Armatures: Models 102-105-541-60-90, tC... ..ecseeeeececcccecees 2.25 ea. 
Hoover Armatures: Models 700-725-900, etc......ccecceccccseeceseccseeers 3.75 ea 
ee cece ah 8686 debe tirebedebeses + enetenes 2.50 ea 
pp anehouse Sewing Machine Armatures........0ccccccccsccccs:scecces 3.25 ea 
le-speed Vacuum Cleaner Field Coils. ..........-:0e.ceesecececessseees 2.00 pr. 
I ks ce aan ie wininioein aun dae winladl 2 .25 pr. 


Do not forget our work is guaranteed, and 
we are interested in keeping your business 
permanently. We would be foolish to try to 
give you poor merchandise and expect to stay 
in business. 

Do not fail to send us your order or packing 
slip, when you ship your old armatures to us. 


16 YEARS OF SERVICE TO THE TRADE 


The HAROLD E. SAPER CO. 


Our new catalog of Vacuum Cleaner Parts is ready for distribution. 
Write for your free copy now. 


4611-13 N. CLARK ST. 
CHICAGO 40, ILL. 








ARMATURES REBUILT OR EXCHANGED 
for vacuum cleaners, tools, drills, etc. 


Our large stock makes it possible to ship immediately on most vacuum arma- 
tures. All armatures rebuilt exactly as the original with new armature guarantee. 

Our low cost and speedy service is attested to by dealers from coast to coast. 
Catalog free. 


ee. Ge CUNO PROG, .. cesiccicvsitvscvescorsesces $8.95 per C 
Rubber covered extension cord set with cube tap: 

A ee $23.00 per hundred or ........ $.25 ea. 

9 ft......... 28.00 per hundred or ........ 30 ea. 

2 ee 32.00 per hundred or ........ 35 ea. 
Small heater plugs, for percolators, etc..............0000. $12.00 per C 
OY MNT 2 tire buk driven ss dsa caWebaae ee iacax eee’ 12.00 per C 
Iron cord sets with Snapit Switches.................e000. -75 each 
Iron cord sets (high grade quality) ...............eseeee- 45 each 


PENN APPLIANCE DISTRIBUTORS 
126 S. 2ND. ST. HARRISBURG, PA. 
. For references consulf Dun & Bradstreet 








SMALL ARMATURE 
SPECIALISTS 


Drills _. Vacuum Cleaners 
Waxers, etc. 
Modern equipment-expert mechanics. 


Prompt service on rewinding of all 
small armatures. Moderately priced. 


NATIONAL 
Vacuum Cleaner Supply Co. Inc. 
131 West 14th Street N. Y. C. No. 11 











Additional 
Parts, Services & Accessories 


on page 238 
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WASHING MACHINE PARTS 


“Any Part For Any Washer” 


Distributor for All 
Leading Manufacturers 


Write In 
For Complete Catalog 


WASHER SALES & SERVICE CO. 


10 Federal Street 


PITTSBURGH 12 PENNA 











A FRANTZ PARTS JOBBER 


ER PARTS FOR ALL MAKES 


WRINGER ROLLS AND WASH- 








GENERAL WASHING MACHINE SERVICE 
758 South Ave. Rochester 7, N. Y. 








Let Us Show You! 
EASY WAY TO REPAIR 
SMALL ELECTRIC APPLIANCES 


BIG PROFITS 


Write us for FREE INSTRUCTIONS on how 
to install a replacement unit made from 


SERVALL HEATING ELEMENT COILS 


which will make the appliance as good as 
new. We will send you the name of NEAR- 
EST JOBBER WHO WILL SERVE YOU. 


SERVALL CO., 3570 Gratiot, Detroit 7, Mich. 
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WHERE TO BUY 


PARTS, SERVICES & ACCESSORIES 


(Continued from page 237) 
















































GROVE WRINGER 
ROLL DUPLICATOR 


CUT OFF, CHAMFER, TANG, SQUARE 


Low cost, easy to operate .. . In- 
stant, accurate indexing for various 
tang sizes . Sturdy cast iron con- 
struction, oilite bearings . . . Side 
chip clearance high-speed steel saw, 
easily resharpened . . . Positive cut- 
off stop and tang stop . . . Easily 


adjusted for varying tang thick- 


nesses Simple, quick chamfering 
cutter... For use with % HP, 1725 
RPM motor, 


OTHER SIZES AND STYLES AVAILABLE. SEE 
THEM AT LEADING PARTS JOBBERS ACROSS 
THE COUNTRY OR WRITE FOR FREE FOLDER. 


THE GROVE MFG. CO. 


2314 W. Third St., Dayton 7, Ohio 








NEW HAVEN QUILT & PAD CO'S. 


PADDED COVERS 


FOR SAFER, EASIER HANDLING! 





Speeds vu deliveries. Refrigerator Cover 
Waterproof canvas ovt- Adjustable 4 to 10 
side, moleskin lined. Pro- Cu. Ft. 

tects all parts. Complete 
conying harness. Padded 
covers for all appliances. 





Padded Range Covers 


new ) HAVEN Quilt & PAD (0. 


a's Largest 1d Manutact 


86- 88 Franklin St. ie Haven i, Ghin 














LOVELL WRINGER ROLLS 


Made Up Rolls — Ready to Install 


Lovell Made Up Rolls cost no more 
Display rack & three rolls $4.25 


OHIO WASHER COMPANY 


1223 Superior Ave., Cleveland 14, Ohio 








OIL BURNER PARTS 


We specialize in a complete line of parts 
for all makes of space oil heaters. 

Send for our price list featuring 
safety float valves, fittings, etc. 
SARN-OIL BURNER SUPPLY CO. 
2877 S. ARCHER AVE. CHICAGO 8, ILL. 











SPECIALTIES 
















ARMATURE 
——(- winpine 
S peciclists i in Vacuum Cleaner Armature winding 
for 15 years. Perfectly wound! Ask the men who 
use them. No increase in price since 1941. 
ELECTRIC SWEEPER SERVICE CO. 
2034 EUCLID AVE. CLEVELAND 15, O. 








WASHING MACHINE PARTS 


“For any and all makes” 
Most complete stock in N. W. 
Prompt Service 


Minnesota Appliance Parts Co. 
191 W. 7th St. St. Paul 2, 








Our 132-page 
FREE Catalog of FREE 
Washing Machine & Vacuum Cleaner Parts. 
Save money by ordering all your supplies 
from one dependable source. 

Quality, Service, Low Prices 
MIDWEST APPLIANCE PARTS CO. 

2720-22 W. Division St. Chicago 22, il. 





















GHANITE SELF-WELDING FLUX — REPAIRS 
ALL ELEGTRIG HEATING ELEMENTS. so 
simple anyone can make repairs in — broken 
er burnt-out electrical appliances—iron 

ors, stoves & etc. Guaranteed nothing” whet it. 
From our mines to your appliances. $1.00 per 
package. $7.50 per doz. Stick form 25¢. $2.00 


- CHANITE SALES gourany 
914 South Main Worth 4, Texas 














Electrical Mangle Roll Pads and Covers 
Vacuum Cleaner Bags, Ironing Boards Pads 
and Covers, washing and ironer covers. Ohio 
Textile Specialty Co., W. 54th, Cleveland, O. 


PARTS FOR washers & Cleaners in Canada. 

The “one-stop” source of supply is Waugh 
& Mackewn Limited. Sales Offices located in 
London, Toronto, Montreal, P. O. 








This Where to Buy Sec- 
tion supplements other 
advertising in this issue 
with these additional an- 
nouncements of products 
and services of special 
interest in the merchan- 
dising and servicing of 
electrical appliances. 
Make a habit of checking 
this page, each issue. 
Classified Advertising 
Division, Electrical Mer- 


chandising. 























See next 





RATES 


EMPLOYMENT 
SELLING 


(Classified Advertising) 


“OPPORTUNITIES” 


RATES 
page See next page 


MERCHANDISE 
BUSINESS 








SEARCHLIGHT SECTION “| 














SALESMEN 


Excellent, high profit sideli 
on appliance stores. The 


quick and easy companion 


ERWIN J. 
5756 W. Division St. 





machine cover and allied P RFECT lines are 
sions. INVESTIGATE NOW. 





WANTED 


me! for salesmen calling 
FECT” washing 


items. Liberal commis- 


WOLFF 
Chicago 51, Illinois 








SELLING OPPORTUNITIES OFFERED 





POWER LAWN Mowers, Gas-Electric. Drop 
Big demands, prompt 
Agents-deale 

Springs, Mo. 


shipments prepaid. 
delivery. 
M-2033, Ex. 





WANTED EXPERIENC 
men: Following am« 
leading line of hot 


Drawings against commission; Write stating 
references, class of trade and ter- 


experience, 
ritories familiar with. 
Mere handising, 330 W. 
18, _N. . 


~ POSITION, 


R. ADIO AND App lis ance 


for immediate employment, any location. 
Well qualified. Recently completed eight (8) 


months intensive practi 
R. E. Hinkel, Central 
Schools, Inc. 

City 8, Missouri. 


SELLING OPPORTUNITIES | WANTED 


1644 Wyandotte St., 


cient source of hot 


r wanted. Rotacut, 


ED Appliance Sales- 
yng wholesalers; sell 
plates and heaters; 





SW-114, Electrical 
42nd St., New York 


| Contact us at once to assure production 


allocation for your 
WANTED 





Servicemen available 


Marshall, 


cal training. Address 


DISTRIBUTORS 


A Few Select Territories Open 
HIPUT ELECTRIC WATER HEATER 


Field tested with thousands in use. 


trailer coaches, tourist cabins, small homes, 
dairy barns, kitchens and bath rooms. 


Quality construction throughout 
Temperature range up to 180° 
Fast recovery—1000 watt element 
Underwriters approved 
Manufacturers guarantee 


ae HIPUT DIVISION 
RONAN & KUNZL, 





Radio and Television 
Kansas 








WANTED PROJECT e 


nation-wide Independ 
Appliance League. Wr 
port Harbor, Ohio. 


WELL E: STABL ISHED 


with valuable connections European and 
Empire markets desires contact American 


manufacturers wishing 


ness in those territories. 


New York office. Write 
don House, Farringdon 
England. 


xclusive products by 
ent Dealers Electrical 
ite Ideal Sec'y., Fair- 


L onaea Export House 


to extend their busi- 
Shortly opening 
Box O.A.D. 108, Gor- 
St., London, E.C. 4., 


sound 





MANUFACTURERS’ 


traveling six men in automobiles. Large 
following among hardware, furniture, appli- 
ance, electrical jobbers, 
partment stores. Have 


tional lines. Address 


1114 Jennings, attention Harry Tuffly., Fort 
Covering the states of 
Texas, Louisiana, Arkansas, Oklahoma and 


Worth 2, Texas. 


New Mexico. 


REPRESENTATIVE, 





chain stores and de- 
room for two addi- 
The Ricol Company, 





DEPENDABLE AND c 


agent seeks lines, electrical appliances for 


Missouri, Illinois, India 


Electrical Merchandising, 520 N. Michigan 


Ave., Chicago 11, Ili. 


apable manufacturers 


na territory. RA-115, 





ELECTRIC RANGE Specialist. 
ritory. Excellent contacts-utilities-distrib- 
utors-dealers-strong retail training -news- 


paper cooking schools. 


RA-113, Electrical oe. 330 W 
= 2 


42nd St.. New York 1 


Eastern ter- 


Major Appliance Manufacturers 


Come to 


: you need and want a Well 
Properly managed, 
Well manned and Financially 


Factory Authorized 
Parts & Service Station 
for 
Metropolitan New York 


KELNARD SALES & SERVICE, Inc. 











KELNARD SUPPLY CORPORATION 


38-27 30th Street, L. |. City 1, N 


New and larger quarters. 
"Safeguard with Kelnard"’ 








Good platform man. 








FOR SALE 








OIL BURNERS; gun 
controls. 
livery. Write or wire 


Engineering Co., 601 E. 


Indiana. 


U.L. approved. 


type, complete with 
Immediate de- 
American Heating & 
5th St., New Albany, 





LARGER SALES 


DO YOU WANT 


AND PROFITS? 


a 





Have you a 


and profit it should? 


unusual merit not producing Fo volume 


England. 
Practical sales mer- 


—||BRITISH MARKETS 


Established British Company specialiniog 5 
distribution of Radio, 
goods under own Trade Mark 
wise, with excellent manufacturing facilities 
and wide sales outlets, wishes to hear from 
American manufacturers 
production under Licence and/or Distribe- 
tion of their products throughout the Uni 
Kingdom, British Commonwealth and/o 
European Countries. A Director will 
visiting the United States from England i 
May-June in order to complete necessil} 
negotiations. Interested as ay L~* 
MAIL replies to: Messrs. J. 

Ce y, Longridge, 








a doat 


for duct to develop 
to full sales and profit | possibilities. Size 
or age incidental, provided business well 








, 
At eer 





nationwide 


made. Write 


equitable working arrangement can be 


PW-111, Electrical Merchandising 
330 West 42nd St., New York 18, N. Y. 


pabl of Profitable 
P and 


1817 Industrial St., 





WEST COAST 


Well established Manufacturers’ 
on electrical jobbers, seeking high 
95 Intensive coverage of entire ad — 
by six capable men. 
facilitios available. References furnished 


PLASTRIBUTORS 








New Englan 
ground and excellent 


desires appliance line of 
tation. mmission basi 


330 West 42nd St., 





WANTED 
An appliance manufacturer who is seeking high 
calibre — representation for New York and 


Sales -—~ * with broad merchandising back- 
record of 
Ss. 


PW-112, Electrical Merchandising 
New York 18, N. Y. 


accomplishment 
merit exclusive represen- 














“Opportunity” Advertising: 
Think 
“SEARCHLIGHT” 
First 
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SEARCHLIGHT SECTION 


CLASSIFIED ADVERTISING 
OPPORTUNITIES: SELLING . . . EMPLOYMENT . . . MERCHANDISE. . 


vc a line, minimum 4 lines. To figure advance DISCOUNT of 10% if full payment is made in 
Dayment, count 6 average words as a line. POSI- advance for 4 consecutive insertions. 
TIONS WANTED (full or part time salaried em 


ployment only) % ‘the above rates payable in pigpLayED INDIVIDUAL SPACES with border 


. BUSINESS 


vertising appearing on other than a contract basis 
Contract rates quoted on request. 


RATES: 


AN ADVERTISING CNCH is measured %” ver 
tically on a column—i columns—48 inches to a 


‘ a pare. COPY FOR NEW ADVERTISEMENTS 

rules for prominent display of advertisements. RECEIVED BY APRIL 16th WILL APPEAR IN 

ROX NUMBERS—Care of publication New York, MAY ISSUE, SUBJECT TO SPACE LIMITA 
‘nicago or San Francisco Offices count as 10 words. The advertising rate is $9.00 per inch for all ad TIONS. EM. 





RS || 
; Open 
EATER 


wa|| FOOD 
os SAVING 

















Increased Production Permits 
A Few More Dealers Now 


B ANK was designed by a 
: a score of Housewives 
in collaboration with a score of Frozen Food and 
Michigan 








Locker operators and the Nation's foremost engi- 
neers. The right capacity — four cubic feet. 
Kitchen equipment size—36 x 25 x 29. Work table 





Clurers 


iD top. Surplus Refrigeration Power. Coplametic 
a hermetic Compressor. Low power operating cost. 
ae. Insulated with Styrofoam top and bottom to add 
. rigidity and quietness. Rubber to rubber seal. 


P 
PE, Ine. 














QUATMAN & WATKINS CoO. 


122 South Elizabeth St. LIMA, OHIO 

















(ETS 


cializing in 
and allied 


LINES WANTED 


Successful distributor wants good lines of 

Home Electrical Appliances and Con- 

version Burner for Dayton and vicinity. 
MAJOR APPLIANCE CO. 

130 N. Patterson Blvd. Dayton 2, Ohio 

References Third Nat'l Bank and Dun & 

Bradstreet Inc., Dayton, Ohio. 


INTERESTED IN EXPORT? 


We are in a position to represent rated 
manufacturers of electrical appliances; 
relieving you of p tion, 
ing, and shipping, if necessary. 


MILTON KAVER 
259 W. 34 St. New York 1, N. Y. 


VENEZUELAN 


importers, specialized in 
Home Appliances distribution 
invite direct offers on NEW 
Refrigerators, ranges, washing 
machines & other appliances 
(also some franchises accept- 
able) Write to: NORSAM— 
P. O. Box 128—Caracas — 


ATTENTION 
MANUFACTURERS 


of MAJOR APPLIANCES 
AIR CONDITIONING and 
HEATING 


Are you contemplating or inter- 




















Electrical Dealers 


REBUILT 












ler ested in National Distribution? ATTENTI 0 N s NATIONALLY KNOWN 
I have personally surveyed and . 
sold the above products to dis- @ Milbern’s low-priced VACUUM CLEANERS 
ST CANADA tributors and jobbers on a sales builders keep your 


coast to coast basis of personal 


Canadian Firm with 25 lence selling to 
years 6x 0 


al jobbers, Chain and 



















customers coming back 
because they are kept 


COMPLETE CUSTOMER 






































part it Stores 
Paci coast to,coant Is desirous of contacting Amer. — satisfied. Kickbacks and SATISFACTION MEANS 
shed. Gictribution in Canaga. Have just completed most suc- headaches are out; you 
RA-972, Electrical Merchandising cessful distributor rogram keep your profits. . . . BIGGER PROFITS FOR YOu 
eles 21, Calll 330 West 42nd St.. New York 18, N. Y prog 4 Perfectly rebuilt from 
Now open for a new contract brush to handle grip, Once sold—they stay sold 
rising with exclusive services. Once sold with 1 Milbern Reercaters of Vecuum Cleaners 
r 1 > =,8 is ‘a = _ t 
| Additional Write in full confidence. wn han Ege mM j L 8 E R wi 
“| ee H. B. LEDYARD & CO reo 
i Advertisements 0 ee i a VACUUM CLEANER CO. 
241 W. 23rd St.. New York City 
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The Cover... 





“The Monday Wash” 


Move is Mrs. Constance 


Garland Doyle, caught doing her 
own washing as she was without a 
maid that day. 

Mrs. Doyle is a talented artist 
and is the daughter of the well 
known author and lecturer, Hamlin 
Garland. She has drawn many pen 
and ink illustrations for her father’s 
books, has a fine studio in her home. 

Husband is Henry Doyle, a suc- 
cessful accountant. They have three 
children—boy 17, girl 16, and baby 
girl 2 years. The older girl is very 
beautiful and is preparing to be a 
model, 

They live at 13175 Cheltenham 
Road, Sherman Oaks, Calif. The 
house is perched on a hillside. 


RPO s 








Shostal Colorphoto by Max Tatch 





HAVE YOU HEARD... 


TRADER 


The 2,500 National Councillors of 
the Chamber of Commerce of the 
U. S. who will vote soon for directors 
of their organization will find the 
name of at least one member of the 
electrical industry who is a candidate 
for office in Edgar Morris, president 
of the Edgar Morris Sales Co. in 





EDGAR MORRIS 


Washington, D. C. Mr. Morris has 
been chairman of the Greater National 
Capital Committee of the Washington 
Board of Trade for the past ten years, 
was president of it in 1936, and has 
made a record with a column-long list 
of public services including a trustee- 
ship of the Boys’ Club of Washington. 


DOLLAR DOLER 


The currently popular sales training 
incentive of giving cellophane packed 
dollar bills to competent appliance 
salespeople started out as just an idea 
in the head of Alfred P. Dodge, ex- 
ecutive of A. R. Tiller, Inc., Rich- 
mond, Va., appliance firm. The idea 
is now used by such organizations as 
the Electric Institute of Washington, 
recently got a boost from Proctor’s 
Paul Coolidge and is gospelized by 
Dodge himself at numerous meetings. 
He says he’s spent about 3,800 of his 
own dollars just to prove that “selling 
is fun if you do it right.” Last year 
he put on 82 demonstrations, plans to 
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limit himself to 10 in 1947. He re- 
cently put on his demonstration (with 
400 pounds of props) before the 2,000 
members of the National Retail Dry 
Goods Association who met in New 
York for an annual convention, kept 
his dollars in his pocket. 


WON IN A GALLUP 


The atomic bomb came out second 
best to the electric light and electrical 
appliances in a recent popularity poll 
conducted by George Gallup’s Ameri- 
can Institute of Public Opinion. As 
reported in the New York World- 
Telegram, Mr. Gallup’s pollsters con- 
ducted a coast-to-coast investigation 
to discover what inventions people 
thought were the most important. 
First on the list were the electric light 
and the harnessing of electric power, 
quoted by 29 percent of the people. 
Second was The Bomb, supported by 
17 percent. Radio was third with 12 
percent, followed by the wheel with 
six percent, the airplane with six per- 
cent, and the telephone with four per- 
cent. The washing machine got a 
niche all to itself with one percent of 
the people voting it the most im- 
portant invention. Television, too, got 
a one percent vote. 





Correction 


In the article by Ruth Gaffney, “The 
Complete Farm Laundry,” which ap- 
peared in the March Ist issue, there 
were two typographical errors: In 
the table “Comparative Home Laun- 
dry Data Before and After Electrifica- 
tion,” the “after” figure in the classi- 
fication “Time spent on washing 
operation” was erroneously listed as 
3 hours and 46 minutes when it should 
have been just 46 minutes. 

On the same page in reporting Mrs. 
Verett’s ironing operation the article 
reads: “She spent 53 hours a week on 
the task.” Actually, Mrs. Verett only 
spent 53 hours on the entire task over 
a period of 13 weeks. 
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Nuisance Tax .... _ .By L. E. Moffatt 


Television Matinee . . se .. By Lansdell Anderson 
Austin Monty tells “0 Philadelphia parse can demonstrate tele- 
vision sets with real programs televised by Philadelphia Electric Co. 

Priority Merchandising ..... .. By A. B. Windham 


Louis Pizitz Dry Goods Co., iii Ala., uses a priority and 
down-payment plan. 


The Small Dealer Can eee By Howard Emerson 
- says Jack Heintz, Santa Clara, Calif., who purposely keeps his 
shop small. 


30 Home Service Ideas....... . .By Clotilde Grunsky 


Power companies in the Pacific Northwest are putting some of them 
to work today. 


Position Is Everything 


... according to W. H. Sadler, sis acti on an por” biaiees 
in Redwood City, Cal., and found it his biggest asset. 


I is rinse bin cas whwuns died detieneemeeaadake ene 
Lowry Electric Co., Coral Gables, is one of Florida's outstanding 
kitchen specialists, thanks to the creative work of Virginia N. Ryan. 

Store For Men.. ..By Tom F. Blackburn 


Joslin's Desatedt Store i in die tries to appear a comfortable 
place for husbands to shop. 


NG onc:sc cn tichs on ubatiiewanensaccndasaseeeeabennne 
Davidow's plan to have a chain of 10 appliance and radio stores in 
Missouri. 

RN i aoa ice nes ncnnvn dadee keue a eebenaaens 
Ginsberg's Des Moines, lowa, combines radios with musical instru- 
ments. 

I asec cvecaubuctucseedaneraevarntes 
Paine's, Boston, has a stunning layout for records. 

Ay See Gs TI FI x 3 555 nines eave dececinsceess: 


Repairing washing machines put H. B. Nickells, Covington, Va., back 
into business. 


PR vc nidivincackst ascteraviekanaceabateonnacnan 


Lance & O'Hara, Phoenix, Ariz., have gone back into repair and 
servicing of trade-ins. 


Pe ee I ois a ceviccwecdsshandeedeadness 


Walter R. Cromwell, Dixon, Ill., senses a growing popularity in oil 
burners. 


From Horse Collars to Records. ..-.-------.-ceececcceccecucees 


Marion Hardware Co., Ocala, Fla., found records a profitable 
business. 
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HERE IT IS... 


the greatest improvement in wringers 
since invention of the power drive! It’s 
Lovell’s new, exclusive Control-O-Roll 
action, an achievement of Lovell engi- 
neering, based on an entirely new 
principle in wringer-drive design. Its 
advantages: positive and easy control of 
the wringer at all times—astonishing 
simplicity of operation—safety without 
even stopping to think! 


SLIGHT PULL STOPS WRINGER 
No longer is it necessary to reach for 
a control lever or release bar to shut off 
the wringer. A slight pull back on the 
article going through stops the rolls 
instantly! The Control-O-Roll mechanism 


does it—and without releasing the pres- 
sure. The wringer can still be opened 
if desired, with the standard Lovell 
feather-touch release. 


AUTOMATIC INDEXING 

An additional push or pull on the 
wringer frame is all it takes to unlock 
the wringer and swing it to any one of 
the operating positions. When the rolls 
are started again the wringer automati- 
cally locks in position. The wringer 
position latch is eliminated. 


TOMORROW'S WRINGER! 

Excitingly new, sensationally better, 
this revolutionary Lovell wringer has all 
the appeal to spur your sales of wringer- 
type washers to new highs—to help you 
meet tomorrow’s competition. Watch for 
Lovell Control-O-Roll...coming soon 
on leading makes of washers! 


~ 


— — 


SAFETY without stopping to think 
with exclusive, patented 


Control O-Roll 


Action! 


*t-O- Gong 





“Sure < 
a cheerful »N 
earful!” iw 


“Kelvinator has done it again... 


“In all the years I’ve been in this business I’ve never heard as much 
talk from customers as I’m getting about that new Kelvinator ‘Auto- 
matic Cook’ Electric Range. 


“IT don’t need to tell them—they tell me that it’s the electric range 
everyone has been hoping to see. Completely automatic and electric-fast. 


“But I’m not fooling myself about one thing. As modern as the ‘Au- 
tomatic Cook’ is, it’s the name behind it that’s making the talk mean 
sales. Because people know that the name Kelvinator stands for sound- 
ness and dependability.” 


Dependability . .. all along the line... is Kelvinator’s keynote. That’s 
why the same care—the same “hidden values” go into the range as into 
the Kelvinator refrigerator. Again, you find a completely welded, all- 
steel construction for durability. The finish is porcelain throughout— 
the inside as well as outside of the range body! The oven insulation 
is Fiberglas. And for more accurate cooking . . . Kelvinator provides 
seven heat controls as against the usual five. Counter-balanced oven door, 
ball-bearing utility drawers, automatic oven floodlight . . . every detail 
inside and out—bears the imprint of Kelvinator superior quality. 
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THE MOST VALUABLE FRANCHISE IN THE APPLIANCE INDUSTRY 
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In Retail-Minded Kelvinator you truly have an appliance leader..J 
for excellence of product is matched by aggressive merchandising 44} 10; ¢, 
tivities, an outstanding example of which is the great Vocation-Nj\r. B 
Sales Program. It provides the basis of a sound, comprehensiv@yar wil 
retailing operation through complete product and sales training fog"*"«ss 
your men. And it builds an operation with a sound future! sha 
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The S.R.O. signs will be out in 
in Philadelphia during the week 
April 27-May 2 when the House- 
ps and Major Appliance Show, 
wsored by the National House- 
es Manufacturers Association, 
ms. With exhibit space at the 
yention Hall completely sold out 
in advance, hotel accommoda- 
strained to capacity, and even 
sportation at a premium, it looks 
if the solid burghers of the City of 
Otherly Love will be straining all 
resources to take care of the 
ds expected. 





























More Exhibits than Space 






A late check, according to A. W. 
Buddenberg, executive secretary of 
the houseware group, showed that 
atotal of 475 manufacturers of house- 
wares and electrical appliances will 
exhibit their wares in 410 booths. 
Many other applications for exhibit 
gace had to be turned down, Mr. 
Buddenberg said, for lack of space. 
And because of a ban on outside ex- 
hibits during the show—a provision 
which is written into the Associa- 
Ret tion's contract—manufacturers seeking 
display space in hotels have been 
tuned down by the Convention 
Bureau of the Chamber of Commerce. 
ls are aware of the contract stip- 
ion and are not permitting dis- 
Pays in regular sleeping rooms— 
though displays are allowed in special 
ple rooms. 

The Housewares Show, normally 
teld during the January Markets week 
a Chicago, with headquarters of late 



























jears in the Palmer House, is invading 
— Philadelphia for the first time. But it 
\ ising Snot to be a permanent arrangement, 


Mr. Buddenberg indicated. Next 
year will see the Association doing 
business at the old stand—if not in 
January, then as soon thereafter as 
possible. 


July Show in Chicago 


Meantime, the idea seems to be 
Gitehing. A newly-formed organiza- 
Yon called Chicago Markets, Inc., 
ad headed by Ted Bauerle, has an- 

wunced plans for sponsoring a house- 
Us "ares and appliance show in Chicago 
Tom July 13-19, during the summer 
umiture shows. The new group will 
wld their shows on Chicago’s Navy 
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hilly Housewares and Appliance 
how Captures Trade’s Attention 


With nearly 500 manufacturers exhibiting 
latest appliances, convention during week 
of April 27-May 2 is sellout . . . Big dealer 
and distributor attendance is anticipated 


Pier, Mr. Bauerle said. The group 
also plans to hold a housewares and 
appliance show in January, 1948, Mr. 
Bauerle, who is president of the 
Bauerle Advertising Agency, indi- 
cated. Plans of Bauerle’s new group 
to hold semi-annual shows will not 
interfere with the plans of the Na- 
tional Housewares Manufacturers As- 
sociation, Mr. Buddenberg said. De- 
pending on the hotel situation in 
Chicago—complicated by the Canner’s 
Convention usually held in January— 
the NHMA will be back in the Windy 


City in January. The International 
Amphitheatre has been mentioned as 
a possible site for the exhibits. 

The list and number of exhibitors of 
major appliances at the Philadelphia 
show reads like a blue book of the 
industry (See page 2 for list of 
appliance exhibitors). With produc- 
tion beginning to hit its real stride, 
with delayed showings of new products 
and new models of established prod- 
ucts, and with the fast-approaching 
need for more competitive selling ac- 
companying the fading sellers’ market, 


interest both on the part of exhibitors 
and buyers should be at a peak. 


Invasion of Easterners 


Indications are that major appliance 
distributors from all over the East 
plan to attend the affair and, in many 
cases, have arranged for special groups 
of dealers to attend. Department store 
syndicates, chain store groups, and 
other large-scale operators will attend 
in force. Dealers looking for new 
lines and brushing up on competitive 
lines are expected to be out in force. 
Philadelphia is located in one of the 
heaviest populated areas of the coun- 
try, within easy access of New York, 
Boston, Baltimore, Washington, Rich- 
mond, Pittsburgh, Harrisburg, Allen- 
town, Wilmington and other centers. 


LIST OF EXHIBITORS 
ON NEXT PAGE 
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MAP or CENTRAL 
PHILADELPHIA 


Showing Hotels ond Railroad Stations 
together with Transportation Lines 
Distributed through the 
PHILADELPHIA CONVENTION 


& VISITORS BUREAU 


SPiD 


PHILADELPHIA TRANSPORTATICN CO. 
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NAME BOOTH NO. 
Adel Precision Products Corp.... 1-2 
Aleamatic Products Corp. 654 
Altorfer Bros. Co. 908-920 
Aluminum Goods Mfg. Co. 431-435 


Aluminum Specialty Co. 650 
American Central Division 


Aviation Corp., The 1244 
American Ironing Machine Co. 1219 
Amity Mfg. Corp. 81-83 
Apex Appliance Mfg. Co. 654 
Arvin Sales Div. 

Noblitt Sparks Industries Inc. 1140 


Automatic Electric Heater Co. Hitt 


Automatic Washer Co. 828-832 
Bellaire Enamel Co., The 240-242 
Bendix Home Appliances, Inc 808-820 
Bersted Mfg. Co. 402 
Block & Co. 210 
Boro Wood Products Co., Inc. 927 
Burkaw Mfg. Co. 252 
Burnette Castings Co. 518-520 
Burpee Can Sealer Co. 366 
Caloric Stove Corp. 1015 
Camfield Mfg. Co. 744 
Casco Products Corp 463-465 
Century Precision Works 712-714 
Chattanooga Implement & 

Mfg. Co. 550-552 
Chicago Electric Mfg. Co. 434-436 
Clements Mfg. Co. 911 
Corning Glass Works 423-427 
Cory Corp. 510-514 
Davis Mfg. Co. 654 
Dazey Corp. 740 
Dominion Electrical Mfg. Inc... .313-315 
Dormeyer Corp. 370 
Dow Chemical Co., The 30 
Edwards & Co., Inc. 753-755 
Ekco Products Co.. .273-274-373-374-473 
Electric Steam Radiator Corp. 1112 
Electrical Merchandising 819 
Essential Chemicals Co 943 
Everedy Co., The 613 
Excello Ltd. 146 
Faraday Electric Corp. 527 
Farber Inc., S. W. 443-447 
Featherline Corp. .. .40 
Finders Mfg. Co. 255-257 
Forman Family, Inc. 163-165 
Fresh'nd Aire Div. of Cory Corp... . 1027 
Geier P. A. 1043 


General Electric Co. 474-573-574-673-674 


General Electric Co. 1116-1120 
General Mills, Inc. 530-532 
Geuder, Paeschke & Frey Co. 555 
Gill Mfg. Corp. 807 
G-M Laboratories, Inc. 839 
Grand Rapids Metal Cabinet Co. 936 
Hamilton Beach Co. 302 
Hamilton Manufacturing Co., 

Two Rivers, Wis. 1001 
Hamilton Manufacturing Corp., 

Columbus, Ind. 1211-1215 
Hankscraft Co. 251-253 
Hanovia Chemical & Mfg. Co. 1035 
Hartford Products Corp., The 6-8 
Health-Mor, Inc. 1220 
Herst Co. William, The 125 
Hill-Shaw Co. 722 
Hoover Co., The 928-932 
Howell Co., The 811-815 
Inter-Coastal Co., Inc. 90) 
International Appliance Corp. 565 
Interstate Engineering Corp. 901 
lronrite lroner Co. 1008 


Kamkap, Inc. 252 
Keating Associates, C. S. 68-70 
Keating Associates, C. S. 621-623 
Kent Products Co 140-144 
Kinney Aluminum Co. ..27 
Kisco Co. Inc.. 1227 
Kitchenaid Div. of Hobart Mfg. Co..368 
Kitchen Queen, Inc 84-86 
Knapp-Monarch Co. 417-421 
Kromex Corp. 562-566 
Lake State Products Inc. 1031! 
Landers, Frary & Clark 422-428 
Landers, Frary & Clark 1128-1132 
Manning, Bowman & Co 468-470 
Maryland Kitchens... 1231-1235 
Mat-Matic Home Appliance Corp... 85-89 
McAllister-Ross Corp. 1108 
McGraw Electric Co., 

Toastmaster Div. 301 
Mell-O-Chime & Signal Corp 263 
Metal Industries, Inc. 362 
Meyercord Co., The 328 
Miracle Electric Co. 148-150 
Morton Industries 931 


Mullins Manufacturing 
Corp. . 

National Carbon Co., Inc... . 

National Die Casting Co. 

National Enameling & Stamping 
Co. .. 


National Pressure Cooker Co. 


1016-1020-11 15-1119 


762-764 
221 


319-323 
634-636 


National Stamping & Electric Works, 


Mk cnsaeeenes 
National Wood Products Co... 
Naxon Utilities Corp. 
Noblitt Sparks Industries, Inc. 
Arvin Sales Div. 
Noma Electric Corp. 
Noma Electric Corp. (Heatrola 
Div.) .... 
Norris of Los Angeles 
Nu-Enamel Corp. 
Nu-Tone, Inc.. 
Palley Mfg. Co. 
Peerless Mfg. Co. 
Poulsen & Nardon, Inc. 
Premier Vacuum Cleaner Div. 
GE Co. 
Presco Co., The 
Proctor Electric Co. 
Regina Corp., The 
Reynolds Metals Co. 
Rittenhouse Co., Inc., A. E. 
Rival Mfg. Co.... 
Roberts & Mander Corp 
Roper Corp., Geo. D. 
& S Co. 
Samson United Corp. 
Seal Sac, Inc... 
Sheldon Clock Corp. 
Silex Corp. 
Smith Co., Alva T. 
Smith Mfg. Co., Inc., F. A. 
Son-Chief Electrics, Inc 
Spartan Co., The 
Sperti, Inc. 
Standard Gas Equipment Corp. 
Stern Brown, Inc. 
Sun-Kraft, Inc. 


Superior Electric Products Corp. 
Swartzbaugh Manufacturing Co. 


Swing-A-Way Steel Products 
Taylor Instrument Co. 
Telechron, Inc. 


Tennessee Valley Associates, Inc. 


ane 
... .560 
754-756 


1140 
734-736 


10 


|. 621-623 


763-765 
139-143 
.. 843 
529-531 
98 


1028-1032 
1101 


229-231 
662 
122-124 
1136 
551 
118-120 


16-18 


Where to Find Exhibitors at Philadelphia 


Tentile Mills Con... ccc cece ccccces 71 
SA re 1040 
Toastmaster Products Div. McGraw 
Se 
Toastswell Co., The................266 
Tracy Manufacturing Co............919 
Traubee Products, Inc.............. 618 


United States Electric Mfg. Corp... .116 
Vacuum Can Co.... a 1144 
Vidrio Products Corp. iain 649 
Vischer Products Co. 610-612 


Vogue Manufacturing Co.......... 5 
Wagner Mfg. Co., The............ 59) 
Waring Products Corp......... 14) 
Waverly Products, Inc.......... 349. 35) 
hit ty ee 
Welmaid Products. . raat ae ... Mb 
West Bend Aluminum Co....... 540-54 
Westinghouse Electric Corp... . . 748.75) 


Winsted Hardware Manufacturing 
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Consolidated Edison Plans 
Resumption of Package Sales 


Jeffe Sees Normal 
Supply by Mid-Summer 


An abundance of appliances on the 
shelves of dealers will be the signal 
for the resumption of the “Bargain 
Package” campaigns conducted before 
the war by the Consolidated Edison 
Co. of New York, Inc., Ephraim F. 
Jeffe, vice-president in charge of 
sales, announced recently following a 
meeting of the utility’s cooperating 
dealers. 

Dealers at the meeting voted 558 to 
25 to resume the campaigns when ap- 
pliances are in easy supply and also 
approved the proposal to reactivate 
the Cooperating Appliance Dealer 
program of the utility. As operated 
before the war, package selling in- 
volved the offering of several appli- 
ances together at a lower price than 
the total market cost of the appli- 
ances if purchased separately. 


Agent for Dealers 


Under the terms of the cooperating 
dealer program, the utility accepts 
appliance orders in behalf of the more 
than 800 approved dealers throughout 
the territory it serves. The orders 
are received at any of the company’s 
26 showrooms and the company takes 
no commission on the sale. The dealers 
also voted to have the utility distribute 
orders taken as their agent directly to 
them instead of routing through the 
manufacturers and distributors as was 
the system before the war. 

By a vote of 537 to 38 the dealers 
signified approval of a uniform de- 
ferred payment plan on appliances 
selling for less than $50. The plan 
calls for a deposit of 20 percent of the 
total price, or $5, whichever is greater, 
and the payment of the balance in 
monthly installments of $5, or 20 per- 
cent, whichever is the greater. 

In an address to the dealers at a 
previous meeting, Mr. Jeffe called for 
a resumption of the package buying 
plans with the statement that before 
the war the plan resulted in the pur- 


chase of more appliances “within des. 
ignated periods than ever before o, 
since.” 

Mr. Jeffe also said that the days oj 
easy selling are about over. “Today 
even though merchandise is not ip 
plentiful supply, it can be secured—ané 
the price levels of the ‘lush’ periog 
are starting to burst wide open at the 
seams. Inventories in some instances 
are gathering dust—merchandise js 
not moving without selling.” 

He said that “most manufacturers 
are looking for a buyer’s market a; 
well as heavy production volume jn 
major appliances before the end of 
1947. Manufacturers are turning out 
appliances at record rates and with 
but few exceptions materials ar 
headed for more plentiful supply. 
Manufacturing emphasis is on ranges, 
water heaters, washers, refrigerators, 
ironers, and dish washers.” 

Predicting that appliances “will bk 
back on a competitive price basis” by 
mid-summer, Mr. Jeffe declared that 
“home electric appliances are coming 
back faster than expected and the in- 
dustry expects supply will meet de- 
mand by around mid-summer.” 


Bendix Executive Warns 
Dealers to Sell FM Antennas 


“Don’t sell FM radios without ar- 
tennas when there is a definite ques- 
tion about reception,” J. T. Dalton, 
general sales manager for radio and 
television of the Bendix Radio Div- 
sion of Bendix Aviation Corp., warned 
dealers recently. “FM is here to stay, 
but it’s not a Utopian market,” he 
declared, adding that dealers must 
build future sales and public cor 
fidence in the medium by making sure 
that reception is good. “Check your 
local FM stations for their primary 
broadcasting areas, then explain the 
antenna story whenever your prospect 
or customer lives beyond them,” he 
said. “Insure his listening pleasure and 
you help assure FM’s future in your 
market.” 
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ONCERN over current price 
levels of appliances is being ex- 
in several sections of the East. 

The vice-president of Consolidated 
Fdison, E. F. Jeffe, recently told 600 
of the utility’s cooperating dealers 


————fitat “the price levels of the ‘lush’ 


Within des 
before oy 


the days « 


period are starting to burst wide open 
at the seams.” He told the dealers 
that refrigerators are now available 
in many makes and models, that home 
freezers are in over-supply, that 
washers, in most cases, can be secured 
within a month, that vacuum cleaners 
are available for immediate delivery, 
that most ironers can be delivered in 
, month, and that irons are plentiful. 
He listed price increases in many 


i m re than twice as 
. “Today appliances, some more than twice a 


is not ip 


costly as they were before the war, 
and urged dealers to “take a squeeze 


ete on profit margins” in order to move 
ent “— their merchanise. By a vote of 558 
: aa ‘eh io 27, Mr. Jeffe’s dealers accepted 
handle Consolidated Edison’s plan to resume 
‘».  Aithe pre-war “Bargain Package” cam- 
nufacturers § PMSMS (See page 2 for news story.) 
a . Lower Prices, Please 

volume 

he end of 


In Washington, dealers are pro- 


urning out § testing the high radio prices and be- 
. and with § ginning to beef about the tariff on 
erials are washers. One Philadelphia distrib- 


‘ul supply 
on ranges 
frigerators 


utor reports considerable price re- 
. ff sistance on clothes dryers and some on 
refrigerators. A small Washington 
dealer lost two orders for automatic 


es “will bel washers when the price jumped $20. 


e basis” by 


In Boston, dealers are concerned over 


clared that a growing resistance to prices on both 
are coming brand and off-brand © merchandise. 
and the inf Home freezers are meeting resist- 
1 meet de-§ ance everywhere and one New York 


mer.” 


>nnas 


without an- 
finite ques- 
T. Dalton 
* radio and 
Radio Divi- 
rp., warned 
ere to stay, 
narket,” he 
‘alers must 
public con 
naking sure 
Check your 
sir primary 
explain the 
ur prospect 
them,” he 
leasure and 
ure in your 


— 


manufacturer even indicated that he 
was ready to dump his stock. Off- 
brand freezers are running into in- 
creasing competition from name 
brands now reaching the market. 

Still worrying the eastern retailers 
and distributors of lines manufac- 
tured in the Midwest is the freight 
car shortage. One New Haven dis- 
tributor is trucking ranges—at a cost 
to him of $15 per range. Another 
distributor in Washington is still 
trying to get trucks. A New York 
distributor, troubled by both the 
freight car shortage and the sheet 
steel shortage, says “Deliveries? 
They stink—with a capital S.” Others 
Not so emphatic, nevertheless feel 
that there is plenty of room for im- 
provement. In Boston, one company 
teports some trucking, expects more. 
He finds the delivery picture poor on 
some items (automatic toasters’ and 
ions), fair on others. Washington 
firms blame the lack of freight cars 
for most of their trouble, but say 
wooden cabinet console radios 
Would be short no matter what the 
transportation situation. The New 
York delivery picture varies from poor 
to fair. Washers aren’t coming 
through, but refrigerators are flowing 
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8 showing signs of improvement. In 
areas, there is agreement that 
fame-brand small appliances are com- 
ig through in quantities only big 
Mough to tickle the demand. 
(Continued on next page) 
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THE SOUTH 
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AID a radio executive the other 

day, “How in heck are you going 
to figure out trends when distributors 
are’ still invoicing radios out of box 
cars?” Nevertheless the scoop which 
a mail order chain put over with a 
$169 wire recorder during the past 
month is an indication that everybody 
in the radio industry is beginning to 
get brighteyed over various kinds of 
merchandise. 

One Chicago dealer who has been 
in radio since it was a pup declares 
that the business is breaking up into 
three ways: 


1. Over the counter table sets without 
any features, on which there is likely to 
be a lot of price cutting. 

2. Sets with specialty features, such as 
FM, on which dealers can get the price 
and for which the demand holds up. 

3. Fine furniture or musical instruments. 
Customers wanting beautiful furniture 
and finding it do not quibble over the 
price. 


Trade-Ins Return 


Trade-ins are beginning to rear their 
ugly heads, although nearly any dealer 
you talk to will deny it. Naturally the 
higher priced number has the most fat 
on its ribs for a trade-in. In March 
one Loop store offered a liberal allow- 
ance for old radio-phonographs on a 
$235 item. Nobody talked to doubts 
but what pre-war selling business will 
be back on radio before many moons, 
with the neighborhood dealer taking a 
slug at prices and big Loop stores off- 
setting this with generous time pay- 
ment offers, which have been found to 
be more agreeable to many people than 
‘a cut price. 

On refrigeration, those who want a 
9 cu.ft. box find it still necessary to 
comb the town. Customers who seek 


ELIVERIES below the Mason- 

Dixon line during the past 30 
days were up approximately 10 per- 
cent over February, which might be 
explained in part by the staging of, 
and preparations for electrical shows 
in key cities like Chattanooga, Jack- 
sonville, Birmingham, Memphis and 
New Orleans. The Chattanooga show 
brought in 40 carloads of extra mer- 
chandise and the Birmingham show 
was expected to do about the same. 
There seems to be a moral here for 
distributors—if you want more mer- 
chandise for your dealers, stage an 
appliance show. 

But the delivery situation offers a 
paradox involving two of the largest 
manufacturers. Best deliveries are 
being made by one of them and the 
poorest deliveries by the other. In 
the case of the latter, it may be that 
new models, scheduled to appear 
March 31, held up deliveries but deal- 
ers all over the South were griping 
after a comparison. A noticeable ad- 
vance in sales of newer brands of 
proven quality—not fly-by-night stuff 
—was evident. Dealers say they are 
getting good delivery on these lesser 
known brands and predict real com- 
petition for the big boys from now 
on out. 

Radios of all makes are plentiful 
and vacuum cleaners are becoming so. 
Small appliances of all kinds have 
about caught up with the demand, 
leaving only refrigerators, washers 
and ranges from two months to a year 
behind in delivery. Warm weather, 
which will set in down South about 
the middle of April, is expected to 
spur the demand for fans, ventilators 
and air conditioners. Dealers hope 
for improved deliveries in this type 
of equipment by that time. 


(Continued on next page) 


The NATIONAL APPLIANCE AND RADIO PICTURE 











"WE'VE GOTTA DO SOMETHING ABOUT THIS PRICE SITUATION— 
MY WIFE'S RAISING HELLI" 


ELECTRICAL MERCHANDISING—APRIL 15, 1947 


THE FAR WEST 
By Clotilde Grunsky 





HOUGH other sections of the 

West can report formidable in- 
creases in the number of dealers serv- 
ing their communities, probably none 
of them can quite come up to the Los 
Angeles area. There are now some 
150 dealers in the San Fernando Val- 
ley alone where before the war there 
were about 20. Rather remarkably, 
they all seem to be getting along rea- 
sonably well. Such failures as have 
occurred have been due to insufficient 
funds to carry over the initial period 
and/or an unsuitability of tempera- 
ment on the part of the dealer himself 
for this type of work. 

The era of competitive selling has 
definitely arrived for southern Cali- 
fornia. A few weeks ago one Los 
Angeles dealer announced a “Big 
Sale,” which he carried out with 
banners across the street, newspaper 
and radio advertising and other pro- 
motional ballyhoo. A_ reduction of 
from 30 to 50 percent was promised 
on certain brands of radio. Occa- 
sional off-brand small appliances are 
also beginning to appear with reduced 
price tags here and there. 

Console radios are still supposed 
to be scarce, but one jobber says he 
believes there are a considerable num- 
ber of dealers who are piling up in- 
ventories in this item. 


Dealer Advertising Grows 


In general it may be said that pro- 
motional advertising on individual ap- 
pliances is again beginning to appear 
in western newspapers over dealer 
signatures. One home furnishing store 
in San Francisco recently ran a one- 
page ad on a freezer storage unit 
(not home freezer) in which 100 
pounds of packaged frozen foods might 
be stored, thus conforming to the 
judgment expressed by many that the 
city market will be rather for storage 
than for the primary freezing of food- 
stuffs in the home. Radios, water 
heaters and irons have also been the 
subjects for recent promotions in other 
communities. 

Los Angeles reports that ‘dealers 
there are over-stocked on gas ranges, 
with very little current demand for 
them. This situation has not been 
accompanied by any marked increase 
in the sale of electric ranges, how- 
ever, but may be due to high prices 
on the available gas equipment, as 
well as a slowing up of the build- 
ing program. 

Speaking of high prices, an increas- 
ing number of dealers in this section 
are reporting that they are once more 
accepting trade-ins, which they re- 
model and resell. One dealer ex- 
plained that his chief reason for this 
is the fact that many of his customers 
are unable to pay the high price of 
new appliances, but are glad to pay 
a reasonable price for used equip- 
ment in good condition, 

The Bureau of Power and Light 
reports that there is no delay in the 
installation of new services where 
only a meter and service drop are 
required from existing facilities, but 
that there may be delays of from 
two to three weeks on installations 

(Continued on next page) 
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Against this background of gen- 
erally fair deliveries and some price 
resistance, is the paradox of unbal- 
anced inventories reported from 
several sections of the East and par- 
ticularly affecting the small dealer. 
When things were even tougher than 
they are now, a lot of dealers loaded 
up on off-brand merchandise in order 
to be able to get a few good brands. 
Some are reported to be carrying 90 
percent of their stock in unwanted 
items. One distributor even averaged 
it as high as $10,000 per dealer in un- 
movable inventory. A_ distributor 
with 2,500 dealers a while ago has 
cut that number to under 500—simply 
because they are so loaded with in- 
ventory that they can’t pay their bills. 
This same man now takes his lunch to 
the office because the situation is chang- 
ing so fast he doesn’t dare go out. 
One dealer, trying to move’ his stock, 
recently advertised a 30 day free trial 
of a $16 radio. It’s generally re- 
ported that dealers are unable to pur- 
chase new merchandise because of the 
tremendous stock on hand. “The next 
90 to 100 days will be extremely 
critical ones for many dealers,” says 
a Washington distributor. “They must 
liquidate their inventories before they 
can buy new merchandise.” 

Price cutting, the inevitable result 
of surplus inventories, is not as wide- 
spread as might be indicated. So 
far it has been concentrated primarily 
on off-brand table model radios, with 
some of it, in localized areas, ex- 
tending to irons, heat pads, and other 
small appliances in good _ supply. 
Dealers in sound financial positions 
are buying increasingly on an order 
basis, turning down allocations, but 
are sticking to the list prices on their 
merchandise. 

Dealer failures appear to be most 
heavily concentrated in the New Eng- 
land area and even there are chiefly 
confined to new dealers who sell only 
traffic appliances. 


From Honeymoon to Hangover 


Indicative of the return to com- 
petitive selling are scattered reports 
that some dealers are turning to door- 
bell ringing. Others are increasing 
local advertising. One distributor 
phrases the current situation this way: 
“The honeymoon is over and we are 
now in the hangover stage. Too 
many dealers are still dizzy with their 
success. A lot of them have forgotten 
how to sell.” 

On the good side of the news is a 
report from Philadelphia that electric 
clocks are going like hot cakes. Some 
sources are prophesying that, come 
late summer, Regulation W will be 
nothing but a memory. This, of 
course, presupposes supply equalling 
demand. In New Jersey television 
sets are moving across the counters 
with creditable speed. Boston claims 
that record sales are terrific and that 
there is a big demand for tank model 
vacuum cleaners and sandwich 
toasters, 
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THE MIDWEST 
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far enough, however, are finding more 
and more places willing to make im- 
mediate delivery on certain brands. 
Nevertheless, a big Chicago depart- 
ment store at the grand opening of its 
branch recently had nothing in refrig- 
eration that could be hauled off 
promptly. 

The vacuum cleaner business is going 
to see something that didn’t exist be- 
fore the war: equipment, small rugs, 
and all the stuff necessary to put on 
good store demonstrations. These set- 
ups are sprinkled quite liberally over 
Chicago and all that’s missing are 
salespeople with the zest to put the 
bee on passing customers. 

Typical purchaser these days of a 
new cleaner is the owner who comes 
wandering in and says, “My cleaner 
has gone kaput! What can you do 
about it?” 


The Perpetual Complaint 


The complaint that not enough stuff 
is being delivered in the appliance fieid 
goes on and on. In radio they say the 
cabinets are not so good, and right 
now plastic powder is scarce. Lack 
of ranges is explained away by the 
rarity of sheet metal for enameling. 

Just as many tongues are hanging 
out for washers as ever, and they are 
the scarcest items found on any floor 
in the Midwest. Virtually all sell for 
more than $100. 

The volume of repair parts for wash- 
ers is holding up just as high as it 
ever has and authorities think that 
even when the market is inundated 
with new machines, they will sell fully 
75 percent of the present volume. 

Chief beef in the Middle West right 
now is over repair work on warranty 
jobs. The price of $2 a washer is not 
enough. Too many machines are being 
sold without demonstrations and as a 
result, a lot of service calls turn out 
to be really demonstrations for the 








new owners who don’t know enough 
about their purchases. 


Union Myopia 


In the service field one of the future 
promises of trouble is the lack of fore- 
sight on the part of unions in jacking 
up wages. Pay a man $2.25 an hour 
and the cost of the repair job to the 
customer is such that he will balk and 
buy a new machine. Unions are strong- 
est with the largest service outfits, 
making themselves vulnerable to the 
competition from the momma-and- 
poppa store which pays no such wage 
levels. 

In the motor field, the new high 
union rate has discouraged some shops 
from repairing anything below 5 hp. 
The high wages jack up the price to 
such a degree that it is cheaper for 
the customer to buy a new motor. 

The log jam that has tied up frac- 
tional horsepower motors for so long 
a time shows signs of breaking. While 
your correspondent sat and listened 
the other day, a gentleman telephoned 
saying that he had 10,000 motors of 
any horsepower or fraction thereof at 
$32 apiece. What he didn’t know was 
that another gent had made a similar 
proposition at $29 apiece. This price 
for the old-fashioned motor that sold 
for around five bucks before the war 
has stopped things considerably. As a 
result it looks as if a lot of army sur- 
plus was getting priced out of the 
market or somebody has the field 
cornered. 
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The South Carolina Power Co. at 
Charleston, is withdrawing from the 
merchandising field. The great in- 
crease in the number of retail outlets 
is a factor in this connection. 


Some Price Resistance 


Consumer resistance to present price 
levels is noticeable and the dealers 





APRIL 15, 








are the whipping boys. Naturauty, 
they hope for price drops in the nex 
future and are becoming a bit 

in “loading up” now. As one dealer jy 
Knoxville, Tenn., puts it, “The e 
perts and the national surveys sy 
you'll be buying automobiles acroy 
the counter by the end of the yea 
If it can happen to automobiles fy 
then, it can happen to appliances hp. 
fore that time.” In so many word 





the sellers’ market is still in force 
it’s getting a bit wobbly on its fee 


Few Fold-Ups 


Fold-ups are still conspicuous by 
their absence while new opening: 
particularly by department stor 
are noteworthy. Cash sales are stij 
dwindling, new personnel is being 
added but slowly, and expansion plan; 
are in the back of the minds of 
percent of the retailers and whole 
salers. Delivery of parts is fairly 
steady and repair-service business js 
whopping. 

The best stock dealers had during 
the first quarter of the year wa 
optimism. They’re hoping for some. 
thing more substantial during th 
next quarter. 





THE FAR WEST 


(Continued ) 





requiring extension of distribution 
facilities or- transformers, due to short- 
age of men and materials. 

During March washing machines 
appeared on the Coast in increasing 
numbers, thanks to an easing of the 
motor situation. Motors for installa 
tion on incomplete washers or iron 
ers (delivered stripped during the 
waiting period) are also available- 
at about $32.50! 


Inventories Increasing 


Inventories of electrical wares in 
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retail stores are beginning to bea 
factor in the more favored sections 
of the West, particularly on item 
already reported as abundant. Whole 
salers’ inventories (appliances ani 
supplies) began to pass sales late 
in 1946 for the first time since the 
war and now are assuming somewhat 
normal dimensions. Recent report d 
wholesalers’ volume of sales for 1% 
as compared with 1945 figures wasa 
99 percent increase for the Inter 
mountain states, 68 percent increase a 
the Pacific Coast. The difference % 
probably due to the fact that th 
Coast was never so far down as tit 


Mountain States, even during the wat. 


Time payments are once more ft 
ported as important in this art 
Boise, Idaho, says time sales now 


amount to about 75 percent of th fig 


total. San Diego says, “By far tht 
biggest proportion of sales are bemg 
made on time.” Collections on th 
whole are good, though Seattle says 
“a little slower.” 

Deliveries on the mainland are ¢ 
erywhere reported about the same o 
better in all lines. Hawaii, howeves 
is still very much dissatisfied with 


Los Ai 
July 2 








































































































































































































what it is receiving. 


1947—ELECTRICAL MERCHANDISING 


























N aturaity, 
1 the neg 
bit Wary 
> dealer ip 
“The ex 
rVeys say 
les acroy 
the year, 
10biles by 
iances bed 
ny words 
| force but 
N its feet 


icuous by 
openings— 
t stores— 
S are still 

is being 
1sion plans 
inds of 
nd_ whole. 
; is fairly 
business js 


1ad during 
year was 
for some 
luring the 


iT 


distribution 
ue to short- 


x machines 
increasing 
sing of the 
or installa- 
rs or iron 
during the 
available— 


ing 
1 wares in 


ng to bea 
red sections 





y on items 
ant. Whole 
liances and 

sales late 
re since the 
ig somewhat 
nt report af 
les for 194 
gures was a 

the Inter- 
t increase 02 
difference is 
ct that the 
down as the 
ing the wat. 
ce more fe 

this area 


sales now & 


rcent of the 
“By far the 
es are being 
ions on the 
Seattle says 


land are ¢¥ 
the same of 
aii, howeves, 
atisfied wit 


Scheduled Meetings 


APPLIANCE PARTS JOBBERS 
ASSN., INC. 


sth Annual Meeting 
Benjamin Franklin Hotel, Philadelphia 
April 23-26 
TEXAS ELECTRIC SHOW 
Will Rogers M ial Coli , Fort 
Worth, Texas 
April 25—May 4 
R. E. Hendricks, Texas Electric Serv- 
ice Co., Fort Worth 
NATIONAL HOUSEWARES SHOW 
Convention Hall, Philadelphia, Pa. 
April 27-May 2 
Natl. Housewares Mfrs. Assn., 1402 
Merch. Mart, Chicago 
NATL. ELECTRICAL WHOLE- 
SALERS ASSN. 
Hotel Traymore, Atlantic City, N. J. 
May 5-9? 
NATL. ELECTRONIC EQUIPMENT 
SHOW 





Hotel Stevens, Chicago, Ill. 
May 13 - 16 
Kenneth C. Price, Manager 

MID-AMERICA EXPOSITION 
Public Auditorium, Cleveland, Ohio 
May 22 - 31 
J. A. Crawford, Managing Director 

NATL. ASSN. OF MUSIC 

MERCHANTS 

Annual Convention and Trade Show 
Palmer House, Chicago, Ill. 
June 1-5 

EDISON ELECTRIC INSTITUTE 
Annual Meeting 
Atlantic City, N. J. 
June 2-5 

ANNUAL TRADE SHOW 

Electrical Mfrs. Representatives Club 

of New England 
Mechanics Building, Boston, Mass. 
June 4-6 

JULY MARKETS 

Furniture and Merchandise Marts 
Chicago, Ill, 
July 7-19 


HOUSEWARES AND APPLIANCE 
SHOW 


Convention Hall, Navy Pier, Chicago, 
Il. 

July 13-18 

Chicago Housewares Markets, Inc. 
LOS ANGELES MARKETS 

Los Angeles Furniture Mart 

July 22—August | 











Milwaukee Holds 
Hectric Show 


Under the guidance of Charles L. 
Schmidt, chairman, the Electric League 
Milwaukee held a home show in 
pr ewenkee -Auditorium March 


The exhibitors were the Broan Man- 
wacturing Co. Clark Supply Com- 
any, Frigidaire Sales Corp., General 
dectric Supply Corp., General Utili- 
tes Corp., Graybar Electric Company, 

usel Distributing Company, Hamil- 
-Beach Company, Malleable Iron 

e Co., Moe Brothers, Morley- 
urphy Co., National Enameling & 
Stamping Co., Radio Specialty Co., 
%$ Appliance Distributors, Inc., 
RM. Sawbridge Co., E. A. Schaefer 
, Shadbolt & Boyd Co., State Dis- 
Tuting Co., Sunbeam Corporation, 
aylor Electric Co., Westinghouse 
estes Supply Co., and Wisconsin 
Hectic Power Company. 


Frozen Food Honeymoon Over, 
Banker Tells Packer Group 


Urges Dumping of 
Warehoused Stocks 


“The frozen food honeymoon is 
over,” the industry is over-expanded, 
said Frank E. Jerome, vice-president 
of the First National Bank of Seattle, 
Wash., speaking to more than 4,000 
members of the National Association 
of Frozen Food Packers at their first 
national convention which opened in 
San Francisco on March 19. Mr. 
Jerome advised the packers to “dump” 
quantities of frozen foods now back- 
logged in warehouses. 

At this conference, watched closely 
by appliance retailers, distributors and 
manufacturers who see in the avail- 
ability of inexpensive, quality frozen 
foods an aid to the large volume sale 
of home freezer cabinets, Mr. 
Jerome’s caution was disputed by E. 
E. Huddleson, president of. the associa- 
tion. The latter said: “I don’t think 
the frozen food industry has any 
patent on reconversion problems. I 
think it is on a sounder basis than 
most industries in the country.” 

Mr. Jerome expanded his views: 


“The mushroom growth and future 
prospects of frozen foods have attracted 
many inexperienced and marginal 
operators. Lack of food processing ex- 
perience. has resulted in large quan- 
tities of inferior merchandise being 
thrown on the market.” He added that 
the total volume of frozen food sales 
is about 2 percent of the total domestic 
perishable food volume, which amounts 
to $19,000,000,000. 

The frozen food business has had 
far too much ballyhoo for its own 
good, he continued. He recalled that 
war-time circumstances of high in- 
come, government demands, and short- 
age of tin, sent the frozen food indus- 
try into tremendous expansion. He 
decried opportunism as evidenced in 
the new industry, and warned that now 
is the time for the industry to “con- 
solidate its wartime gains, make an 
appraisal of its problems and take 
steps to correct them.” 

In this connection, he urged curtail- 
ment of production consistent with 
capital limitations; concentration on 
fancy merchandise; development of a 
more cooperative relationship between 
packer and distributor, and educating 
the public to the use of frozen foods. 





Barlow & Seelig and Union 
Celebrate 10 Years of Peace 


The “tense and peculiar feeling” 
that existed when Local 1327 of the 
United Steelworkers C.I.O. first or- 
ganized the workers of Barlow & 
Seelig Manufacturing Co’s. Speed 
Queen factory 10 years ago had dis- 
appeared. 

For both management and union 
it had been ten years of peace. To 
celebrate it, the union recently invited 
the management to dinner. 

President Leonard Ihland of the 
union expressed the purpose of the 
celebration. “We have had ten years 
of peaceful relations together and I 
think it is fitting and proper that we 
celebrate the occasion by getting to- 


gether at the dinner table.” 

It was Mr. Ihland who mentioned 
the “tense and peculiar feeling.” “After 
we got better acquainted with each 
other, this feeling disappeared. In 
all of our years here we have not had 
any trouble, and I don’t think we 
ever will.” 

H. A. Bumby, president of the Ri- 
pon, Wis., firm, said that he believed 
that good relations existing between 
the union and management had been 
fostered by the fact that management 
had “never opposed the union or tried 
to keep any man from joining the 
union. Our men have been sincere 
and that is the essence of the fine 
spirit of cooperation existing. We 
want to please labor, labor wants to 
please us, and we all want io please 
our dealers and customers.” 





HARMONY has prevailed between the Barlow & Seelig Mfg. Co. and its local union 
for 10 years. To celebrate the |0th anniversary of no strikes and no troubles, the 
union recently tendered a dinner to the management. Here union president Leonard 
Ihland (left) and company president H. A. Bumby express confidence in continua- 
tion of the cordial relations. 
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W. G. Church Corp. Formed 
As Merchandising Firm 


The William G. Church Corp. a 
national sales organization, recently 
announced the establishment of offices 
at 50 East 42nd St., New York City. 
President of the new company is 





W. G6. CHURCH 


William G. Church, former head of 
sales and advertising for the Samson 
United Corp. He has resigned his 
office as vice-president of that com- 
pany, but retains his position as a 
director and will continue to direct 
all sales activities through his own 
new corporation, set up as a “complete 
sales merchandising market research 
management service.” 

At present, the Church Corp., rep- 
resents Samson United, Amity Mfg. 
Corp., Becher -Corp., Collman Mfg. 
Corp., and the Gravin Corp. 

Prior to joining Samson in 1940, 
Mr. Church was eastern sales -man- 
ager of the electrigal division of “the 
National Stamping and Electric Co. 
and prior to that was sales manager 
of the Silex Corp. 


Remington Outlines 
Shave Ad Campaign 


For the Electric Shaver Division of 
Remington Rand, Inc., May is the 
month. 

At the recent annual three day sales 
meeting in Bridgeport, Conn., the com- 
pany announced that during May it 
will break its $250,000 advertising 
campaign and introduce its new line 
of Blue Streak shavers. National ad- 
vertising consists of double page 
spreads in four colors in the Saturday 
Evening Post and Colliers, followed 
by single four and two-color pages in 
Fortune, Esquire, Time, Newsweek, 
Look, Liberty, Pic, True, U.S. News, 
and the American Legion. Trade pa- 
pers and a 12-page broadside have 
been used to notify dealers. 

Walter E. Chollar, vice-president 
and general manager of the division, 
told district sales managers at the 
Bridgeport meeting that they had ev- 
ery reason to be proud of their success 
in the electric shaver field. Ten years 
ago, he said, Remington shavers were 
built in a tiny factory employing only 
a handful of workers and opposed by 
more than 30 competitors. Today the 
shavers are made in a $3,000,000 plant 
employing 2,000. 

Other speakers included R. G. 
Hamann, national sales manager; 
Ralph Fahey, national service man- 
ager; Herbert Simpson, advertising 
manager; and Carl Williams, ac- 
count executive from Batten, Barton, 
Durstine & Osborn. 


PAGE 5 














Start Selling Or Be Replaced, 
Dealers At LA Conference Warned 


Forecasts of a slowly increasing 
supply of major appliances in 1947, 
coupled with sharp warnings that re- 
tailers must get ready now to handle 
the eventual flood of appliances or be 
superseded by other methods of selling, 
greeted more than 580 appliance re- 
tailers and distributors at the Mid- 
Winter Sales Conferencé of the 
Southern California Radio & Electri- 
cal Appliance Association at Los An- 
geles on March 6. 

To hear a report on “The Appliance 
and Radio Outlook for 1947” by 
George C. Tenney, vice-president of 
McGraw-Hill Publishing Co., pub- 
lishers of ELectRICAL MERCHANDISING 
and Electrical West, and an inspira- 
tional sales talk on “Helping the Buyer 
Sell”, by Dr. Paul W. Ivey, professor 
of merchandising at the University of 
Southern California, dealers, distribu- 


SPEAKERS before nearly 600 appliance dealers and distributors at the Mid-Winter 
Sales Conference of the Southern Calif. Radio & Electrical Appliance Association 
were: left, George C. Tenney, vice-president, McGraw-Hill Publishing Co.; right, 
Dr. Paul W. Ivey, professor of merchandising, University of Southern Calif. In the 
center is Los Angeles appliance distributor, Marshall Wells, who was chairman of the 
sales conference and master of ceremonies. 


. ae ba ta 
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Sharp talk on aggressive selling by merchandising expert and fore- 
cast on 1947 appliance picture by publisher are features at Mid- 
Winter Sales Conference of Los Angeles dealers’ association. 


tors and industry notables filled the 
main ballroom of the Ambassador Ho- 
tel to comprise what was probably the 
largest dealer-association sponsored 
meeting which has even been held in 
the country. 

With his remarks pointed at the 
period following World War I, when 
chain stores developed to do the 
merchandising job that independent 
retailers were handling badly, Dr. 
Ivey emphasized to the appliance 
dealers that once the appliance manu- 
facturers’ production facilities, ex- 
panded by World War II, were run- 
ning at capacity, they would again 
tax the ability of the dealer to create 
a market for the flow of goods. 

“Chain stores came after World 
War I, bringing new methods of over 
the counter sales, more effective adver- 
tising, new methods of inventory con- 


d]¥ 24 








OFFICIALS of the association at the speakers’ table for the sales conference 
were: left, the new president, D. C. Culbreath, Los Angeles dealer; center, the retir- 
ing president, Robert H. Cockfield, Dept. of Water and Power; right, the managing 


director, William J. Quinn. 
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trol, because the independent dealer 
didn’t know how to do these things 
well enough,” he said. “The time is 
coming when only an aggressive re- 
tailer can handle the tremendous flow 
of goods that manufacturers will turn 
out. If the dealers don’t make them- 
selves able to handle that quantity of 
goods—I mean to find a market for 
them, sell them—then some new 
method of merchandising will take the 
dealer’s place, a new channel of 
merchandising over or ‘under the 
present retailer and distributor.” He 
advised dealers and wholesalers to 
keep this in mind, get started by “tak- 
ing the lead out of wherever it is.” 


Distributors Must Help Dealers 


In line with the title of his talk, 
“Helping the Buyer Sell”, Dr. Ivey 
spoke primarily to the distributors for 
action, to the dealers for cooperation. 
He pointed to the great need for train- 
ing young men in the right way to sell, 
in grounding them in the fundamentals 
of retail merchandising so that as they 
improve their technique they will be 
building on a firm foundation of good 
selling, not “practicing their mistakes.” 

Dealers need help in selling, too, 
Dr. Ivey stated. He claimed that 
dealers are on the defensive because 
of the long period of shortages. This 
condition, with its attendant problems, 
has made the dealers rebel at people 
coming into the store, has made them 
ready with an excuse before they were 
accused. The distributor and the 
manufacturer must help the dealer 
overcome this complex, make him 
anxious for new prospects, eager to 
tackle the problems of selling, full of 
confidence in his own ability. 

Distributors should see that their 
dealers have a good method of stock 
control, he said. He pointed out that 
the lack of proper turnover, with much 
of it due to poor records, is the main 
reason for the “insufficient capital” 


A SMALL CRYSTAL BALL keyed 
McGraw - Hill's vice - president, George 
Tenney, to his spirit forecast for 1947, 
the recorded words of appliance industry 
leaders who looked over the prospect 


for appliance and radio business. 


that is listed as the reason for most 
business failures. A dealer must have 


a regular turnover figure for every 


department before he can operate his 
business efficiently, said Dr. Ivey. He 
must know, if goods are not moving, 
whether he is buying too much or sell- 
ing too little. He must keep a clean 
stock. Dr. Ivey pointed to the prac- 
tice of department stores and chain 
stores, where goods which don’t move 
are cleared out so that the money can 
be put into goods that will turn over 
quickly at a profit. He pointed to the 
fallacy of the dealer calling his inven- 
tory an “asset”. “All goods are liabili- 
ties until they are sold,” he said. 


The 1947 Picture 


Through his own analysis, supported 
by the recorded observations of seven 
nationally-known appliance manufac 
turers, speaker George C. Tenney pre- 
dicted that limits on the supply of 
enameled steel would keep major ap- 
pliance manufacturers from hitting 
peak production in 1947, but that not 
far in the future, perhaps by the year’s 
end, there will be a transition froma 
sellers’ to a buyers’ market. Dealers 
and distributors should make their 
selling plans and build and train their 
sales forces accordingly, he suggested 

If there is an economic recession, 
such as that which some people art 
predicting, the business people in the 
western states may not feel it, Mr. 


LEFT TO RIGHT, Jerry Costigan, dealer; W. E. Moffett, dealer; R. E. Blackman, 
appliance department, Sears; Ray B. Cox, Herbert H. Horn Company; and Harry R 
Chapman, secretary of the association. They are typical of the nearly 600 dealers 


and distributors in the audience. 
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HONOR WHERE HONOR is due. 
Howard Burdick, left, is commended to 
the association for his efforts and extra- 
ricular help during the past year. In 
charge of dealer relations for the Los 
Angeles Dept. of Water and Power, 
lurdick is being congratulated by retir- 
ing president Cockfield, 


Tenney said. He pointed to the period 
of time for a business condition to 
move from its origin on the East Coast, 
md said that it was likely, with pres- 
et conditions of demand for most 
products, that the recession would 
yeter out before it hit the western 
states. ; 

Mr. Tenney told the dealers and dis- 
tributors that, on the basis of these 
reports from the manufacturers, there 
would be no changes in the margins 
om appliances. Because of that expect- 
ancy, he advised dealers to watch their 
expenses. He pointed out that the 
easy selling of today is low-cost sell- 
ing, and that they shouldn’t develop 
tad cost habits now. Watchfulness 
now will build up reserves to use later, 
he said, 

Retailers can expect better credit 
terms, particularly if business slacks 
of a little, Mr. Tenney said. The 
Federal Reserve Bank already has 
suggested guardedly that Regulation 
W may be relaxed, he stated. Lower 
prices, too, can be expected somewhere 
in the future. Some way will be found 
fo get prices more in line with what 
is shown to be the consumer’s ability 
io pay. 

Supporting Mr. Tenney in his pre- 
dictions for 1947 were the following 
men from all over the country, whose 
words were recorded for playback to 
the Sales Conference in Los Angeles : 
A. M. Sweeney, manager of major 
wpliance sales for the General Elec- 
ie Co.; P. M. Bratten, general sales 
manager of Frigidaire; “Rock” Smith, 
smeral manager, Deepfreeze Division, 
Motor Products Corp.; John Wicht, 
"ée-president and general manager of 
me Corp.; Lee Moss, sales 
Watlager of the vacuum cleaner divi- 
ia of Landers, Frary & Clark; R. 
M Oliver, vice president of the Proc- 
#lectric Co.; L. E. Moffatt, editor, 
CAL MERCHANDISING. 
hall Wells, manager of the 
appliance division of the Los 

distributing concern, Suess, 
and Brown, Inc., was chairman 
Conference and served as master 
. onies, Introductory and clos- 
™temarks were made by William J. 
amn, managing director of the asso- 
“afion. Robert_ H. Cockfield, past 
Msident, introduced. D. C. Culbreath, 

association’s president for 1947, and 
Mesented his report on the group’s ac- 
‘mplishments for the past year. 



















| 90 Dealers Give Television 
__ Initial Boost In Los Angeles 


Cooperating in industry-wide "Television Week" 
promotion, dealers display and demonstrate 


post-war models, 


With 90 retailers participating in 
an industry-wide promotion, post-war 
television was introduced to the Los 
Angeles area during the week of March 
10. Designated as “Television Week” 
by the city’s mayor Fletcher Bowron, 
the week saw the cooperative efforts 
of dealers, distributors, manufacturers, 
telecasters, the movie industry, and 
almost everyone in the electrical busi- 
ness, directed toward acquainting the 
public with the entertainment quali- 
ties of post-war video equipment. 

With new television receivers dis- 
played and demonstrated by these 90 
dealers, the public could not miss these 
facts: there were now available for 
their selection the products of six tele- 
vision receiver manufacturers, with 
more to follow; receivers that picture 
as well as play were going to cost 
from $272 to $2500; two transmitters 
were in operation and four more were 
scheduled for the near future. In the 
background, as tonic for the pocket 
nerves of the Southern California 
people, were the words of network 
officials, movie industry executives and 
city government bigwigs who expect 
that area to become the center of origin 
of most national television programs. 


Dealers Get Going 


Sensing the now well-established 
apathy of the buying public toward 
ballyhoo of products that can be or- 
dered but not delivered, the television 
industry was well prepared for its 
maiden day in Los Angeles.. Ail par- 
ticipating dealers had been sampled. 
Some retailers, depending on their 
franchise, could offer immediate de- 
livery. Available to its 93 franchised 
outlets, RCA-Victor, through distribu- 
tor Leo J. Meyberg, had an estimated 
1,500 table-model receivers in 7-inch 
and 10-inch screen sizes. When the 
week began, General Electric had 51 
console models, with AM bands, list 
$595, for its 25 franchise holders. Be- 
fore the week ended, 50 more GE 





draw 


100,000 people. 


consoles arrived. RCA and Stewart 
Warner had consoles for display only, 
rotating them among dealers. United 
States Television showed two giants 
with 18 by 30 inch screens at $2500 
list. Telesonic showed one set, prom- 
ised 200 for Los Angeles area by 
month’s end. Only other manufacturer 
with samples was Scott. 


“T-Day" Starts the Promotion 


With this preparation, the opening 
burst of the city-wide week of promo- 
tions was the celebration of “T-Day” 
on Monday, March 10. At a luncheon 
of the Electric Club of Los Angeles, 
more than 1,000 Southern California 
business men, engineers and civic offi- 
cials participated in a program that 
signalized the opening of television 
week. The receivers of six manufac- 
turers were demonstrated to the group 
at its meeting in the Biltmore Hotel, 
with a special telecast from Para- 
mount’s station KTLA. 

In one of the major speeches of the 
luncheon, J. B. Elliot, vice-president 
of RCA-Victor, predicted that televi- 
sion within five years will be a billion- 
dollar industry. By 1950, when the 
transcontinental coaxial cable is com- 
pleted, it is anticipated that 90 percent 
of the major television programs will 
originate in the Los Angeles area, he 
said. 

The guest of honor, Harry Lubcke, 
television director of Don Lee-Mutual, 
asserted that in no other place in 
America is it possible to have such a 
large audience for television as in the 
Los Angeles metropolitan area. The 
proximity of Mt. Wilson, where six 
television transmitters will be located, 
gives the Los Angeles video operators 
a telecasting point several times the 
height of New York’s Empire State 
Building, he said. 

During the week, dealers kept tele- 
vision before the gaze of the Los 
Angeles public. With more than 25 
newspaper advertisements to draw the 


OPEN TO PERSUASION: Dealer display and demonstration was a big part of Los 
Angeles Television Week promotion, brought more than 100,000 people to see such 
displays as this by O. R. Coblentz, manager, radio department, Barker Brothers store. 
This store placed order for quarter million dollars worth of sets. 
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UNITED’ WE SELL: Television week in 
Los Angeles brought manufacturers, dis- 
tributors and dealers together for joint 
selling effort in this new market. Above, 
at "T-Day" display are, left to right, 
T. F. Hall, GE representative in Los 
Angeles, L. J. Perkins, radio sales man- 
ager, GE Supply Corp.; Bob Ham, man- 
ager, music department, Broadway De- 
partment Store. 


public, and window displays to pull 
them off the streets, and showroom 
demonstrations to hold them, dealers 
made good use of the television pro- 
grams sent out for the occasion by 
KTLA and Don Lee’s experimental 
W6XOA. An estimated 100,000 peo- 
ple witnessed television reception be- 
fore the week’s end. One downtown 
store was reported to have sold $22,- 
750 worth of receivers in the first 
two hours after the promotion opend 
on Monday. 

But it was too early to get the full 
dealer picture. Only after the tumult 
and the shouting died down, deliveries 
picked up, and dealers could give 
prospects personal attention, would it 
be possible to analyze the market. 
Scattered notes of optimism were seen 
in the quarter million dollar order 
placed by Barker Brothers department 
store, calling for delivery of 800 re- 
ceivers during April, May and June. 
And in the report by the Leo J. 
Meyberg Company, that it had re- 
ceived from its RCA-Victor dealers 
orders for more than $4,500,000 worth 
of television sets. The promise of sets 
in quantity from Philco, Bendix, 
Stromberg-Carlson, Farnsworth, Gil- 
fillan, increased deliveries by RCA, 
GE, Stewart-Warner, U. S. Tele- 
vision, Scott, encouraged dealers who 
wanted to sell while the television 
week promotion was hot. 





STARTING THINGS OFF: Los Angeles’ 


mammoth television week promotion got 


its start on March 10, when Mayor 
Fletcher Bowron, right, tuned in the first 
program over the receivers set up for the 
1,000 people who were guests of the 
Los Angeles Electric Club, whose presi- 
dent, W. L. Stickel, is at left. 
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5 LOWER BOWLS 
. CAT. NO 
2122-006 
4-6 CUP 


CAT. NO 


2102-008 
UPPER BOWLS NARROW NECK 


CUP 





CAT. NO. 
2122-106 
4-6 CUP 


PLATINUM 
DECORATED 
CAT. NO 
2122-038 
8 CUP 


CAT. NO. 
2122-108 
8 CUP 


PLATINUM ss = 


DECORATION 
CAT. NO. 
2122-138 
8 CUP 


CAT. NO. 
2102-108 
NARROW NECK 
8 CUP 





FILTER CLOTHS IN RUBBER PLUGS REPLACEMENT 


DISPENSER CARTONS , 
~~, as ELEMENTS 
b rns ; 


= FLAVOR i 


GUARD CAT. NO. 5165-101 
FILTER NARROW NECK 


¥~ CAT. NO. 5166- 

y, 300 

rate pee se FITS 4-6-8 
Aa a" * - AND 12 CUPS 
12 BOXES OF 4 CLOTHS EACH ha % 


z 
> 
= 

# 


ae CAT. NO. 5165-102 CAT. NO. 8176-101 
WIDE NECK FOR DELUXE OR SELFTIMING STOVE 


CAT. NO. 5167-912—12 BOXES OF 12 CLOTHS EACH 
CAT. NO. 5167-925— 6 BOXES OF 25 CLOTHS EACH 


No more waiting! No more customer disappointments! Silex replacement 
parts are now available from your distributor without delay! Here’s your 
chance to ring up extra sales . . . satisfy the many customers who have 
been waiting patiently for Silex bowls, elements and other accessories. 
Act at once... see your distributor TODAY! - 





'THE J I LEX COMPANY 


Trademark Registered U. S. Pat. Off. 


y~ 4 HARTFORD 2, CONN. -: ST. JOHNS, P.Q., CANADA 
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85,000 PEOPLE jammed the 1947 post-war electrical appliance show held in the 


Electrical Center, Chatt. a. Tenn 





ger 


, during “Electrical Week" promotion 


March 10-15 inclusive, where twenty-five distributors displayed the products of 
nearly 300 manufacturers. This promotion was jointly sponsored by Electric League 
and Electric Power Board of Chattanooga, Tenn. 


25 Distributors Show 
Over 300 Appliances 


An estimated 85,000 persons, a new 
record for attendance on electrical 
shows in the South, jammed the floors 
of the Electric Power Board at Chat- 
tanooga, Tenn., during the week of 
March 10-15. The “Electrical Week” 
show, sponsored jointly by the Elec- 
tric League and the Electric Power 
Board, featured the representation of 


Chattanooga Appliance Show 
Draws Capacity Audience 


the interest shown in the models on 
display. Refrigerators and washers 
still lead in interest as well as demand, 
but almost every appliance shown— 
including radios and vacuum cleaners, 
now in a steady market—drew con- 
centrated interest and attention from 
the throngs attending the show. Keen 
appreciation of new models was evi- 
dent at almost every~ booth. 

Two private meetings held in con- 
nection with the exhibit were the 
Electric League dinner and the Ten- 
nessee Valley Public Power Associa- 


tion conference, both held at mid-week. 
W. E. Saylor, director of utility and 
rural sales, Kelvinator Corporation, 
was the dinner speaker, addressing 
approximately 300 League members on 
the NEMA “Go-All-Electric” pro- 
motional plan. States R. Finley was 
elected new president of the power 
association. 

Among representatives of major 
firms who were present during the 
show were Tom Cates, state repre- 
sentative, General Electric; Fritz 
Williams, Atlanta, Southern manager 
for Hotpoint; W. B. Creech, Atlanta, 
Southern manager for Westinghouse; 
L. E, Curl, Birmingham, district man- 
ager for Frigidaire; C. R. Brogan, 
Atlanta, zone manager for Kelvinator ; 
Dean Spencer, Atlanta, Southeastern 
representative for Norge, and H. E. 
Giles, Atlanta, district manager for 
Graybar. 

According to C. B. Osborne, chair- 
man of the development committee of 
the Electric League, who master- 
minded the show, the basic purpose 
of the exhibit was to acquaint buyers 
with the latest in electrical mer- 
chandise. Approximately 40 carloads 





HOUSEWIVES who 
tanooga's first big post-war appliance 
show jammed into the lecture hall to hear 
Elizabeth Madigan of the G-E Consum- 
ers’ Institute describe the best ways of 
using an electric range. 


attended Chat- 


of extra merchandise were pulled into 
the city to back up the show, Mr. 
Osborne revealed. 





Kent Products Cuts 
Coffeemaker Prices 


Kent Products Co. of. Chicago, man- 
ufacturer of Kent glass coffeemakers 
and electric hot’ plates, reduced prices 
as of March 25 and plans an appeal to 
other appliance manufacturers to fol- 
low suit. 

Citing the high costs of living, Harry 
B. Wolper, Kent president, said in a 
letter to Kent distributors: “If such 
high prices hold, goods will pile up 
unsold, workers will be laid off and 
hard times will be here.” The letter 
included the now-famous statement 


the board of International. Harvester 
Co., that “Any price is too high if it 
can be reduced,” and explained that 
warnings against high prices have been 
issued by President Truman and the 
council of Economic Advisers. 
Referring to Mr. McCormick and 
Henry Ford II and their recent price 
reductions, Wolper said, “Unselfishly, 
they. set the pattern that will help pull 
our nation through these trying times.” 
Kent reductions range from 50 cents 
on individual coffeemakers to $2.55 on 
coffee service sets. Distributors with 
Kent stock on hand will be credited for 
the differential in their price so that 
the manufacturer will absorb virtually 


from Fowler McCormick, chairman of the entire cost of the price reduction. 


35 distributors displaying the products 
of almost 300 manufacturers. 
Heralded by full page ads in the 
Chattanooga daily papers, backed up 
by direct mail, radio and billboard : 
advertising, the show literally made Pelé & 

dectricity and electrical appliances — eeu parce EATS 
the main topic of conversation for ok 

the residents of the valley area during 
the week. The show’s theme was— 
“Chattanooga — Electrical Center of 
the South.” 





it 


Sad 


Home Freezers a Hit 


Probably the outstanding feature of 
the entire promotion display was the 
home freezer demonstration which 
packed the Board’s big auditorium 
three times daily. Twenty different 
makes were displayed. Four visiting 
home economists did the demonstra- 
tion work. Mrs. Elizabeth Madigan, 
Consumers’ Institute, General Electric 
Company, Bridgeport, Conn; Miss 
Karen Fladoes, Kelvinator, Detroit, 
Mich.; Miss Josephine Parks, Hot- 
Mint, Inc., Atlanta, Ga. and Miss 
Evelyn Langston, Frigidaire Corpora- 
tion, Dayton, Ohio, worked through- 
out the week telling the home freezer 
Story to several thousand interested 
ries. men and women. Electric League of- 

$ expressed surprise at the un- 
wually large number of men attend- 
ing the demonstrations. Admission to 
the show was free. 





your 





“lt: : Fe a: el MS et AP ERB eB eR +. ee 
RADIO CITY IN THE COUNTRY: Early in March General Electric Co.'s Electronics Park, being constructed about five miles 
north of Syracuse, N. Y., had-reached this stage of completion. About 30 acres of the 155 acre tract will be covered with roof 
area. Some of the buildings are now in the process of being occupied and when all are completed will house some 5,000 em- 
ployees. The large building in the foreground is the transmitter division. The center structure is the specialty division and the 
large building in the rear is the receiver division. On the right are the administration and reception buildings, electronics lab 
and restaurant. Also on the right, but not visible, is the new Buffalo-Syracuse super highway. The project will represent an 
investment by G-E in the neighborhood of $25,000,000. 


Leaders in Demand 


NY 


ADA 


N DISING 


According to several dealers inter- 
viewed in the display booths, the de- 
més of the buying public were 
tellected in the questions asked and 
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DISTRIBUTOR NEWS 





ARKANSAS 


Unveiling of the new Bendix auto- 
natic ironer for dealers in the Little 
Rock territory was carried out re- 
cently by the distributing firm of 555, 
Inc. The ironer was displayed by 
Norman D. Craighead, ironer sales 
manager for Bendix. 

When the Graybar Electric Co.’s 
wholesale plant opened recently at 
417 Byrd St. in Little Rock, its 
manager, John C. English, got con- 
gratulations from Vern Brown, pro- 
motion manager of Graybar at St. 
Louis, R. F. Janda, merchandising 
manager at St. Louis, and E. I. Funk, 
inside construction manager at St. 
Louis, among others. About 200 mem- 
bers of the electrical merchandising 
field attended. 


CALIFORNIA 


In the forefront of dealers advertis- 
ing via television is Kinney Brothers 
of Los Angeles, with a contract for 


FLORIDA 


Appliance and radio distribution has 
been discontinued by the J. M. Keely 
Sales Co., 400 S. W. Second Ave., 
Miami. 


IDAHO 


Earl G. Lee has been appointed ter- 
ritory salesman in the state of Cali- 
fornia for the Hugh McNair Co. of 
Boise, factory representatives. The 
anouncement comes from Hugh Mc- 
Nair, owner and manager of the firm. 


KANSAS 


$50,000 will be taken out of the 
coffers of the American Electric Co., 
815 E. Second, Wichita, for construc- 
tion of a new building, according to 
A. L. Goodman, manager. Land has 
been bought at 421-423 S. Washington 
and 420-422 S. Mosley for the pur- 
pose. The firm is a branch of a firm 
with headquarters in St. Joseph, Mo., 
headed by L. E. Reid. 








BONUS HAPPY: The recent annual employees’ banquet of the Foster Distributing 


Co., Louisville, Ky., offered considerably more than food. 


Because sales in 1946 


reached an all time high, the company president, R. M. Foster, announced at the 
dinner that all employees would receive a bonus of 20 percent on their year's salary. 
Hence, the big smiles. Foster distributes Emerson radios, lronrite ironers and other 


major appliances. 





afternoon and evening spot announce- 
ments five days a week to advertise 
— appropriately enough — Stewart- 
Warner television sets. Station KTLA 
of Los Angeles, of Television Prod- 
ucts, Inc., a Parameunt Pictures af- 
filiate, carries the programs. 

One of the newer distributors in the 
Los Angeles area, the Bandoli- 
McIntyre Co., has anounced its district 
managers. They are: George Chikar, 
San Diego; Bert Richards, northern 
territory, and Paul Martin, Los 
Angeles. 

Impressed mightily by a talk on 
adequate wiring given by Elbert 
Kramer at the Sonoma meeting of 
the NEWA, Howard Stulz, president 
of the Hollwood Wholesale Electric 
Co. recruited Jack Bissett, his general 
sales manager, and the two of them 
are promoting the idea at salesman 
meetings and with contractor cus- 
tomers. 


PAGE 10 


LOUISIANA 


I. L. Bell decided, after 15 years of 
selling radio parts and tubes to service- 
men around New Orleans, that he 
might as well go into the wholesaling 
business. The result is the Bell Radio 
Supply Co. at 826 N. Broad Ave. in 
that city. 


MASSACHUSETTS 


Taylor P. Calhoun is back in 
Worcester to direct the sales program 
of the Branch Sales- Corp. During 
the war he was with the Excel Foun- 
dry and Machine Co., first as treas- 
urer, then as vice-president in charge 
of post-war planning. Through him 
the Young Corp. of Fall River (an 
outgrowth of Excel) started produc- 
tion of domestic washers, for which 
Branch handles New England -dis- 
tribution. Before the war Mr. Cal- 








TWO BLACKSTONE DISTRIBUTORS met recently at the factory to acquaint sales 
and service personnel with the features of the new Blackstone automatic washer, 
Left to right: P. S. Moynihan, Blackstone vice-president and sales manager; O. T, 
Waring, appliance sales manager for E. B. Latham & Co., Newark, N. J.; R. T. Mail. 
house, president of Plymouth Electric Co., New Haven, Conn.; J. M. Wicht, vice- 
president and manager of Blackstone; E. B. Latham, vice-president of the company 
of the same name; and P. D. Karsten, general manager of Plymouth Electric. 





houn was associated with the Ironrite 


Co. 


MISSOURI 


Some 200 dealers from eastern 
Kansas and western Missouri met in 
the Jenkins Music Co. auditorium at 
1217 Walnut St., Kansas City, to see 
and hear a recent presentation of the 
new line of Stromberg-Carlson FM 
radios and phonograph combinations. 
Various aspects of the meeting were 
handled by K. G. Gillespie, general 
manager of Jenkins Wholesale Divi- 
sion; R. E. Matthews, Stromberg- 
Carlson district manager; Charles 
Eatough, sales manager of Kansas 
City’s FM station KMBC; and Jack 
Robertson, sales manager of Jenkins. 

Dan Truog & Clyde Nichols, Inc., 
residential engineering firm of Kansas 
City, have taken over a Chrysler Air- 
temp agency. They have offices at 
444 E. 63rd St. and an additional 
4,000 sq. ft. of floor space at 1023 
E. 63rd. 


NEW YORK 


Arthur F. Callahan, vice-president 
and general manager of the Times 
Appliance Co., Inc., of New York 
City, has announced three new ap- 
pointments within his firm. Mr. 
Callahan’s new assistant is Peter J. 
McCabe, a veteran of 27 years in the 
appliance field, the last 20 of them 


with Times Appliance Co., in various 
capacities. Milton E. Haas, until re. 
cently with the May Department 
Stores Co., has been made manager 
of refrigerator sales. And Bert J, 
Hardesty has left Frederick Loeser & 
Co. of Brooklyn to become manager 
of housewares and traffic appliance 
sales for Times Appliance. 

The Charles W. Robbins Co., New 
York City manufacturers’ represent: 
tive and distributors, have announced 
that they are no longer associated with 
the Viewtone Television and Radio 
Corp. 


NORTH CAROLINA 


North Carolina retailers recently 
got their most complete showing o 
the full General Electric line, and 
their first in five years. R. Walker 
Martin, president of Nash-Steele- 
Martin, G-E distributor in North 
Carolina, arranged for the exhibit to 
be held in the Southern Furniture 
Exposition Building at High Point, 
located in the center of the state. 


OHIO 


Newly elected officers of Cleveland's 
Elliott Electric Co., distributors since 
1913, are F. G. Allan, vice-president; 
R. L. Furry, secretary; and E.R 
Tozer, vice-president in charge a 
sales. 

(Continued on page 13) 


New Times Appliance Co. Appointments 


PETER J. McCABE 
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ALL THOSE IN FAVOR OF 


say: MOWITOR 


Do you dread wash day? Does the thought 

of standing up to iron make you backachy? 
Then read how Monitor home engineering 

has given Blue Monday a rosy complexion: 


item 1. A light-weight iron that changes from steam 
to “dry” at the flick of a finger. Irons anything from 
filmy rayon to heavy woolens, with so little effort 

or pressure, you can use it sitting down. 


Item 2. A washer, so small it can be tucked away 
in a corner of the kitchen or bathroom; yet washes 
faster and cleaner than big washers. 


item 3. An all-metal, warp-proof ironing board — 
legs adjustable for sitting or standing. 


Best news of all . . . the whole outfit costs less 
than you expect to pay for a washer 
alone. See it at your Monitor Dealer. 
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us’ 
Clem 
has ta 
buildin 
to Joe 
furnitu 
applian 
moved 
W. Ei 
oer 
Joe 
general 
A simple, general precept for success in the appliance field today can } 
is How 
be found in the words ‘‘MODERNIZE YOUR STORE.”’ ange 
applian 
Acco 
. ° e d 
An attractive store, with a fine display of merchandise, and an ample rs 
stock to draw on, is almost a guarantee of success to any dealer who has a. 
- 2 eqe An 
average or better merchandising ability. soli 
open 
But to modernize and stock a store requires either plenty of capital or : 
ray 
(and in most cases this is better) liberal wholesale financing. or 
credit 
places 
That’s what Commercial Credit offers the dealers who use any of the pa 
FIVE STAR plans...wholesale financing at low rates, liberal renewal 
privileges and a most effective insurance arrangement that covers your sell 
interest for the full wholesale invoice price, from the time you receive iri 
the merchandise to date of sale. ali 
a trem 
COMMERCIAL CREDIT CORPORATION | |. 
W. Pj 
. comple 
MORE THAN 300 OFFICES IN PRINCIPAL CITIES OF THE UNITED STATES AND CANADA 
Telephone, write, wire 
or visit your nearest 
Commercial Credit office 
for detailed information. 
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[MSTRIBUTOR NEWS | 








TENNESSEE 


Clemons Brothers Co., Chattanooga, 
has taken a long-term lease on a 
puilding at 618 Broad St. according 
to Joe Hoge, general manager of the 
furniture company. The wholesale 
appliance division of the firm will be 
moved from the Clemons store at 
Ww. Eighth and Chestnut Sts. to oc- 
cupy the basement and first floor of 
the Broad St. location. 


TEXAS 


Joe D. Millar has been appointed 
general manager ef the Crumpacker- 
Covington Co. in Houston, A. B. 
Covington has announced. The firm 
js Houston area distributor of L. & H. 
ranges, American kitchens and an 
appliance line. 

According to Fred Flato, president, 
the Edwin Flato Wholesale Co. at 305 
Velasco, Houston, is constructing a 
new $50,000 building to house offices 
and warehouse. It will provide 16,500 
sq. ft. of floor space. 

A new enterprise for Amarillo is 
Appliance Wholesale, which has 
opened at 100-04 Buchanan St. 


VIRGINIA 


Graybar Electric Co.’s president, 
A. H. Nicoll, states that T. F. O’Mal- 
ley is the new southeastern district 
credit manager at Richmond. He re- 
places J. H. Wendt, who now be- 
comes central Pacific district credit 
manager. 


WEST VIRGINIA 


The Bluefield Supply Co., Bluefield, 
is celebrating its 25th anniversary this 
year. Among its wholly owned sub- 
sidiaries is the Dixie Appliance Co., 
which has completed its first year of 
existence with a total of more than 
amillion dollars in sales, in a market 
where volume of merchandise offered 
atremendous problem to a new firm. 


WISCONSIN 


The State Distributing Co., 3500 
W. Pierce St., Milwaukee, recently 
completed remodeling of its. facilities, 





S. V. ABRAMSON 


«ccording to S.'V. Abramson, vice- 
oresident and general manager. All 
operations are now housed under one 
eof, with 90,000 sq. ft. of floor space 
available, 








My Hanlon Beach Cleaner 


> Wew Duplex 
” Suction att h 


Iver 
tage, 
Trelsbedelolel- Mm olobad| 


5 


/ { 44 : 
@ See it demonstrated at the q 
National Housewares Show 


in Philadelphia. 


: ; 










Double-action ridges (1) open rug nap, create high- 
velocity suction area. Free-floating brush (2) located 
right at suction area for greatest efficiency. Has rocking 
action that permits brush to adjust itself automatically 
to varying rug _ thick- 
nesses. 


New cleaner (left) being 
tested against prewar model (right) 





NOW FULLY APPROVED 


On November 19, 1946, the 


Kae. dil quieter, more powerful Hamilton 
Good Housekeeping Beach No. 26 Cleaner was ac- 
4s soveansee WF cepted for its cleaning from floor 


to ceiling by Good Housekeeping. 


HAMILTON BEACH 


Vacuum Cleaners 














Results: Dirt removed by new 
cleaner (left); prewar model (right) 
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FOR you! 


SWING-A-WAY CAN OPENER 


Swing-A-Way superiority has made it America's finest — 
and leading can opener. Double syncro-gears, three-way 
swing bracket, tempered disc-wheel cutter, positive lever 
lock, hardened bearings, safely turned edges, built-in no- 
spill bottle opener—these points give long trouble-free 
service and customer satisfaction. Also available in bright 
chrome finish— Model No. 707. 


A deluxe tool that gives “peutessional” super- 
= = keen edges on all cutlery—regular or hollow 

ga WAY ground. Patented angle-honing is the exclusive 
| san OPENER secret whereby both sides of blade are sharp- 
ened at the same time without scratching or 
marring. Wheels may be reversed for double 
life. Also available in bright chrome finish— 
Model No. 719. 


ht 


SWING-A-WAY 
JAR OPENER 


This handy unit opens screw or pry-up jar tops 
with a twist of the wrist. Tightens screw lids too 
for canning or storage. No more battered lids 
or mashed fingers. Also available in bright 
chrome finish— Model No. 710. 


‘ 
se 
as 
+4 
+ 
a 
a= 





SWING-A-AWAY Edgemaster 
Replacement Wheels No. 520 
Twin replacement wheels for 
Edgemaster sharpener are easily 
installed by user—keep a supply 
on hand. 


@ Striking green and black display cartons (packed one dozen per 
cose—12'2 pounds) ore eye cotchers. 





Visit our Show Space 600 for Mew Kitchen “Jools 


4 SWwinG-A-WaAy 


NATIONAL ADVERTISING SELLS THESE FAMOUS PRODUCTS 





SWING-A-WAY 
Edgemaster KNIFE SHARPENER 























The biggest national and localized ad campaign ever put behind such items 
sells Swing-A-Way from coast to coast. Leading magazines, Sunday “Buy- 
Lines’, counter displays and dealer ads produce quick sales, real profits. 


Su! ingA Way 


CAW OPENER 


<S 


© Packed in colorful display cartons — one and two dozen to the case 
(15% and 30 Ibs.) — Swing-A-Way sells on sight. 





e Bright yellow 
ond black display 
cartons (packed 
one dozen— 16 Ibs. 
—to the case) sell 
Edgemaster for 
every kitchen. 


THE KING OF KITCHEN TOOLS FOR THE QUEEN OF THE KITCHEN 


* STEEL PRODUCTS 
1439 Merchandise Mart, Chicago 54, Illinois 
‘ Canadian Address: P.O. Box 330 Port Credit, Ontario, Canada 





REG. U. S. PAT. OFF. 
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Edwards and Co. 


The development of markets for 
door chimes will be the primary re- 
sponsibility of William F. Rooney, new 
head of merchandise activity for Ed- 
wards and Co.,” Norwalk, Conn. 





W. F. ROONEY 


Prior to his appointment with Ed- 
wards he was associated with Syl- 
yania Electric Products, Inc. 


Sylvania Electric Products, Inc. 


Two war veterans were recently 
added to the lighting products division 
sales department of Sylvania Electric 
Products, Inc. They are W. H. 
Childs, Jr., who will supervise lamp 
sales service, and G. H. Mackenzie, 
new supervisor of the wiring device 
section of the sales service department. 
Prior to Army service, Mr. Childs 
was affiliated with RCA in various en- 








G. H. MACKENZIE 


gineering capacities and as a personnel 
assistant. Mr. Mackenzie was affili- 
ated with the sales force of the C. E. 
Pinkham Co. prior to service in the 
Navy. 

Stuart L. Parsons has been ap- 
Pointed chief engineer for the tung- 
sten and chemicals division of Syl- 
Yatia, according to John B. Merrill, 
Seferal manager of the division. 








NEW POSITIONS 





Coolerator Co. 


John H. Ganzer, associated with the 
Coolerator Co., Duluth, Minn., since 
1921, was recently named president of 
the concern following a meeting of 
He succeeds 


the board of directors. 


Eureka-Williams Corp. 


John B. Lanigan’ has been ap- 
pointed western sales manager of the 
Eureka division of the Eureka-Wil- 
liams Corp., it was announced re- 
cently by George T. Stevens, execu- 





JOHN H. GANZER 


the late William F. Arndt. Coolerator 
manufacturers home freezers and re- 
frigerators. 


Radio Corp. of America 


Kenneth B. Shaffer, formerly re- 
newal sales field representative for 
the RCA tube department in Cin- 
cinnati, has been transferred to the 
Harrison, N. J., headquarters where 
he will supervise the sale of parts to 
tube and parts distributors. He joined 
the E. T. Cunningham tube com- 
pany in 1926 and transferred to RCA 
when the companies consolidated. In 
1940 he was assigned to the Kansas 





K. B. SHAFFER 


City district as sales representative 
for tubes and instruments. A year 
later he transferred to Chicago to de- 
velop service and repair facilities for 
dealers. Four years later he re- 
turned to the tube department to han- 
dle tube, parts aud test equipment 
sales in Cleveland. 

New southern regional manager for 
the RCA Victor division is Elmer D. 
Eades, according to an announcement 
by Walter M. Norton, director of 
distribution. Mr. Eades _ succeeds 
W. L. Rothenberger, now renewal 
sales manager of the tube department. 
He was acting regional manager of 
the southern office from 1944 to 1946 
and is now completing 15 years with 
RCA. 
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J. B. LANIGAN 


tive vice-president. Prior to join- 
ing Eureka he was a merchandising 
and advertising executive with Time, 
Inc., and was previously associated 
with Hearst Magazines, Inc., as man- 
ager of Good Housekeeping’s Detroit 
office. He replaces O. H. Golberg, 
who has. resigned to enter his own 
manufacturing and distributing busi- 
ness in Tucson, Ariz., and El Paso, 
Texas. 


Wayne Home Equipment Co., Inc. 


Harry Files, formerly connected 
with Files Steam Specialties, Boston, 
has joined Wayne Home Equipment 





HARRY FILES 


Co., Inc., as manager of the New 
England sales division to handle de- 
tails of the Wayne Partnership Plan 
in six states, it was announced re- 
cently by B. G. Duer,” vice-president 
in charge of sales. Mr. Files at one 
time played professional football on 
the Boston Redskins. 


Majestic Radio & Television Corp. 


E. A. Tracey, president of Majestic 
Radio & Television Corp., recently an- 
nounced the formation of an interna- 
tional division and the appointment of 
Carlos V. del Mercado, radio sales 
manager, as its head. 


Roberts & Mander Corp. 


Roberts & Mander Corp., Hatboro, 
Pa., has announced the election of 
John H.. Emery as vice-president and 
sales manager. He was formerly 
manager of the New York office but 





JOHN EMERY 


has transferred his activities to Hat- 
boro to assume direction of the com- 
pany’s marketing and selling program. 
He succeeds R. S. Agee, who nas 
resigned to enter the manufacturers’ 
agency business. W. B. Eckenhoff 
continues as assistant sales director. 


Deepfreeze Division, 
Motor Products Corp. 


F. F. Duggan, Deepfreeze general 
sales manager, recently announced 
the appointment of Roland R. Hand 
as district sales manager for the 





ROLAND HAND 





B. G. SANDERSON 


New York area and B. G. Sanderson 
as regional sales manager in the 
western states. Mr. Sanderson re- 
cently represented an electric range 
manufacturer as West Coast sales 
manager and earlier was connected 
with utilitiés and other electrical man- 
ufacturers, 

Mr. Hand was for 17 years affiliated 
with a distributing organization. 
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Tex-Knit Burnproof 
Troning Board Gover 


Wins Lewis & Conger Annual Safety Award! 





Judged Outstanding for Promoting Greater Safety in the Home 


It’s mews of interest to you and your customers! The 
coveted 1946 Lewis & Conger National Safety Award has 
been presented to Tex-Knit BURNPROOF Ironing Cover! 


From hundreds of entries, a panel of experts judged this 
recently perfected cover ‘‘as most outstanding in promot- 
ing greater safety in the home.’ They judged Tex-Knit 
winner on three points: Its effectiveness in preventing a 
common cause of accidents in the home. Simplicity of use 
and application. Reasonable price so as to benefit the 
largest number of people. 


Naturally, Textile Mills is proud in winning the 
Award. We are happy, also, to share honors with U. S. 
Rubber Company, whose laboratories developed the 


TEXTILE MILLS COMPANY 


General Offices: 2637-69 West Polk St., Chicago 12, IIl. 
New York Office: 200 Fifth Avenue 


‘*Asbeston”’ fabric from which Tex-Knit BURNPROOF Covers 


are made. 


Moreover, the Safety Award adds another brilliant sales 


appeal to Tex-Knit’s many advantages . . . its burnproof 


feature . . . its long-run economy . . . its ironing ease. It 


is certain to reflect in greater sales and profits for every 
Tex-Knit dealer. 


Award on Display in our Booth at 
1947 HOUSEWARES SHOW Philadelphia 


Judges for the 1946 Award 


e 

a 

e 

* 

. Julien Elfenbein, Editor of House Furnishing Review 
e Richardson Wright, Editor of House & Garden 

: Eloise Davison, Director of the New York Herald- 
° Tribune Institute 
: Katherine Fisher, Director of the Good Housekeeping 
° Institute 
$ Ned H. Dearborn, President of the National Safety 
+ Council 
. 
* 
* 
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Tuttle & Kitt, Inc. 


The appointment of three new vice- 
presidents, made advisable by recent 
expansions, has been announced by 
W. R. Tuttle, president of Tuttle & 
Kift, Inc. ‘ 

H. F. Bond has been named vice 
president in charge of sales. He was 
formerly assistant to the president of 
Ferro Enamel Corp., Cleveland, of 
which Tuttle & Kift is a subsidiary. 
He has been associated with the 
parent company in charge of new 
products and new market develop- 
ments. 

Also promoted to vice-presidents 





H. F, BOND 


«were George W. Wallace, assistant 


secretary and comptroller of Ferro 
Enamel, and R.° P. Blodgett, now 
vice-president in charge of manufac- 
turing, and formerly chief engineer, 
assistant to the president, and works 
manager, 


Noma Electric Corp. 


Cecil M. Dunn, general sales man- 
ager of the Estate-Heatrola,.a divi- 
sion of Noma Electric Corp., recently 





E. E. McEWAN 


announced the appointment of E. E. 
McEwan as eastern sales manager. 
Mr. McEwan spent four years in the 
AAF, prior to which he was appli- 
ance sales manager in New York 
for the Frigidaire Division of General 
Motors, an organization with which 
he spent 15 years. 


Carrier Corp. 


The appointment of John F. Ches- 
ter as director of public relations of 
Carrier Corp. has been announced 
by Cloud Wampler, president. Mr. 
Chester has been general business 
editor of the Associated Press in New 
York since 1945, when he returned 
to the United States after two years 
48 a correspondent in the Near East, 
Italy and France. 








NEW POSITIONS 





Bendix Home Appliances, Inc. 


Miss Margaret B. Doughty, former 
head of the household equipment de- 
partment of Washington State Col- 
lege, has been appointed director of 
the Bendix Home Laundry Institute, 
the company announced recently. She 





MARGARET DOUGHTY’ 


> 


is a member of the American Home 
Economics Association and _ the 
American.: Dietetics Association. She 
had previously held positions as dieti- 
cian with the Michael-Reese Hos- 
pital, Chicago, and home economist 
for the Carolina. Sales Corp. and 
Graybar Electric Co. 


Aero Needle Co. 


E. J. Conlon has been named di- 
rector of advertising and sales pro- 
motion for the Aero Needle Co., Chi- 
cago, according to a recent an- 
nouncement. 


Electromaster, Inc. 


The electric range and water heater 
firm of Electromaster, Inc., has a 
new home service director in Miss 
Dorothy Clure, according to Gerald 
Hulett, vice-president. Miss Clure, 
formerly home economist with Com- 





DOROTHY CLURE 


monwealth Edison and the Evaporated 
Milk Assn., will be in direct charge 
of the Nancy Pepper Test Kitchen in 
the firm’s new plant in Mt. Clemens, 
Mich. 


Galvin Mfg. Corp. 


New plant superintendent for the 
Galvin Mfg. Corp. 
Motorola home and car radios, is 
G. A. Godwin. Mr. Godwin was for- 
merly assistant plant manager of the 
Milton Bradley Co., ~ Springfield, 
Mass. 


makers of ~ 





New Maytag Regional Managers 


RALPH SINK 


Maytag Co. 


The Maytag Co., Newton, Iowa, 
recently announced the appointments 
of three new regional managers. 

The southeastern New York terri- 
tory has been assigned to John C. 
Maynard, who recently completed in- 
tensive training in the company’s sales 
and service division. He served in 
the Navy during the war and prior 
to that was engaged in sales work in 
Des Moines and Meriden, Conn. 

Ralph J. Sink has been promoted 
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J. ©. MAYNARD 





LOUIS WAGNER 


to regional manager of the greater 
New York area under the Newark 
branch of which Charles B. Mason 
is manag§r. He served as a regional 
manager in the Kansas City branch 
for several years. He began with 
the company as a retail salesman. 

Louis Wagner has taken charge in 
27 counties in west and northwest 
Missouri. He was a regional manager 
in the Kansas City branch before the 
war. Before joining Maytag he 
worked for a number of Kansas 
appliance firms. 


Iceberg Refrigerated Locker 


. Systems, Inc. 


Fred C. Margolf, until recently man- 


ager of the home laundry sales divi- 
sion Of Hotpoint, Inc., has been named 
general manager ‘of Iceberg Refrig- 
erated Locker Systems, Inc., accord- 
ing to an announcement by Ross R. 


Smith, president. 
New service engineer for Iceberg 


Refrigerated Locker Systems, Inc., 


New York, is Richard M. Humphrey, 
according to a recent announcement by 
Ross R. Smith, president. Mr. Hum- 
phrey has been in charge of refrigera- 





F. C. MARGOLF 


tion installation and service since 1928 
for the Kelvinator Sales Corp., War- 
ren-Norge Corp., and Rex Cole, Inc. 
He will work directly under Jack 
Barger, service manager. 


Domestic Sewing Machine Co., 
Inc. 


New district manager in the New 


England district for the Domestic 


Sewing Machine Co., Inc., is Earl M. 
Plant, according to an announcement 





EARL M. PLANT 


by C. A. Lange, sales manager. Mr. 
Plant, who will cover all distributors 
on the Eastern Seaboard, was formerly 
connected with the Virginia Elec- 
tric « Power Co. 


National Union Radio Corp. 


Important recent officer changes in 
the National Union Radio Corp., New- 
ark, N. J. include the election of C. 
Russell Feldmann, former president, to 
the chairmanship of the board of direc- 
tors. Kenneth C. Meinken, former 
assistant to the president, succeeds 
to the office of president. Other cor- 
poration officers elected are Winfield 
H. Carey, formerly chief accountant, 
to treasurer, and Jerome V. Deevy, 
former assistant secretary, to the posi- 
tion of secretary. 
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Exclusive New 


Makes this PREMIER Susie than Sun 
to Demonstrate... to { 
DOTTED 
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Think of it... No Hand Knob to Turn, no Foot Enjoy ba 
Lever to Adjust! Ends stooping...ends guesswork! : 
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You know, from years of selling experience, But now Premier tops all this. Tops it with an m 
how Premier's three-way Vibra-Sweep Action exclusive new selling feature that makes _. it's one of the new >) ds 
vibrates the rug on a cushion of air—to bring Premier Duplex “12” the easiest Premier in the howe te ot Le 
even hidden, ground-in grit to the surface and appliance history to demonstrate and sell. PREMIER ~ = © 
remove it. It’s the new, Premier Matho-Matic Nozzle iit puspmgrarenl ae 
- . rust ier to bring you the latest improvements in vacuum 
You know, also, about Premier's other out- that “takes the measure” and adjusts auto- at Beep eoetyerteer in censote = 
standing selling features—that have made _ matically to any rug—thick or thin! No hand i hn ay rg Sacks Cone se the hand knobs poo 
° o you ig tO adjust as you L 
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The secret of Premier's superior cleaning efficiency is its OUP, Ex 
Vibra-Sweep Action. Thorough, safe—this three-way action 
vibrates the rug on a cushion of air bringing even hidden 
grit to the surface and removing it. And be sure to stress its 
2-Speed Motor, Vibra-Sweep Brush, Finger-Tip Switch, 
Dirt-Finding Search-Lite, Full-Opening Bag. It’s the greatest 
combination of features in Premier's 36-year history. 


~\ The NEW 


ZZ PREMIER | 
at PLEX‘'12'72 


PREMIER VACUUM CLEANER DIVISION 
GENERAL ELECTRIC COMPANY 
CLEVELAND 10, OHIO 
























The full advertising power of great National magazines is 
helping to sell Premier’s new NO STOOPING feature. Good 
Housekeeping, American Weekly, Ladies’ Home Journal, 
Better Homes & Gardens, Saturday Evening Post, Farm 
Journal, What's New in Home Economics — these are piling 
up many thousands of sales messages in your community. 
They are paving the way for easy sales. Ask your Premier 
Distributor about tie-in sales helps. 
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NEW POSITIONS 





| 


Garod Radio Corp. 


Paul B. Rofield has joined the sales 
department of the Garod Radio Corp., 
Brooklyn, N. Y., according to a recent 
smnouncement by Lou Silver, sales 





P. B. ROFIELD 


manager. In addition to assisting Mr. 
Silver, Mr. Rofield will serve in a 
sles promotional capacity. He was 
recently sales promotion manager for 
a manufacturer of radio receivers. 


Tele-tone Radio Corp. 


Tele-tone Radio Corp.’s vice-presi- 
dent in charge of sales and advertising, 
John S. Mills, has announced the ap- 
pintment of Mort Gellard as sales 
representative for the firm in Pennsyl- 





/DISING 















MORT GELLARD 


Vania, Delaware and southern New 
Jetsey. Mr. Gellard was formerly sales 
Manager of the radio and television 
departments of Raymond Rosen & Co., 
Philadelphia distributors. 


Westinghouse Electric Corp. 


The appointment of A. Carl Bredahl 
% manager of the Better Homes De- 
partment of Westinghouse has been 
revealed by J. M. McKibbin, assistant 
to the vice-president. Mr. Bredahl has 
ten technical director of the depart- 
ment for the past two years and has 

active in promoting better home 
dectrification. He is the author of the 
Westinghouse Home Wiring Hand- 
book. Prior to joining the company 
m 1943 he spent nine years as chief 
ofthe mechanical-electrical-utilities di- 
Vision of the Federal Public Housing 
. rity. 





National Enameling and 
Stamping Co. 


E. G. Gardner, vice-president in 
charge of manufacturing of the Na- 
tional Enameling and Stamping Co., 





MARY E. BROKAW 


has announced the appointment of Miss 
Mary E. Brokaw as home economist. 
She will direct the activities of the 
newly remodeled NESCO test kitch- 
ens and in addition will work with 
the research and engineering depart- 
ments to develop new products. 


Moe Brothers Mfg. Co. 


Albert O. Grotenhuis was recently 
appointed district merchandiser by 
Moe Brothers Manufacturing Co., 
Fort Atkinson, Wis., to cover the 





A. G. GROTENHUIS 


states of Wisconsin, Illinois, Indiana, 
Ohio, and Michigan with headquar- 
ters in Chicago. He was formerly 
associated with the A. C. Nielsen Co., 
market research organization. 


Graybar Electric Co. 


C. H. McClean has been named 
a director of Graybar Electric Co., 
according to a recent announcement 
by “A. H. Nicoll, president. In his 
34 years: with the company, Mr. Mc- 
Clean has successively been credit 
manager and district manager in Kan- 
sas City and since June, 1946, has 
been district manager at Minneapolis. 
He was at various times president of 
the Kansas City Assn. of Credit Men, 
president of the Electric and Radio 
Assn. of Kansas City, and a member 
of the board of governors of the Ad- 
vertising Club of Kansas City. 
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Be Prepared 
for « BIG SURPRISE 


’ 


There'll be sights worth seeing at the House- 
wares Show and plenty—plus a BIG SURPRISE 
at Premier Booth No. 1204. 


Be sure to visit us. The Premier advertising 
and sales promotion budget is the largest in 
Premier’s 36-year history. Nothing has been 
left undone to make it easier than ever to sell 
Premier. We'll be seeing you. 


LE Cb Liakby 


CRUD. (al) Gna 
€.A. Ch) bfamala 


ADVERTISING MANAGER 


PREMIER VACUUM CLEANER DIVISION 


General Electric Compe e Cleveland 10, Ohio 





NATIONAL PRESSURE COOKER CO. 


Visit US... 


AT THE HOUSEWARES SHOW 
BOOTH 634-636 
April 27-May 2 








Philadelphia 
Dreslo 


COOKER 








The “hottest” item... 
and the greatest dollar volume producer 
in the housewares field! 


NATIONAL PRESSURE COOKER COMPANY WORLD'S LARGEST MANUFACTURERS OF PRESSURE COOKERS AND CANNERS 
GENERAL OFFICES AND FACTORY: Eau Claire: Wis. * BRANCH FACTORIES: Menomonie, Wis.; Los Angeles, Calif.; Wallaceburg, Ont., Canada 
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H Ee es NATIONAL PRESSURE 
COOKER COMPANY 


PRESENTS 


Dieslo COOKER 


066. v8. Pat. OFF. MODEL 60" 


Diislo COOKER 


MODEL ‘40° 








PRESSURE COOKER 
No. 7 
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PHILADELPHIA SHOW APPLIANCE PREVIEW 





TELECHRON Clock 


Warren Telechron Co., Ashland, Mass. 
Device: New luminous Telalarm Jr. 
Selling Features: Entire clock, case as 

well as face glows in dark; does 

double duty as “night light;” in 
daytime it is an ivory-colored plas- 
tic case; control-a-tone alarm can 
be regulated low or loud and rings 
until sleeper awakes and turns off; 
self-starting synchronous motor. 

Electrical Merchandising, April 15, 
1947, 




















ESTATE Range and Home 
Freezer 
Estate-Heatrola Div., Noma Electric 
Corp., 55 W. 13th St., New York, 11, N.Y. 


Device: “Companion Model” home 
freezer to fit modern kitchen as a 
companion piece to Estate range 


which includes “Defrost-All” fea- 


ture, 
Selling Features: “Companion” freez- 














PAGE 2? 


Many of these appliances will be seen for the first time at the 


National Housewares and Major Appliance Show. 


er, 6 cu. ft. capacity, insulated so it 
can be placed along side Estate 
range and designed to match range. 
Estate range features “Defrost-All” 
which utilizes a separate heating 
element in meat oven and a spe- 
cially designed heat circulating sys- 
tem by which a warm breeze is 
“wrapped around frozen food, speed- 
ing up the thawing-out - process. 
Other features included in range 
include a divided top; oven win- 
dow; oven light; Bar-B-Kewer; 
griddle; deepwell cooker; 2 scav- 
enger pans; 2 drawers; 2 con- 
venience outlets; thermostat; tell- 
tale lights; selector switch; clock 
and timer; Deluxe lamp; minute 
minder. 


Electrical Merchandising, April 15, 


1947. 








G-E Ranges 


General Electric Co., Appliance & 
Merchandise Div., Bridgeport, 2, Conn. 


Models: 3-1947 ranges—Stratoliner, 


Airliner, Leader and Studio. 


Selling Features: Super-speed range, 


Stratoliner equipped with built-in 
aluminum Ekco pressure cooker in 
the deepwell position, which in other 
ranges is used for non-pressure 
cooking only; reduces cooking time 
for most vegetables to a matter of 
a few minutes, and an entire meal 
of meat and vegetables in less than 
an hour; pressure cooker utensil 
may also be used on surface unit, 
and when simple flat lid is substi- 
tuted for pressure lid it serves as a 
conventional thrift cooker for nor- 
mal cooking. In addition the deep- 
well arrangement has a 5-speed, 
1250-watt Calrod unit in the bot- 
tom of the well which can be raised 
to surface making a fourth high- 
speed surface unit. 

Other features of the Stratoliner in- 
clude a Calrod broiler unit widened 
75% increasing its wattage to 4200 
watts; baking speed is also increased 
by raising the lower 3000-watt Cal- 
rod unit to the center of the large 
oven; a new removable aluminum 
oven floor fastened to lower bake 
unit speeds up oven and eliminates 














hands and knees cleaning of spill- 
overs. 

Tel-A-Cook lights change from one 
color to another as switches are 
turned, telling at a glance what’s 
cooking, at what speed, on what 
unit; interval timer signals end of 
cooking operation from 1 to 
min.; oven minder turns on and off 
automatically; removable, washable 
no-stain oven vent; 2 appliance out- 
lets, one controlled by oven minder ; 
built-in 24 in. fluorescent lamp, a 
warming oven and 2 large storage 
drawers. 


Airliner and Leader 


Both Airliner and Leader are 37 
in wide; equipped with 6-qt. thrift 
cooker stepped up to 1250 to make 
them in effect a fourth surface 
unit in speed. Airliner has 2 stor- 
age drawers similar to Stratoliner; 
Leader has a tilt-out storage bin. 
Both models have fyll size ovens 
equipped with Calrod bake unit, 
an open-coil broiler unit with in- 
creased power; Airliner has oven 
timer, streamlined lamp on back- 
splasher. . 





Studio Range 


Studio range is only 20 in. wide; 
designed especially for small apart- 

. ment house kitchens; equipped with 
full size oven, Calrod bake unit, 
an open-coil broiler unit; 3 high- 
speed, 5-heat Calrod surface units. 

a Merchandising, April 15, 
1947. 
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LUMINAIRE Conditioners 


Parlong Airconditioning Corp. of 
Washington, D. C. 


Device: Luminaire, combination fluor- 
esent lighting fixture and air condi- 
tioning unit. 


Selling Features: Fluorescent lighting 
fixture combined with air-condi- 
tioner may also have a Westing- 
house Sterilamp added; conditioner 
easy to install, simply connects into 
convenient water and drain connec- 
tions and plugs into electric outlet; 











can be installed in single or multiple 
units; insulated dome contains air 
inlet and outlet louvres, 1/50 hop. 
fan motor requires no oiling; 2 
heavy-duty switches operate both 
air-conditioner and lighting units; 
69 in. high, 23 in. diam.; uses Freon 
refrigerant; cools up to 450 sq. ft 
floor area regardless of ceiling 
height. 


Air Conditioning Unit 


Insulated base assembly houses 
automatic hermetic condensing untt; 
4 h.p. motor, controls etc.; de 
humidifies, cools, circulates air by 
thermostatic control; low velocity 
air movement increases cooling and 
air-cleaning and eliminates drafts; 
can remove moisture from air at 
rate of 5 gal. every 24 hrs at 90 deg. 

Poa Merchandising, April 15, 
1947. 
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TIP TOE Iron 


The Yale & Towne Mfg. Co., Empire 
State Bldg., New York City, N. Y. 
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Device: Tip Toe automatic iron. 
Selling Features: Two soleplates, each 
with cast-in heating element (extra 
large—very small) ; hinged toe sec- 
tion provides 2-irons-in-one toe can 
be used as separate, small iron for 
expert finishing of ruffles, gathers, 
etc.; total soleplate area covers 29.4 
sq. in.—toe+ 6.28 and the balance 
23.17 sq. in. ; 1000 watt tubular heat- 
ing elements cast into both sections 
of soleplate, and curved and bent 
to provide even distribution of heat 
to all parts of dual soleplate; easily- 
read and set dial-and-pointer under 
handle at rear regulates thermosta- 
tic control and provides temperature 
settings for rayons, silk, cotton, wool 
and linen; weighs 3 Ibs. 2 oz.; cool 
handle is insulated from heat of 
ironing portion by cooling deck 
which lies over bonnet of iron to 
baffle rising heat; permanently at- 
tached cord rides on sunken shaft- 
type connector which permits an 180 
deg. play right or left, making it 
easy to use for right or left-handed 
operator. 


Electrical 
1947. 


Merchandising, 


April 15, 





SESSIONS Clocks 
The Sessions Clock Co., 


Forestville, Conn. 
Models: No. 458M, 453D, 456D, 454D, 
461D and 451D, table or mantel 


models, 


Selling Features: Model 458M, ma- 
hogany mantel clock with black 
base, metal dial, raised numerals; 


12 in. long, 6 in. high; desk clock 





No. 453D, mahogany case with 
birdseye maple veneer front; metal 
dial; 44 in. wide, 52 in. high. 

No. "456D, ships wheel desk model, 
mahogany case; polished brass 
spindles ; 6in. wide, 74 in. high; 
4 in. metal dial. 








No. 454D; mahogany wood case 
with fluted base; 44 in. wide, 43 
in. high: 34 in. dial. 

No. 461D, ivory plastic molded case 
with 32 in. metal dial; 54 in. wide. 
4 in. high. 



















ELECTR 





No. 451D, ivory plastic desk clock, 

34 in. metal dial; 7% in. wide, 

44 in. high. 

All models equipped with selfi-start- 

ing electric time movement. 
Electrical Merchandising, April 15, 

1947, 





DOMINION Waffie Irons 


Dominion Electrical Mfg. Inc., 
Mansfield, O. 


Device: No. 1302 “Modern Mode” 
waffle irons. 1301 automatic; 1350 
twin and 1351 twin automatic. 


Selling Features: No. 1302 full size 
4 in. aluminum grids; triple read- 
ing indicator shows when iron is 
ready for baking, also whether too 
hot or too cold; modern design, 
chromium plated; walnut handles; 
can be used on 110-125 volts d.c.: 
or 110-125 25 to 150 cycle a.c. 

No. 1301 equipped with automatic 
regulator for light, medium or dark 
waffles; indicator light glows when 
iron is connected and goes out when 
iron is ready for baking and glows 
again when waffle is baked, avail- 
able only on a.c. 

No. 1350 twin waffle iron, square 
in design; each iron has triple read- 
ing heat indicator; can be used on 
ac. or dc. 

No. 1351 twin automatic bakes 

- 2 plate size waffles at a time; auto- 
matic regulators can be set at light, 
medium or dark; indicator light 
glows when connected to current, 
goes ‘out when ready for baking and 
glows again when waffles are baked 
—each iron has its own automatic 


control . . . a.c. only. 
Electrical Merchandising, April 15, 
1947. 





ELECTRICAL MERCHANDISING—APRIL 15, 1947 


APPLIANCE 


PRODUCTS 


FREEZ-PAK Refrigerator 
Freez-Pak Corp., Royersford, Pa. 


Device: 24 cu. ft. portable refrigerator 


for use in home bars, hotel rooms, 
offices, resort cottages, nurseries, 
etc. 


Selling Features: Weighs only 55 Ibs; ° 


has an 11 Ib. ice capacity; or 8 ice- 
trays; operates on a.c. or d.c.; re- 
quires no defrosting because of 








standard cold-plate; equipped with 
open-type, direct-drive, fan cooled 
unit with flexible tubing to minimize 
servicing and installation; aluminum 
inner and outer shell sprayed with 
plastic enamel; 2-in Fiberglas in- 
sulation; Ranco control; nickel- 
plate shelves; 22 in. high, 28 in. long, 
16 in. deep. 

Electrical Merchandising, 
1947, 


April 15, 
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WESTINGHOUSE Toaster 


Westinghouse Electric Co., Monsfield, O. 


Device: Model TT-72 low-cost turn- 
over toaster. 

Selling Features: Toasts 2 slices bread 
automatically turning them when 
trays are lowered; 115 volts, a.c. 
or d.c.; 450 watt element ; detach- 
able cord; fluted black plastic base; 
tarnish-proof chrome finish. 

Electrical Merchandising, April 15, 
1947, 
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LAUNDRY MASTER Iron 


Haines Mfg. Corp., 4754 N. Clark St. 
Chieago, 40, Ill. 


Model: 32 volt Laundry Master iron, 
No. 333. 

Selling Features: Draws only 400 
watts; weighs 4 Ibs.; complete with 
heavy duty cord, 

Electrical Merchandising, April 15, 
1947, 











HYGEATOR Incinerator 
Hygeator Corp., Buffalo, N. Y. 


Device: Hygeator portable incinerator. 


Selling Features: Operated on pat- 
ented down-draft principle; 2-bushel 
capacity; uses very little fuel ; com- 
pletely odorless; 20 in. ‘Square, 32 
in. high; for installation i in kitchens, 


basements or service rooms; white 
or red enamel finish. 
April 15, 


Electrical Merchandising, 
1947. ’ 


SILEX Coffee Maker 
The Silex Co., Hartford 2, Conn. 


Model: “Saratoga” electric glass cof- 
fee maker 

Selling Features: New “pop-up” 
handle removes upper bowl with 
slight thumb pressure; decorative 





clip conceals screw heads; equipped 
with polished chromium — plated 
upper bowl cover, lower bow! deco- 
ration, decanter cover and self-tim- 
ing stove with anyheet control; 
“pop-up” handle, neck collar and 
stove base in white moldex; 7 cup 
capacity. 

“Aiken” non-electric model has 
“pop-up” handle feature, decorative 
clip; platinum line in glass bowls; 
moldex upper bowl cover, collar and 
handle; 8-cup capacity. 


Electrical Merchandising, April 15, 
1947. 

















UNIVERSAL Iron 
sea a Frary & Clark, New Britain, Conn. 


Universal Beam-O-Lite iron 

No. EA 1203. 

Selling Features: Equipped with a 
headlight protected by chrome plated 
grill built into plastic hollow handle; 
air vents guard against rising heat ; 
automatic with “Hand-I-Set” fabric 
dial; oversize aluminum soleplate 
with chromium ‘surface; cast-in 
lifetime element, 1000 watts, a.c. 
only, 110-120 volts; weighs 2 Ibs. 
including built-in cord. ” 


Electrical Merchandising, April 15, 
1947, 
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greater values... 
CHIME combines all to help you 


build volume sales! 
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ideas 
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New engineering features . . . new 


style trends . . 


. new tonal excel- 
popular prices... 
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The VANGUARD is available in 
2-tube and 3-tube models 





Booth No. 263 
National Housewares Show 
Philadel phia 
April 27-May 2 
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119 SOUTH JEFFERSON ST 


CHICAGO 6, ILLINOIS 
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G-E Water Heaters 


General Electric Co., Bridgeport 2, Conn. 


Device: New water heaters ranging 


from 15 to 82 gal. capacity. 


Selling Features: “Heat-wrap Calrod” 


unit consisting of one, two or three 
ribbons of Calrod encircle tank and 
are held tight against surface by 
stainless steel channels, thus tank 
itself is used to conduct heat to 
water ... unit may be placed closer 
to bottom of tank for maximum de- 
livery of hot water; no scaling or 
corrasion of unit; heaters can be 
equipped with special magnesium 
alloy tube to set up electrolytic’ ac- 
tion similar to that which occurs in 
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ordinary wet-cell battery, reducing 
corrosion of galvanized tanks in soft- 
water areas; insulation with 3-in. 
blanket of glass wool; cold-water 
baffle across inlet minimizes mixing 
of income cold water with hot water 
of tank; heat trap in outlet prevents 
wasteful circulation of hot water 
through pipes when faucets are not 
turned on; automatic “brain” main- 
tains uniform water temperature at 
all times; a 30-gal. _ rectangular,, 
table-top model for kitchen or laun- 
dry counter; all other models are 
round, height reduced several inches 
over 1946 models. Galvanized tank 
models: 15 and 30 gal. (round and 
tabletop) 40, 52, 66 and 82 gal.; with 
monel tanks: 30, 40, 50 and 80 gal. 


Electrical Merchandising, April 15, 
1947, 
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BABEEZ Food Warmer 
Brubaker-Ugrin, Beverly Hills, Calif. 


Device: “Babeez” curb service food 


warmer. 


Selling Features: Bracket attaches to 


steering column of car; flexible 
pene slides under clamping plate 


column ; large hold- 
ing pegs ~ B it firm; forked end 


of wire attaches to ammeter con- 
nection of terminal on back of car 
instrument board that has battery 
voltage; 2 in. of water is added to 
cup and bottle or can of food is in. 
serted into cup. 

Electrical Merchandising, April 15, 
1947. 





DOMINION Sandwich 
Toasters 


Dominion Electrical Mfg. Inc., 
Mansfield, O. 


Models: “Modern Mode” No. 1201 
automatic and 1202 non-automatic 
sandwich toasters; No. 1208 com- 
bination toaster-waffler, 

Selling Features: No. 1201, frys, grills 
and toasts, automatic feature keeps 
toaster at uniform heat and prevents 
overheating, but is primarily used to 
control heat when waffle grids are 
being used; toasts 2 sandwiches at 

a time; 2 or.3 slices can be used in 
pe sandwich ; by using No. 5011- 
AS grids waffles can be baked; a.c. 
only ; wherf top grid rests back» there 
are 2 large-frying surfaces available; 
chrome plated; walnut handles. 

No. 1 toaster, same as above, 
only non-automatic for use on ac. 
or d.c. 

No. 1208 combination sandwich 
toaster and waffle iron has triple 
reading heat indicator to show 
proper cooking temperature; comes 
with heavy removable steel grids 
88x58; 600-watt special element; 
can be used on a.c. or d.c., chrome 
plated finish with walnut handles. 

Electrical Merchandising, April 15, 
1947. 











ENSIGN Iron 


Industrial Tool & Die Works, Inca 
2824 University Ave., S. E., 
Minneapolis 14, Minn. 


Device: Ensign iron model No. 14. 


Selling Features: New type sole plate 
—extra large ironing surface 
out added weight; special aluminum 
alloy for even heat distribution; 
rounded corners permit back s 
ironing; grip-formed plastic handle 
molded to fit hand; adjustable heat 
control; improved element, 1, 
watts, a.c. only; weighs 3 Ibs. 3 02; 
permanently attached cord. 


=< Merchandising, April 15, 
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FEATHERLINE Travel Iron 


Featherline Corp., 299 Madison Ave., 
New York, N. Y. 

Device: “Featherline Traveler” No. 
101 full size travel iron. 

Selling Features: Weighs less than 2 
lbs.; ironing surface 264 sq. in.; may 
be used anywhere on 110-120 volt 
current, a.c-d.c.; 500 watts, pol- 
ished aluminum ; folding handle per-- 
mits easy storage and carrying; 
suede felt case. 

Electrical Merchandising, 
1947. 


April 15, 














MIRACLE Food Mixer 


Miracle Mfg. Co., 36 S. State St., 
Chicago, Ill. 


Device: Miracle portable food mixer. 
Selling Features: Less than 2% in. 
thick, stores easily in small drawer ; 
weighs only 3 Ibs.; can be used for 
on-the-spot mixing during actual 
cooking process; mixes, beats, stirs, 
mashes and whips; 5-speed gover- 
nor controlled motor; thumb-touch 
control; stainless steel beaters drop 
out by touching release lever for 
cleaning. 


Electrical Merchandising, April 15, 
1947. 














HAMILTON BEACH Cleaner 
Hamilton Beach Co., Racine, Wis. 


Device: Hamilton Beach No. 26 cyl- 
inder type cleaner. 

Selling Features: Double action floor 
nozzle designed to get embedded dirt 
and clinging litter, patented full- 









NEW PRODUCTS 


APPLIANCE 


floating brush to losen dirt; double 
action suction ridges to open nap 
and create high-velocity suction area 
to sweep up grit; duplex suction 
unit has 2-stage 6-blade fans driven 
by an extra-powered H-B motor in 
combination with an 8-blade baffle 
and the Vacuumator which creates 
a high velocity cleaning suction; 
other features include sealed dust 
bag with ample filtering surface fil- 
ter or germ trap with easily re- 
moved and replaced filter cloth at- 
tached to steel ring; attachments 
include swivel floor and wall brush; 
radiator tool; extension tubes; hose, 
upholstery nozzle utility brush gas 
dispenser, sprayer and expello crys- 
tals; 4-wheel carriage locks front 
wheels in place to clean stairways, 
etc. 
Electrical 


1947 


Merchandising, 15, 
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YOUNGSTOWN Cabinets 


Kitchen Div. Mullin Mfg. 
Corp., Warren, 


Youngstown 


Device: New development in sound 
insulation known as “pressed panel 
sound deadening”, removes any pos- 
sibility of metallic noise; inner steel 
panel is depressed so the surface of 
panel meets that of outer panel and 
between the two a sound insulation 
is placed, producing a strong lamin- 
ated structure. 

Electrical Merchandising, 
1947. 


April 15, 








G-E Clock 
General Electric Co., Bridgeport 2, Conn. 


Model: 
Selling Features: 


Beau Alarm. 


Measures only 34 
in. diam; silent-self-starting per- 
formance; sealed-in-oil mechanism; 
strong buzzer alarm; plastic case 
of mottled mahogany, light gray 
dial, brown numerals and hands. 


Electrical Merchandising, April 15, 
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NATIONAL PROMOTION 


MARKET NOT SATURATED 
Unlike many other appliance me f At 


the market 


EXPERIENCED MANUFACTURER 


+ 


ee | j itors 


e al tore 


PLENTY OF FEATURES 


947 Chest Model 12 1 Tapacity 
per 
ire FREEZ } 
etc. Also 18 cubic ft. cay ty Upright M 
A REMARKABLE VALU 
With HARDER-Freez you offer the 


HARDER-Fr 


yyrite 


Chest Model —12 cu. ft. 





Tyler is going places in the home 
freezer field. Dealerships are available in many cities 
and towns. It will pay you to get complete 
tion on the new Harder-Freez 
Home Locker today. 


Upright 
Model — 
18 cu. ft. 


Niles, Michigan 
Freez. 


NAME 


informa- 





WRITE TYLER TODAY! 


TYLER FIXTURE CORP., Dept. EM-4, 


Rush dealer information on HARDER- 





ADDRESS __ 


TYLER FIXTURE CORPORATION, NILES, 


MICHIGAN 
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SETH THOMAS Clock 


Seth Thomas Clocks Div. General Time 
Instrument Corp., Thomaston, Conn. 


Model: Carlisle. 

Selling Features: Modern design, 
black plastic ends, polished brass 
base; crystal clear plastic front 
superimposed over dial and extends 
back over top; brushed brass dial 
with black numerals; black hands 
with brass decoration; 44 in. high, 
5 in. wide; 24 in. deep. 

Electrical Merchandising, April 15, 
1947, 

















MOTIONAIR Air Circulator 


Motionair Inc., Dept. EM 3321 E. Slauson 
Bivd., Los Angeles 11, Calif. 


Device: Motionair indirect air circu- 
lators. 

Selling Features: Designed to project 
a column of air drawn from floor 
level and directed toward ceiling 
with sufficient velocity to produce 
correct amount of air turbulence; 
operates on principle to keep air 
in room in motion without creating 
drafts; made of diecast aluminum: 
easily transported from room to 
room with handle cast into top of 
frame; 12 in. blade is propelled 
by 1/15 h.p. motor; 2-speed switch 
permits heavy drive to establish 
circulation and quiet half-speed drive 
for constant comfortable air motion; 
usable in summer or winter: De- 
luxe model weighs 20 Ibs. 

Electrical Merchandising, April 15, 
1947. 




















G-E Freezer 


; General Electric Co., Appliance & 
Merchandise Dept., Bridgeport, 2, Conn. 


Model: No. NA-8 chest-type freezer, 
Selling Features: 8-cu. ft. freezer 
holds 280 Ibs. assorted frozen food; 
freezing storage space 394 in. long, 
173 in. wide, 20 in. deep; equipped 
with 4 removable wire baskets, 


PAGE 26 


ELECTR 





APPLIANCE 


NEW PRODUCTS 


one with small thermometer; 2 
shelves built into left side increases 
freezing area so that 35 lbs. food 
can be frozen at one time; warning 
light burns continuously unless cur- 
rent goes off or temperature rises; 
metal cabinet, rounded corners; 
glass wool insulation for main- 
taining zero or less temperature; 
counterbalanced lid; interior light 
automatically turns on when lid is 
raised; uses ‘same hermetically 
sealed unit as G-E refrigerators. 


Electrical Merchandising, April 15, 


1947. 
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INDUSTRIAL TOOL Clocks 


Industrial Tool & Die Works, Inc., 
2824 University Ave., S. E., 
Minneapolis 14, Minn. 


Models: MC-800, “Librarian”; MC- 


875 “Guardian” and MC-850 “Treas- 





Selling Features: Librarian of simu- 


lated mahogany or walnut finish 
with heavy metal case designed for 
table, radio, desk or fireplace; syn- 
chronous, self-starting; 110 volts, 
60 cycle a.c.; unbreakable crystal; 
easy-to-read dial. 








Guardian steel case lacquered in 
blue, burnt amber, yellow or black 
with gold lacquered bezel, for table, 
mantel or desk. 

Treasure steel lacquered in blue, 
burnt amber, yellow or black with 
gold bezel; all models. 


Electrical Merchandising, April 15, 


1947. 




















BROAN Kitchen Ventilators 


Broan Mfg. Co., Inc., 1669 N. Water St., 
Milwaukee, 2, Wis. 

Device: Broan kitchen ventilating 
fans. 

Selling Features: Broan automatic 
fans; a flip of switch and the heavy 
insulated outer door swings open 
automatically as fan goes into ac- 
tion; specially designed control- 
motor holds outer door in this posi- 
tion as long as fan is in operation 
and automatically closes it when 
fan is turned off; adaptable to any 
installation; grill available in white 
enamel or chromium finish; fan 
10 in. diam.; 600 cfm air delivery ; 
shaded pole non-radio interfering 
G-E motor, 40 watt input, 115 volts 
60 cycles, 1500 rpm; No. 10AG, ad- 
justable for walls 6 to 10 in. thick; 
No. 10AG-2 adjustable for walls 
11 to 14 in. thick. 


Non-Automatic Model 


Broan chain control fan has all out- 
standing features of automatic ex- 
cept for automatic door control— 
door is opened by means of pull 
chain No. 6, adjustable for walls 6 
to 10 in. thick; and No. 6-2 ad- 
justable for walls 11 to 14 in. thick. 

—— Merchandising, April 15, 
1947. 

















CASCO Electr-O-Tool Kit 
Casco Products Corp., Bridgeport, Conn. 


Device: Casco tool kit with 20 acces- 
sories. 

Selling Features: 20 interchangeable 
parts which include steel cutter, 
drills, abrasive and buffer wheels 
and other tools for making things 
with wood, glass, plastic and metal, 
for carving, routing, drilling and 
engraving; kit includes hobby book- 
let of instructions. 

Electrical Merchandising, April 15, 
1947. 
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COOLERATOR Refrigerator 
The Coolerator Co., Duluth 1, Minn. 





Device: DR-70 Coolerator refrigera. 


tor. 


Selling Features: Net storage volune 


7.75 cu. ft.; 6 lbs. of ice cubes (42). 
—general storage 6.68 cu. ft; frozep 
foods, 1.07 cu. ft.; 3 in. insulation: 
% h.p. hermetically sealed, inter. 
nally spring-mounted compressor, 
equipped with safety disc and relay. 
natural draft fin condenser ; 10 posi. 
tions including off position; baked 
enamel finish; outside dimension; 
28 in. wide, 25 in. deep and 563 jn, 
high. 

Electrical Merchandising, April 15 
1947. 
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WINSLOW Clock 


Winslow Mfg. Co., Stamford, Conn. 


Device: Winslow direct reading clock 
with Nite Light. 

Selling Features: Powered by newly- 
developed “tiny-giant” motor, seli- 
starting; operates on 110 volt, ac.; 
face clearly illuminated for easy 
reading; translucent Catalin case 
sheds soft glow of light throughout 
area; switch on front of case turns 
light “off” or “on”. 

Electrical Merchandising, April 15, 
1947. 
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HEALTHAIRE Window Fan 


Johnson Fan & Blower Corp., Chicago 
7, Ul. 


Device: Healthaire adjustable panel 
window fan. 

Selling Features: 12 in. fan; equipped 
with 1-piece venturi outlet; quit 
well balanced blade and_ motor; 
streamlined assembly finished m 
beige; may be used in any room it 
home or office; handles 1300 cim 





efficiently ; equipped with convenient 
8-ft. cord and plug with contr 
switch; fits any standard window 
from 25 in. to 35 in. wide; longer 
extension panels can be supplied oa 
special order. : 

Electrical Merchandising, April }, 
1947. 











GE 


Gener 


Devic 
Sau 
Sellin 
cov 
seal 
dial 
pre 
act: 
leas 
wal 
cip 
har 
mit 


UNI 
Mele 

















Non-Electrical Products 














The Oceanaire 
Window Ventilator 


erator GENERAL MILLS Pressure 
1, Minn. Cooker 
refriver; General Mills, Inc., 400 Second Ave., i 
ab ct S. Minneapolis, Minn. rs 
re volume ff Device: General Mills PressureQuick - 
bes (42); Saucepan. tn 
ft; trozen § Selling Features: Self-sealing safety XZ 
nsulation; cover has automatic venting and 
ad, inter. sealing action; Cookminder, visible = 
mM pressor, dial-type vent gauge shows actual 
and relay, pressure reading at all times and 
; 10 posi acts aS pressure release; slide re- The Favorite The American Beauty The Blue Ribbon The Hassock 
‘te baked lease eliminates use of conventional 8" All Purpose Fan 12. Oneiiater 20"' Table Fan 12" Floor Fan 
a water-cooling method for most re- 
nd 568 in, cipes; feathertouch safety lock 


April 15 


handles; 4-qt. capacity; cast alu- 
minum. 

Electrical Merchandising, April 15, 
1947, 





A completely new line of electric 
fans . . . objective, to lead the 
nation's fan market in quality, 
beauty and performance. Certi- 
fied guarantee tag attached to 
every unit for your complete pro- 
tection. The line ranges from the 
8 inch All Purpose fan to the 24 
inch High Pedestal Air Circulator 
including oscillators as-well as ex- 
haust units and attic ventilators. 


No we're not at the show but 
we're thinking about you. We de- 
cided to be a "stay-at-home" and 
keep our production lines rolling to 
keep pace with the tremendous 
business volume you've been giv- 
ing us. Why not write for our New 
descriptive literature on PURE 


. BREEZ FANS and LITE-O-LIER 


Fluorescents. It's hot off the press. 


The All American 
24" Pedestal Fan 





d, Conn. 


ding clock 











by newly- 
otor, self- 
, It, £: 

‘or’ can | UNIVERSAL Truck Attachment 


talin case Meloor Mfg. Co., 1311 W. Washington 


hroughout Bivd., Los Angeles, Calif. 
case turns 





© Skillfully Engineered 


© Smartly Styled 


Device: Universal tilt truck attach- 

April 15, ment. 

Selling Features: Takes load strain off 
operator and doubles carrying capac- 
ity of any hand truck; free steer- 
ing; fits new or old 2-wheel hand 


© Strikingly Different 


Instant Start Industrial Unit. Press 
the switch ... it lights instantly. 
Skillfully engineered to = e 
the ultimate in lighting efficiency. 


© Mechanically Perfect 





yw Fan * trucks; adjusts to any desired load +d Easily Installed Constructed of heavy gauge steel. 
; balance and in full lowered position 
»., Chicago makes a 3-wheel platform of truck. 
Electrical Merchandising, April 15, 
able panel 1947. LITE-O-LIER All - Purpose 
sano } Lamp has 100! uses. Can 
Vv \ — be hung anywhere. Use as 
; equipped ; a bed lamp, desk lamp, 
tlet; quiet — . ‘ over the sink, stove, work 
’ bench, as a mirror strip, 
id motor; in the closet, laundry, 
nished in kitchen. Really a sensa- 
ly room if Wen. 
1300 cim 








The streamlined kitchen 
fixture attaches direct- 
ly to ceiling canopy 














ZIP-GRIP Clothesline by simply removing 
ei, present shade. Highly 
Mackenzie Metal Products, Ltd., Toronto, ee : paw jg a Te tage 9 
Ont., Associate Agencies, Inc., 6 W. Pe ee ' adapter or for per- 
Madison St., Baltimore, 1, Md. National ek nee manent mounting. Re- “tae 
Sales Agents. eat wii lamped easily. S28 
: a LIER Commercial Unit . . . a 
Device: Steel clothesline y ue, fae in regular and instant 
. he + 4 . start in a es cial, cia 
Selling Features: No clothes pins or glass, U. R. C. and with louvered bottoms 
convenient Props required; 4-strands of steel as shown. 
ith control Wire eliminates sagging; spreader 
-d window opens wires to grip clothes inserted; 
ide; longer packaged complete with hooks, turn- 


supplied on buckle, 6 in. pulleys, ready to in- 
Stall. 50, 100 or 150 ft. sizes. 
April 15, a Merchandising, April 15, 
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CLIMAX 


D-16 


@ The Climax “D-16”... 
America’s most popular Room 
Cooler... turns your summer- 
time slump into profit time. It 
meets your customer demand 
for a Room Cooler that’s easy 
to install, simple to operate, at- 
tractive to the eye. That’s the 
“D-16”. 
powerful, direct drive... 


3-speed, simple, 
moves 



































The ROOM COOLER Everybody Wants 


1350 cubic feet of air per min- 
ute at high speed—down to a 
600 cubic feet “whisper” at low 
speed. Adjustable to fit ‘most 
all windows. Baked ivory en- 
amel with chromium trim. 


Write us for the Plug in any 
f 110 voit 
name of your near- 60-cycle 
est jobber. circuit 
° ‘ ] A A . y 



















































Neat from the customer’s side! User has 
catalog data at correct reading angle 

with both hands free. Binding in 1-inch 
sections permits instant pick-out and 
replacement. Each section has its 

place, cannot slide. To change sheets, 
you handle only 1 section; section 
instantly removed and instantly 

replaced. Order additional sections 
as your needs demand. 















Gentlemen: Please ship me: 


ity, 24 sections. $8.50 Eo. 
... Add'l Sections, $1.00 Ea. 
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Save Time, Temper, Money! 


Do you use loose leaf data in buying, selling, speci- 

; fying? Then you need EVER READY. Every cat- 
alog sheet is instantly available and in place. No 
delay, no annoyance, no chance to mislay any sheets 
or to miss related sheets and items. Each section 
holds one inch of punched sheets. Each section stays 
in place, yet is removed or replaced instantly. 
Remove any single section for page replacement \ A 
without disturbing the balance of the whole set. 
EVER READY is lifetime built, handsome. Tens 
of thousands in use. Order yours today! 

SS A Cs a 


ORDER TODAY! ALL SHIPMENTS EXPRESS 


Geneve Mfg. Co., 420 Stevens St., Geneva, lil. 


..Ne, 12 EVER READY Holder. 15 in. wide, 
12'% in. deep, 5'% in. tilt. Sturdy steel, 
dark green baked enamel. Capacity, 12 sec 
tions. With wings and 2 sections: $5.65 Ea. 

..Ne. 24, like No. 12. With wings and 2 Address 
sections. 29 in. wide, 12'4 in. deep. Capac- 


ABC 


— — 





close section C. Replace section 


INE. ..ccnciemeennianmmenseatienniie oa 


NOTE: Check Kalomozoo 4-post (1), Ring Binder 3-post 0 


MONEY BACK GUARANTEE! 


Dies 
2 SS A 





A. Open Section B. Replace sheet, 















é SIMPLE AS 
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ALL-AMERICAN Fan 


All-American Electrical Mfg. Co., 
1114 S. Michigan Ave., Chicago, 5, Ill. 


Model: The Hassock, model A-5 floor 
fan. 


Selling Features: 12 in. floor fan for 


home office or store; can be used 
as seat or hassock; scientifically 
pitched louvers produce non-draft 
air circulation; lower louvers con- 
structed for intake of fresh air at 
floor surface and upper louvers for 
even air circulation in all direc- 
tions; black wrinkle finished pond 
chrome die cast louvers; 3-speed 
motor; top of red or blue leather- 
ette bound with chrome stripping; 
115 volts, 50-60 cycle ac. 3-speed 
switch gives 1500, 1150, or 850 rpm 
or 1400, 100 or 800 cfm. 

Electrical Merchandising, April 15, 
1947, 





G-E Refrigerators 


General Electric Co., Appliance & 
Merchandise Dept., Bridgeport, 2, Conn. 


Models: ND-8 deluxe; NC-6; a low 
and medium-priced 8 cu. ft. model 
and a 10 cu. ft. deluxe. 

Selling Features: ND-8 8 cu. ft. model 
reduced in size to occupy floor space 
of average 6 cu. ft. model; all other 
models similarly reduced in size be- 
cause of a new more efficient, 
smaller hermetically sealed refrig- 
erating unit, which has reduced un- 
refrigerated space in bottom of re- 
frigerators on an average of 33%; 
new unit operates at a national av- 
erage monthly cost of only 57 cents 
and has a frozen storage capacity 
of 9 cu. ft. 1-piece, steel case, 
Glyptal baked enamel finish; por- 
celain interior; stainless steel side- 
mounted freezing compartment with 

indicator that tells when its time to 

defrost; extra large freezing com- 

partment makes 8 Ibs. ice at time or 
holds 32 Ibs. frozen food; meat 
storage drawer and 2 vegetable 


APRIL 15, 
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NEW PRODUCTS 


drawers 6 in. deep; wire utility 
basket; 15.1 sq. ft. shelf area in. 
cludes 2 half shelves and a full- 
size sliding shelf. 10 cu. ft. model 
similar to ND-8 with 10.3 cu. ft 
storage space and 18.7 sq. ft. shelf 
area, 
NC-6, 6 cu. ft. model, designed pri- 
marily for apartment-house and 
veteran housing kitchen; 24 in. wide, 
29 in. deep and 53 in. high—will 
fit under full-size 30 in. wall cab. 
inet; freezing compartment holds 
about 17 Ibs. frozen foods or 4 lbs, 
ice; shelf-area totals 11.8 sq. ft; 
meat-storage drawer has 377-cu. in 
capacity. 
Lilectrical 


1947. 
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FAIRBANKS-MORSE Water 
Softeners 


Fairbanks, Morse & Co., 600 S. Michigan 
Ave., Chicago, Ill. 


Models: FM-20, 
water softeners. 

Selling Features: Model numbers rep- 
resent sizes, which match capacity of 
FM water systems; finger tip con- 
trol enables housewives to regener- 
ate unit with minimum time and 
effort; brine tank has dome top 
which eliminates unsightly salt 
creeping; large brine saturation 
chamber; operates on downflow 
principle performing filteration dur- 
ing softening process; uses Zeolite; 
baked enamel hamertone finish. 

Electrical Merchandising, April 15, 
1947, 
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25, 50 and 75 home 








US Corn Popper 
U. S. Mfg. Corp., Decatur 70, Ill. 


Device: U. S. corn popper No. 10. 


Selling Features: Removable popping 
pan, permits popping of corn in but- 
ter or grease, and is easy to cleat 
without injury to heating element, 
makes easy to pour popped corn into 
serving dishes; plastic side handle, 
lid grip and agitator handle; 2-tone 
wine and beige finish. 

Electrical Merchandising, April 15, 
1947. 
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feed types have maximum coal feed 
capacity of 15 lbs. per hr. and a 
minimum of 9 Ibs. per hr.; direct 
steam radiation equivalent 487 
sq. ft.; hot water radiation equiv- 
alent 780 sq. ft.; 3.5 h.p. boiler; 
+ h.p. motor. 

Z and ZB series 30 lbs. maximum 
and 18 lbs. minimum coal feed per 
hr.; 975 sq. ft. direct steam radia- 











tion equivalent or 1560 sq. ft. hot 

: water radiation equivalent; motor 

i size of hopper type is 3 h.p., and on 
the bin feed type + h.p. 

Electrical Merchandising, April 15, 
1947. 


FLOOR-O-MATIC Polisher v 


Burkaw Electric Co., 780 E. 134th St., 
New York, N. Y. Kamkap Inc., 200 5th 
Ave., N. Y. 10, N. Y. 


Device: Floor-O-Matic floor polisher. 

Selling Features: Scrubs, waxes, pol- 
ishes, buffs ; for use on wood, asphalt, 
linoleum, with equally good results ; 
4 hp. motor; a.c.-d.c.; complete 
with 2 sets of brushes one for wax- 
ing and one for scrubbing; 2 pads 
for buffing; streamlined; weighs 
about 25 lbs; rubber bumpers. 

Electrical Merchandising, April 15, 
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SILENT BREEZE Ventilators 


Holcomb & Hoke Mfg. Co., Inc., 
Indianapolis, Ind. 





Device: Silent Breeze package of auto- 
matic ventilation for home. 

Selling Features: Package includes fan 
itself built in a variety of sizes and 
suction chambers. 

Comfortrol precision time switch 
operating on a 24-hr. cycle for com- 











pletely automatic fan operation; 2 
kinds of automatic shutters—for 
ceiling or sidewall installation; both 
shutters of flush-type design func- 
tioning automatically in coordination 
with fan; suction chamber provides 
leak-proof enclosure between fan 
and automatic ceiling shutter or 
grille; metal-reinforced wood frame ; 
self-sealing, sound-absorbing joints 
and panels. 

Electrical 
1947, 














TOP LINE Heater 


Tennessee Valley Marketers, Inc., 117 9th 
Ave. N., Nashville 3, Tenn. 


Device: Top Line 3-way heat, cylin- 
der-type portable room heater. 

Selling Features: New type reflector 
beams and diffuses heat rays; util- 
izes natural up-draft circulation and 
combines reflection, radiation and 
convection to give quick economical 
heat; will not tip over; 1240 watts, 
ac-d.c. 110-120 volts;  electro- 


Merchandising, April 15, 





welded steel construction; long-life 
nickel chrome wire on ceramic coils; 
heat-proof, baked enamel finish with 
chrome trim; blonde maple wood 
handle and feet. 
Electrical 
1947, 
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ELECTRESTEEM Bottle 
Sterilizer 


Electric Steam Radiator Corp., 5736 12th 
St., Detroit 3, Mich. 





Device: Electresteem bottle sterilizer. 

Selling Features: Sterilizes 8 baby 
bottles or a 24 hr. supply, plus an 
orange juice bottle and 1 water bot- 
tle; automatically shuts off current 
when water is evaporated; a.c. only; 
black plastic with white enamel 
cover and aluminum tray. 

Electrical Merchandising, 
1947. 











FAIRBANKS MORSE Stokers 
Fairbanks, Morse & Co., 600 S. 
Michigan Ave., Chicago, 5, Sil. 


Models: B-15 hopper and bin feed 
stokers. April 15, 
Selling Features: B-15 hopper and bin 
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See these lems Ab.os 


CHICAGO, ILL. 
ROOM 14-101 
MERCHANDISE MART 























SAN FRANCISCO, CAL. 
ROOM 429 
WESTERN MERCHANDISE MARB 


National Housewares 
Show, Convention Hall, 


Philadelphia 
April 27-May 4 
Booth 1144 


" Hect- Wl R 

eet - e oaster 

= — Model 3400 

A gleaming automatic ther- 
mostat controlled aluminum 
and chrome steel roaster that 
is 10” in diameter and 8” in 
height overall. Draws 500 
watts. Complete with in- 
structions and booklet of 
thoroughly tested recipes. 


Packed in individual cartons; 
6 cartons to master case. 
Total wt. approx. 40 Ibs. All 
shipments F.O.B. distributor. 


If tagged Welko, it's a product to know 
“HEET-WEL” Hot Plate Model 2500 


A sturdy, fully approved, 
quality built hot plate, 19%” 
in length, 104” in width with 
over-all height of 42”. Hot- 
plate draws 1440 watts. Ro- 
tary switches and attractive 
two-tone finish. 


Packed six 
to a carton 


F. O. B. distributor 


Write today for 
Name of your 
Nearest Distributor 





219 WEST CHICAGO AVE. + CHICAGO 10, ILLINOIS 
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ORDER NOW! Immediate Delivery 


on this outstanding, Electric Table Model Rangette 


. . » Lifetime Guarantee Attached to each Unit... 


List $1465 Dealer's Cost $795 
16 of 12 or more $7.75 ] 


@ NEW IMPROVED 1947 MASTER DE LUXE TABLE MODEL. Two-burner Rangette 
complete with 6 foot cord. Ideal for cooking or as an electric heater, also for 
trailers and summer homes. 


@ Finished in high gloss heat resisting baked enamel. GUARANTEED NOT TO DIS- 
COLOR. Porcelain glazed refractors. Equipped with Rotary Switches; three 
heat control on each burner consisting of LOW-250 W; MEDIUM-500 W; and 
HIGH-750 W. From simmering low to excessive high. 


Scientifically engineered cooling insures against overheating. 


Terms: When check or money order accompanies purchase order, deduct 2%. 
Terms to rated dealers. 


MASTER DE LUXE Division of the 


VACUUM CLEANER SUPPLY CO., INC. 


In Business over 30 years at the same location 
Reference Dun & Bradstreet and Uptown National Bank 
5081 BROADWAY CHICAGO, 40, ILLINOIS 














Easy to sell because the Handyhot Portable Electric Washer uses 
the same oscillating washer action as well accepted standard washer 
models. Smooth, 3-blade aluminum agitator is deep set to give 
thorough cleansing action, keep clothes and water in constant mo- 
tion and wash even the daintiest pieces gently and safely. 


A proven product further improved 
Now in permanent stainless steel with a larger, more durable tub 
and attractive, modern design. Washes up to 3 Ibs. of dry clothes. 
So light in weight it is easily filled at sink, carried to stove for ster- 
ilizing or sto away in small space. 
Sells everywhere b ea conv t second washer in every home 
—for smaller, in-between washings—especially desirable for baby’s 
clothes— ideal for apartment dwellers. 

Smaller size porcelain washer also available. 
Little Magic Wringer fits both washers. 
Other DeLuxe Handyhot Table Appliances 
distinctive companion items to the Handyhot Portable Washers 


CHICAGO ELECTRIC MANUFACTURING COMPANY 
Quality Electric Products Since 1903 

6333 West 65th Street HANDY HOT Chicago 38. Illinois 

Handyhot Appliances are sold ex- “ 

clusively through regularly appointed 


Handyhot electrical and hardware dis- 
tributors. 


SEE YOUR DISTRIBUTOR TODAY! 














SEE HANDYHOT 


ARES SHOW 


phia 


Washers, Apple" 


NATIONAL HOUSEW 
Convention Holl, P 
BOOTH 

April 2 


hilade 


5 434-436 


7 to May 4 
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CIRCLINE Fluorescent Fixture 


Homecraftt Electronic Products, 1208 S. 

Kedzie Ave., Chicago, Iil., Sales repre- 

sentatives Seegmiller & Hess Inc., 540 N. 
Lake Shore Dr., Chicago, 11, lil. 


Device: Model B-1 Circline fluores- 
cent for kitchen or bath. 

Selling Features: White baked enamel 
base with Lucite lamp holders; 
mounted by center stud; uses 32 
watt Circline fluorescent lamp; 12 
in. dial; output equal to that of 
100-watt ordinary bulb. 


Electrical Merchandising, April 15, 
1947. 
v 

















LITE-O-LIER 


All-American Electrical Mfg. Co., 
1114 S. Michigan Ave., Chicago, §, lil. 
Device: All-purpose Lite-O-Lier 
fluorescent fixture. 

Selling Features: Hangs anywhere, 
for use as bed lamp, desk lamp, 
over sink, stove, laundry, or work 
bench, in closet or as a mirror 
strip; special brackets make it easy 
to hang in any position; lamp is 
enclosed in streamlined plastic case 
144 in. long; handy starter switch; 
choice of rich walnut or white; 
complete with 8-watt lamp. 


Electrical Merchandising, April 15, 
1947. 

















ADAPT-A-LITE 


Reisco, Inc., 220 Straight St., 
Paterson 1, N. J. 


Device: No. 200 plastic lamp. 

Selling Features: Can be used as a 
bedlight or pin-up lamp for office, 
bathroom, bedroom, stairways etc. ; 
complete with hooks, socket, cord 
and plug; available in ivory or 
mahogany. 


Electrical Merchandising, April 15, 
1947. 
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MITCHELL Fluorescent 
Brackets 


Mitchell Mfg. Co., 2525 Clybourn Ave, 
Chicago 14, Ill. 


Device: No. 4007 and 4006 fluores. 
cent wall-bracket fixtures. 

Selling Features: No. 4007 all-stee, 
chrome plated with adjustable re. 
flector shield permits wide variety 
of lighting effects, can be mounted 
vertically or horizontally as ceiling 
light, wall bracket or mirror light 
in bathroom, kitchen etc. No 4006 
identical in appearance and con. 
struction but supplies less reflector 
shield; brackets use a single 15. 
watt fluorescent lamp; have latest 
type high efficiency starter; on-of 
switch; 194 in. long, 34 in. high, 


t in. wide. 


Electrical Merchandising, April 15, 
1947. 
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FARIES Fluorescent 
Faries Mfg. Co., Decatur, Ill. 


Device: No. 15,000 “The Glider’ 
fluorescent desk lamp. 

Selling Features: Complete vertical 
and horizontal adjustment; shade 
19x3%x1f in.; shade electroplated 
statuary bronze with satin chrome 
trim; uses 1 T8 15 watt, 18 in 
fluorescent tube. 


Electrical Merchandising, April 15, 
1947, 
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CIRCLINE Desk Lamp 


Circle Lighting Industries, 3645 W. 
Lawrence Ave., Chicago, 25, Ill. 

Device: Circline fluorescent desk 
lamp. 

Selling Features: Push-button switch 
in base; designed to give a 75 
candlepower at 18 in. from base 
and shield glare of bulb from users 
eyes; white baked enamel shade 


interior balance of lamp statuary 


bronze or metallic gray. 


Electrical Merchandising, April 15, 
1947. ‘ 


























: 


é 


And 
Plax 


Model 
bina 
Selling 
2 | 


shor 
full 
eas) 
vo 
seal 
and 
ante 
for 
equi 
chat 
recc 
fini: 
visi 
tras 
Elect 
194: 








Ck 




















ELECT 






APPLIANCE 


NEW RADIO PRODUCTS 











including rectifier; push-button tun- 
ing; 10 watts undistorted output; 
clear reception from standard, short- 
wave and FM stations including 
even low power broadcasters; 
Philco Dynamic Reproducer phono- 
graph with automatic record changer 
handles up te 12, records; walnut 
cabinet with tilt-front feature. 

No. 1227 9 tubes including recti- 
fier; provides standard and FM 
reception with amplification that 
assures good performance from even 
low powered stations; featherweight 
tone arm with permanent needle and 
Philco automatic record changer. 





cent . ; f a ; 
ANDREA Radio-Phono Selling Features: Engineered to pro- ee Merchandising, April. 15, 
x - tect operators from vandalism and 4 
burn Ave, sag ag n — Ay i tinkering; 18-gauge steel case and 
Plaxo N., Long Islan ity, N.Y. chassis, set-back controls and dial y 
Model: CO-U15 Deluxe table com- face; baked enamel, alcohol and 
> fluores. * att cigaret burn proof; rubber-cushioned 
bination. ne a 
Selling Features: 5-tubes; a.c. only; ee preset volume control to ECHOPHONE Consoles 
all-steel S bands—standard 545-1700 kcs.; forestall excessively loud playing; 
stable re. shortwave, 5.85 to 22.5 mc.; large, 5-tubes, ac. only, 110-volts, 60 The Hallicratters Co., 4401 W. Fifth 
le variety full elaien edge-lighted glass dial, cycles; weighs 20 Ibs. Ave., Chicago, 24, Ill. 
mounted easy-to-read, easy-to-tune; Alnico Electrical Merchandising, April 15, Models: EC-403 and EC-404 consol 
ror ligt V oversize PM speaker; climate 1947. ZENITH Radio radio-phonos with FM. whe 
Or ight sealed against extreme temperatures y . . ° . : ss : 
No 4006, ae iauidity: sdll-ccuteined loop Zenith ay = — ma Dickens Sailing Features: Feature a new de- 
and con § antenna; equipped with phono jacks —— Ps: ring me nena ewe J nad 
reflect <7 é 4 on rol on Frequency ulation — 
ingle 4 for television sound; dual AVC; Model: No. 6G038R table-type farm which makes feasible push-button 
gle IS uipped with automatic record radio : : : 
ave latest eae Seat siege. un, 00.12 30-m can - seaiaic itil ™ tuning on FM stations by correcting 
ap ) ng . elling Features: Operates on power 
“4 igh ——, oe noon meverde we supplied by Zenith battery pack or 
nishe sthami we li angie 10 on 115-volt ac. or dc.; swing 
; vision illuminated dial and con- pointer makes station selection easy 
April 15, § _ tasting rich grille. on 3 bands: 535-1820 ke, standard; 








Electrical Merchandising, April 15, 
1947. 























1780-5750 kc, marine, police etc; 
and 5650-18400 kc. international 
shortwave; 16-button Radiorgan 
tone control; 8-in. Alnico speaker; 
large black dial; mahogany finished 
cabinet. 


Electrical Merchandising, April 15, 





























1947. 
SONORA Portable Radio . 
Sonora Radio & Television Corp., 
325 N. Hoyne Ave., Chicago 12, Ill. 
Model: 3-way portable No. WDU-233. 
Selling Features: Works from self- 
ont contained batteries, from 110 volts 
> Hil ac. or d.c.; tunes 535 to 1620 kc— 
aia a built-in loop—no aerial or ground electronically error in mechanical 
ite — pre sing of sh butions, paling sg 
A , B a nal as much as cs into exac 
e vertical PACKARD-BELL Radio with red oo , were —— lug. frequency. and once it is tuned to 
thee: ae gage case with metal grille an oper respons venti aria- 
nt; shade Packard-Bell Co., 3443 Wilshire Blvd., brown plastic trip; 4-tubes plus e per fr “ae oe a be 
ctroplated hes Aencles, Collt 0 ger b He B aes ion rom emperature ranges, 
'n chrome geles, Calit, —_ i nout batteries, weighs machadical shock etc. : 
tt, 18 in i z a only /4 1s. es oth models have 15-tubes; sepa- 
a } oe _— radio eran Electrical Merchandising, April 15, WEBSTER-CHICAGO Wire rate push button and manual tuning 
_- tage - iNecelver Is equippe 1947. a on broadcast band and manual tun- 
Ao TE pastes of cles OOK tea v — sgn of toe Sie ke to Oo mee 
stor- 4 ? range of units 1s c to mc; 
age space for records on either Webster-Chicago Corp., 5610 Blooming- a special feature is 2 spread bands 
side; a.c.-powered, includes such dale Ave., Chicago 39, Ill. 
features as built-in low impedance : ‘f i 
antenna, crystal type low pressure Device: No. 80 portable wire recorder 
ae pickup; continuous treble tone con- for home, business or professional 
trol; AVC; and Packard-Bell sta- = 
3645 W. tionized dial; automatic changer Selling Features: Consists of efficient 
25, lil. handles 10 12-in. or 12 10-in. rec- wire transporting mechanism, re- 
ords; compact cabinet available in cording and playback amplifier, 54 in. 
ent desk period or modern design. speaker built into compact carrying 
Electrical M he . case, complete with microphone and 
ton switch 1947, erchandising, April 15, 3 spools of wire—two 15 min. and 
ea ; ¥ one half-hour; recordings may be 
from base played through self-contained am- 
from users plifier, external speaker or separate 
mel shade RCA Radio a and speaker; stainless 
> statuary ‘ . recording wire can be played back 
RCA Victor Div., Radio Corp. of thousands of times without much 
1 15 America, Camden, N. J. volume or tone loss; new record- 
nen Device: Model 66x3 table-radio. ing automatically erases old record- 
Selling Features: Compact standard- ing, and any part of a recording 














broadcast and international short- 
wave radio; a.c.-d.c.; RCA Victor 
Golden Throat tone system; electro- 
dynamic speaker; built-in phono- 
jack for plugging in a_ record 
player; 6 tubes including rectifier; 
built-in Magic Loop antenna for 


can be erased to insert new ma- 
terial; triple-purpose recording head 
. records, plays back and erases. 
Electrical Merchandising, April 15, 
1947. 
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—one operating from 9 to 12 me, 
the other from 15 to 18 mc; both 
models also contain automatic rec- 
ord changes and_ record-storage 
space; an audio system with a 
special bass boost. 

EC-404 has 18th Century Geor- 





4 standard agree aod an addi- ~— spent Rk ps in a 
tional antenna for shortwave; new ogany or walnut and contains twin 
trend in styling is exemplified by PHILCO Consoles high-efficiency permanent magnet 

TELECOIN Radio black and gold-tone tiger-striped Phileo Corp., Home Radio Div., speakers for high fidelity. | ‘ 
Telecoin Corp., 12 E. 44th St grille cloth oh, cabinet of selected Philadelphia, Pa. wee ~~ walnut Guise 2 
ks é 4 hardwoods and finished in simulated pendale cabinet, a_ single -in. 
fs New York, N.Y. burl walnut veneer paneling. Models: No. 1230 and_ 1227 radio- Alnico-5 speaker. 
Device: Coin-operated radio for hotels, Electrical Merchandising, April 15, phono consoles with FM. Electrical Merchandising, April 15, 
— Motor courts, hospitals etc. 1947. Selling Features: No. 1230, 9 tubes 1947, 
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NOW! STREAMLINED 


IN IVORY, BROWN OR GLOW IN-THE-DARK STYLE 
STYLED TO SELL—DURABLE POLYSTYRENE 





PACKAGED 
N CELLOPHANE 
FOR COUNTER-APPEAL 


Your customers are demanding quality at a price! Here's one 


answer. Genuine Agate Plastic single and double toggle switch 


plates — and dual receptacle covers — all offer better styling, more 


lasting durability, yet sell profitably at established retail levels. 


In harmony with.today’s interior styling—and to your customer's 


choice in brown, ivory, or Glow-in-the-Dark! 


Order from your 
jobber or 
write to 


gale 


PLASTICS 
CORPORATION 


HAN 











HAS NEWS FOR YOU! 


important new 


electrical 


products 


will be introduced 
by NESCO at the 


Housewares Show! 


See them at 
Booths 319-321-323 


NATIONAL ENAMELING AND STAMPING COMPANY 


World’s Largest Manufacturers of Housewares 


Executive Offices: 270 N. 12th St., Milwaukee 1, Wisconsin 
SALES OFFICES: MERCHANDISE MART, CHICAGO ¢ CANDLER BUILDING, ATLANTA 


200 FIFTH AVENUE BUILDING, NEW YORK 


® AMBASSADOR BUILDING, ST. LOUIS 


WESTERN MERCHANDISE MART, SAN FRANCISCO 
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AIR KING Radio 


Air King Products Co., Inc., 1523 63rd St., 
rooklyn 19, N. Y. 


Model: Air King “Royal Troubadour” 
3-way portable. 

Selling Features: 4-miniature tubes 
plus metallic selenium rectifier; 
superhet with avc; special Alnico 
V pm speaker; die-cut antenna 3- 
way power—a.c.-d.c. or battery; 
provision for external aerial; _all- 
wood case bound in simulated 
leather. 

Electrical Merchandising, April 15, 
1947. 
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SONORA Radios 


Sonora Radio & Television Corp., 325 N. 
Hoyne Ave., Chicago, 12, Ill. 


Models: WGFU-241 and WGFU-242 
plastic table radio-phonos. 

Selling Features: 5-tube, superhet 
tuning 535-1620 kc.; built-in loop 
needs no aerial or ground; full- 
featherweight crystal pickup; arm- 
rest; push-button motor switch; 
plays 10 and 12 in. records; ivory 
plastic, 9% in. wide, 122 in. deep, 
64 in. high. 

WGFU-242, same as above with 
walnut plastic case. 

— Merchandising, April 15, 
1947, 





NATIONAL UNION Radio 


National Union Radio Corp., Newark, N. J. 
Device: “Commuter” model G-613 
3-way portable radio. 


APRIL 15. 
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Selling Features: 6-tube, 3-way ag. 
d.c. and battery model; 5 in. plug-ip 
PM speaker; American broadcas 
band; clear vision slide rule dial; 
unbreakable . dial window; pand 
mounted power selector switch; re. 
cessed controls; simulated leather. 
covered cabinet in luggage brown, 
13 in. wide, 6 in. deep, 10% in. high; 
weighs approximately 8 Ibs., 8 ozs 
less batteries; uses standard. bat. 
teries—2 NU A835-44 V. “A” an 
2 NU B862 45 V “B” or equivalent 
in Eveready, Burgess or Ray-0. 
Vac. 

Electrical Merchandising, April 15, 
1947. 
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GAROD Radios 


Garod Radio Corp., 70 Washington St, 
rooklyn 1, N. Y. 


Models: Silver Anniversary No, 5D} 
portable and “Ensign” table radio. § 

Selling Features: Portable weighs less 
than 63 lbs. with batteries; plays on 
a.c., d.c., or batteries; built-in loo 
antenna in front raising plastic 
cover; case available in pastel 2 
tone combinations. 

“Ensign” table model employs 
multi-purpose tubes capable of de 
livering quality reception; walnut 
plastic cabinet; large full vision 
slide-rule dial; ivory plastic cabinet 

Electrical Merchandising, April 15, 
1947. 








G-E Farm Radios 


General Electric Co., Receiver Div. 
Electronics Dept., Bridgeport, Conn. 


Models: 180 and 280 farm sets. 

Selling Features: No. 180 4tubt 
model equipped with Alnico PM 
speaker; 540-1710 kc. broadcast 
band; and uses 1.5 volt “A,” 9 
volt “B” pack batteries Burgess, 
Ray-O-Vac, Eveready or Generd 


Electric. ‘ 
No. 280, 5-tube table model; ¢ 
bands, broadcast 540-1710 kes. 


shortwave 5.8-18.3 mes.; same bat 
tery power supply as above; 6 ™ 
Alnico PM speaker. : 
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FARNSWORTH F-M Console 


Farnsworth Television & Radio Corp., 
Fort Wayne 1, Ind. 


Device: GK-143 phono-radio console 
with FM. 

Selling Features: AM-FM and short 
wave reception; a.c. 14 tube super- 
het; phonograph compensated cir- 
cuit; continuously variable base and 
treble tone controls; precision set- 
ting push button tuning; shielded 
rotatable built-in-Tenna for AM and 
built-in Dipole antenna for FM; 3 
bands including band spread tuning ; 
3-gang tuning condenser with tuned 
RF amplifier; beam power output; 
push-pull amplification; 12 in. Al- 
nico permanent speaker; advanced 
FM detector design; avc; slide-rule 
travelite dial; 3-point suspension 
automatic record changer handles 
up to 12-10 in. records or 10-12 in. 
records; employs a delayed drop 
principle that precludes chipping or 
marring possibilities; featherweight 
tone arm and sealed crystal pick-up, 
automatic stop feature; Chippendale 
styled breakfront cabinet; lift lids 
offer ready access to radio and 
phono controls. 


Electrical Merchandising, April 15, 
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FARADAY Refrigeradio 


Faraday Radio Mfg. Co., 259 Church St., 
Annex, New York 8, N. Y. 


Device: “Refrigeradio” kitchen table 
model. 

Selling Features: Designed to re- 
Semble a refrigerator; 6-tube super- 
het including rectifier; a.c.-<d.c.; 
single band, 540-1600; 4 in. Alnico 
speaker; Franklin built-in loop an- 
tenna; wood cabinet with washable 


white enamel finish; solid wood. 


cabinet door of special plywood to 
retard warping. 
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APPLIANCE 


NEW RADIO PRODUCTS 


WEBSTER-CHICAGO Needle 


Webster-Chicago Corp. 
5610 Bloomingdale Ave., Chicago 39, lil. 


Device: Phonograph needle with ny- 
lon knee designed to give finer rec- 
ord reproduction. 

Selling Features: “Knee-action” in 
area between aluminum shaft and 
sapphire jewel tip; nylon knee 
absorbs vertical shocks by the 
pinched effect of record grooves, 
levels out horizontal shocks of 
needle “bounce”; “knee - action” 
creates gentle, floating needle ride; 
absorbs and reduces needle and sur- 
face noises, prolongs life of sapphire 
tip, protects records and produces 
high fidelity reproduction; packed 
in clear plastic jewel case. 

Electrical Merchandising, April 15, 
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AMPLICALL 
Intercommunicating System 


Rauland Corp., 4245 Knox Ave., 
Chicago, Iil. 


Device: Amplicall electronic intercom- 
munication system. 

Selling Features: Master station unit 
available with or without handset 
(for completely private conversa- 
tion); “visual” busy signal indivi- 
dual locking-type push-buttons for 
station selection; illuminated “on- 
off” volume control; plug-in cable 
connection balanced wiring system 
reduces cost of installation and pre- 
vents “cross-talk.”; available with 


facilities for use of up to 24 Master 
Stations, permitting as many as 12 
conversations to be carried on at 
same time; walnut plastic modern 
case. 
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CARTER Door Knocker 
Carter Co., 725 Rahway Ave., Eliza- 
beth, N. J. 

Device: Door bell escutcheon. 


Selling Features: Cast brass with an 
Edwards or similar make pearl cen- 


ter, self cl button; % in. 

3% in. long in antique, 
weatherproof black or polished 
brass. 
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MODEL A-100 . . . SELF- 
STARTING BELL ALARM 


A richly beautiful design of tasteful 
sianpiiciey, molded in colorful plastic 
. . . Ivory or Burgundy finish. 


Retail (Excl. Tax... $4.95 


sv 
sie AO 
ayaila” ate D 


jor ™ 


Now, for the first time in many months, we are able to give you 
quick deliveries on these popular precision made “Self-Starter” Sheldon 
models . . . due to an improved raw materials condition, and to a sharply 
stepped-up production schedule. : 

These, plus exquisitely designed new creations soon to be announced 
(all carrying the SHELDON ONE YEAR GUARANTEE) will set the 
pace for a larger and more profitable electric clock volume. Write for 
complete information, prices and trade discounts. 


SHELDON CLOCK CORP. 


Limited territories available for active, re- 
sponsible representatives. Write fully. 


MODEL K-200 . . . SELF- 
STARTING . . . KITCHEN, 
DINETTE, BATHROOM 


beauty with easy-to-read 
. White, Red or Ivory. 





avery 


Sheldon 


wk wx ~ ELECTRIC CLOCKS 








29 E. MADISON ST. 
CHICAGO 2, ILL. 


A streamlined 
5Y¥,” dial .. 
Retail (Excl. Tax) ... $4.95 

















An Invitation to Meet Us... And 
Your Own Goodyear Distributor 


AT THESE TWO BIG SHOWS: 


NATIONAL HOUSEWARES SHOW 


CONVENTION HALL 
PHILADELPHIA, PA. 
APRIL 27 - MAY 2nd. 


Our Space: Booth 840 


NATIONAL FURNITURE SHOW. 
CHICAGO FURNITURE MART 
CHICAGO, ILL. 

JULY 6 - 19th 
Our Space: 17th Floor 


R. & S. COMPANY 


National Distributor—Goodyear Replacement Wringer Rolls 
2120 N. 12th ST. WRITE DEPT. EM FOR LITERATURE 


Milwaukee 5, Wis. 
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ARIZONA 


Two celebrations focused into one 
gala event when the O. S. Stapley 
Co.’s Chandler store, newly enlarged, 
reopened recently. Besides marking 
the reopening, the company was cele- 
brating its 52nd year of business in the 
state. Appliances share the new store 
with farming equipment, and the 
Chandler store shares business with 
the parent concern’s other Arizona 
stores in Phoenix, Mesa, Glendale, 
Buckeye, Coolidge, and Casa Grande. 
This accumulation makes Stapley the 
largest appliance retailer in the state. 


CALIFORNIA 


A new arch-style building is in the 
works for the Johnson-Fuller Co., 
Los Angeles, who will locate in the 
Farmers’ Market area. The store, 
30x60 ft. in dimensions, will carry 
a full line of radios, records and ap- 
pliances. The main store is on S. 
Flower St., near Pico, and W. S. 
Kier is general manager of the ap- 
pliance division. 


FLORIDA 


The team of Roy Wininger and H. 
Merritt Britt last month extended an 
invitation to their friends to be a part 
of the formal opening of their new 
store at 356 N. Orange Ave., Orlando. 
Britt's is a General Electric franchised 
dealer. 

Associated Stores, Inc., the Florida 
chain with headquarters in Tampa, 
has a new advertising director. H. A. 
Brennan, vice-president and general 
manager of the appliance concern, has 
announced that Duane Wanamaker 





DUANE WANAMAKER 


has taken the post. Mr. Wanamaker 
made his name with Grigsby-Grunow 
of Chicago handling publicity on 
Majestic radios, and for the last sev- 
eral years has operated his own ad- 
vertising agency in the Windy City, 
specializing in the handling of radio 
and appliance accounts. 

Paul B. Brown is building a ware- 
house in connection with his appliance 
store in downtown Eustis. The addi- 
tion is going up on Clifford Ave., with 
the first building measuring 40x100 
ft. 

All rigged out in their Sunday 
clothes, the entire personnel of the 
Satchwell & Joseph Electric Co., Lake 
Wales, turned out to welcome guests 
to the opening of the firm’s new home 
at 316 San Marco Blvd. T. E. Satch- 
well, Sr., started the concern in 1917, 
and T. E., Jr., took over in 1932. 
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GEORGIA 


The partnership of C. M. Dodd and 
I, E. Silvey has blossomed with two 
stores to retail appliances—one in 
Atlanta and the other in Norcross. The 
first is the Buckhead Appliance Serv- 
ice at 281 E. Paces Ferry Road in 
Atlanta. The Norcross store has 
Mrs. Ben F. Mitchem as manager. 
Lines handled are Frigidaire, Bendix, 
Delco, Crosley and Youngstewn. 

Warren’s of Atlanta has housed it- 
self in a new building, and a grand 
opening has been held to celebrate the 
event. The firm handles such lines as 
Bendix, Zenith, Gibson, Youngstown, 
Sunbeam and Proctor. 


ILLINOIS 


An explosion wrecked the new 
building of the Wise Electric Co., 122 
S. Neil St., Champaign, just as it was 
preparing for its opening last Janu- 
ary. The remodeled store, a whole 
block wide, with three-street frontage 
and two corner entrances, succeeded in 
opening last month, thus easing the 
frustration of the personnel, which in- 
cludes Lee Wise, Charles Ferguson, 
Albert Murray and Paul Kelsey. 


KANSAS 


For nearly half a century J. E. 
Stewart & Sons have been dealing in 
furniture and hardware in Wamego. 
Now they have taken on appliances— 
Frigidaire, Zenith, Bendix Radio and 
Thor being some of the lines. Each 
major appliance has an overhead neon 
sign to itself. The second floor has 
a radio repair room, under the direc- 
tion of J. B. Zeller. 

Plenty of people registered for the 
formal opening of the new Enns-Per- 
kins Appliance store at 707 Main St., 
Newton, on a recent Saturday. A week 
later three of them won a Stromberg- 
Carlson radio, a Cory hostess set and 
a Tutt electric broiler. The old 
building was completely remodeled for 
the opening. 

H. J. Towner of Emporia is going 
independent, with a change in the name 
of his store from National Home and 
Auto to Towner Home and Supply. 
The firm, which he bought last No- 
vember, handles appliances. 

Don Wilson and Grant Burditt, 
former employees of the Porter-Rich- 
ardson Electric Co., have gone over 
to the management side with the 
purchase of the firm. They will oper- 
ate under the name of the Hugoton 
Electrical and Appliance Co. 


KENTUCKY 


According to Henry Santen, man- 
ager, a new store front has been in- 
stalled in Santen’s Appliance Shop, 
Main St., Paris. 


MICHIGAN 


The newly enlarged and remodeled 
Electric Shop reopened at 7312 Puri- 
tan, Detroit, recently. Operating in 
conjunction with it is Northwest Ap- 
pliance Co., which handles service. 


NEW YORK 


Large and small appliances, repairs, 
and a record department will be of- 
fered in the expanded store of Wil- 
son’s Leading Jewelers, Inc., at 205 
Main St., E., Rochester. 


CONCORD-CHICAGO: The new store of the Concord Radio-Camera Buying Center 
at 229 West Madison St., Chicago, attracts a couple of window-shoppers to its 
$250,000 stock. The Center is equipped with sound-proof demonstration salons. 





Louis Robbins has resigned as presi- 
dent of the Robbins Furniture Co. of 
Elmira. The store will continue opera- 
tion through other officers of the 
company. 


OKLAHOMA 


New manager of the Payne Elec- 
trical Service Co., Shawnee, is Ver- 
non L. Richards, who was formerly 
with the Firestone Tire and Rubber 
Co. 


SOUTH CAROLINA 


Now open for business is the re- 
modeled store of the Home Supply 
Co. on Pitts St. in Spartanburg. The 
firm, owned by Hamp Boyd and B. C. 
Ferguson, will stock appliances, 
kitchen equipment and home furnish- 
ings. 

Wyatt’s Music House has new quar- 
ters at 115 Commerce St., Spartan- 
burg, according to W. J. Wyatt, 
owner. Radios and record players are 
featured items in the store’s stock. 


TENNESSEE 


A new B. F. Goodrich store is in 
the offing for the town of Martin. 
Charlie Scates is the guiding spirit 
behind it, and Clarence Hansbro will 
be manager. 

The Crisman Hardware Co., 511 
Market St., Chattanooga, has re- 
opened its appliance department, with 
such names as Frigidaire, Maytag, 
Philco, Bendix and Motorola in evi- 
dence. L. B. (Jack) Jackson is man- 
ager of the section. 


TEXAS 


Dallas has two new National Stores, 
one at 8112 Denton Drive, managed by 
L. F. Florence and another at 2714 E. 
Samuels Blvd. Both feature appli- 
ances along with their other lines. 

Leslie Hale is manager of the new 
home appliance department at The 
Vogue, at the corner of Mills St. and 
Mesa Ave. in El Paso. 

$25,000 worth of appliance store has 
been completed for the Gay Electric 
Co. at 3201 Commerce St. in Dallas. 
Roy P. Gay and Ferris M. Gay, 
father and son, now have 6,500 sq. 
ft. of floor space. 
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A new B. F. Goodrich store is open- 
ing soon in Beaumont, at 225 Liberty 
Ave. It will have a 38-foot glass 
front, which will make the whole sales 
floor visible from outside, and there 
will be a glass-enclosed radio sales 
lounge inside. 

Louise’s Record Shop has opened in 
enlarged quarters at 3311-13 Oakland 
in Dallas. The firm, opened in 1941, 
is operated by J. S. Erickson and his 
daughter, Louise Erickson, as a part- 
nership. 


VIRGINIA 


The A. R. Tiller Corp. of Richmond 
is beginning the immediate construc- 
tion of a $40,000 warehouse and office 
at 957-59 Myers St., according to 
A. R. Tiller, president. When it is 
completed the firm will move from 
1800 W. Broad St. 

The Home Appliance Co. of Mount 
Jackson was damaged considerably 
when flames destroyed the adjacent 
Nelson Theater. Smoke, fire and 
water took their toll of both buildings. 

The Jones Electric Co. is in a new 
and larger location at 3024 W. Cary 
St. in Richmond. Crosley, Hotpoint, 
Universal and Monitor are some of 
the better-known appliance brands in 
their stock. 


WEST VIRGINIA 


The Schomber Electric Co. of War- 
wood, Wheeling, is resuming business 
after an absence of two years. The 
firm features repairs. 


WISCONSIN 


W. G. Kramer has opened the Kra- 
mer Appliance Sales at Chilton, with 
Philco and Maytag as featured lines. 
He will continue to operate the Calu- 
met County Credit Bureau in Chilton. 

William Hauk and Harold Roe 
have dissolved their partnershin im 
the Cassville Electric Shop in Cass- 
ville, and from here on Mr. and Mrs. 
Hauk will go it alone. Service and 
wiring are carried on along with sales. 

A change of corporate name . has 
been made by the Appliance & Radio 
Mart of Kenosha. The firm now be- 
comes the Triangle Appliance & Radio 
Mart, Inc. 
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SELLING OPPORTUNITIES WANTED 





—t—t—=s 
WANTED PROJECTED exclusive products 


by nation-wide Independent Dealers Elec- 
trical Appliance League. Write Ideal Sec’y., 
Fairport Harbor, Ohio. 








"WELL..- 


wthADDA YA 


cttteien! i 


No — this man hasn't discovered who 
| murdered the butler and stuffed his body 
} in the bath-tub. 


He's reading an advertisement in THIS 
magazine! He has his eye on a product 
that promises the answer to a brand new 
problem he’s been sweating over. 


Exaggerated? Not a bit! For the ad- 
vertising pages of every McGraw-Hill 
publication are replete with ideas, prod- 
ucts, services designed for the men who 
ate responsible for design, production, 
Maintenance, marketing — every specific 
Operational phase of modern business and 
industry. 


Month after month America’s leading 
manufacturers are parading their newest 
and best wares before your eyes in THIS 
McGraw-Hill magazine. You re the judge 
and jury as to whether they can Solve 4 
problem —offer a short-cut—show a profit 
—for you. 


To keep in touch with 
the parade - - - - - - 
READ THE ADS. 











Monnig's Promotes Harris 
To Appliance Buyer Post 


C. M. Harris takes over the spot 
vacated by Dorsey Rooke as a result 
of the latter’s recent resignation. Mr. 
Harris is now buyer of appliances 
and allied lines for Monnig’s in Fort 
Worth, Tex., having been promoted 
from assistant buyer. 


Johnson Rejoins Grand 
Rapids Boston Store 


After a short period of absence Paul 
Johnson, appliance buyer for the Bos- 
ton Store, Grand Rapids, Mich., has 
rejoined the firm, according to an an- 
nouncement by Gerald L. Miller, gen- 
eral manager. Mr. Johnson became 
associated with the Boston Store about 
two years ago when it was made a 
Westinghouse dealer. 


Gilbert Appliance Head 
at Kirschman's Store 


H. H. Gilbert was recently ap- 
pointed head of the electrical appli- 
ance department at Kirschman’s de- 
partment store, New Orleans. The 
store handles Leonard and General 
Electric major appliances. 


Denver May Co. Names 
Lowen Radio Supervisor 


The May Co., Denver, Colo., has 
appointed Henry Lowen buyer and 
supervisor of the radio department to 
succeed O. S. Scott, who will devote 
his entire attention to the purchasing 
and servicing of major appliances. 


Dannenberg Names Lewis to 
New Appliance Department 


Claude M. Lewis, Jr., has been ap- 
pointed manager of the new electrical 
and radio department on the first 
floor at Dannenberg’s department 
store, Macon, Ga. . Named to assist 
him was James H. Harn. 


Hart Gets New Buying 
Duties at McCreery's 


Benjamin Hart, buyer of luggage, 
toys, and silverware at James Mc- 
Creery & Co., New York, has added 
the purchasing of radios and records 
to his responsibilities, it was an- 
nounced recently. He succeeds Don 
Stevenson, resigned. 


Weiss Quits Frank & Seder 
For Post with Brenner Co. 


S. A. Weiss, merchandise manager 
and range and toy buyer for Frank 
& Seder, Pittsburgh, has announced 
his resignation to join the Wiliiam 
J. Brenner Furniture Co., Cincinnati, 
as general sales manager. 


Blankinship Named Carson 
Major Appliance Buyer 


Carson, Pirie, Scott & Co., Chicago, 
recently appointed Walter E. Blankin- 
ship to the post of major appliance 
buyer, according to an announcement 
by L. M. Brock, divisional manager. 
Mr. Blankinship was formerly assist- 
ant buyer. 
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Sun-kKraft Di 


~\S 
and Sua-K. fr | 
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Cater to your customer’s 
health . . . and you cater to 
your cash register’s wealth! 


The new Sun-Kraft Dual Ray and 
Sun-Kraft Jr. are offsprings of the 
famous Model A-1 which thou- 
sands of users have recognized as 
the most effective ultraviolet ray 
lamp on the market. 


Sun-Kraft Dual Ray emits warm, 
soothing infra-red rays and potent 
ultraviolet rays...either combined 
or separately. 


Sun-Kraft Jr. is a lightweight, 
portable ultraviolet ray lamp... 
streamlined and compact... for 
homemakers and travelers. 


Sun-teal at ‘Dual Ray 
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Sun-Kraft Jro"4 
Retails for . 


$4950 


Geggies Included 


== | 


Stock and display “Jr.” and 
Dual Ray as a winning team. And 
remember... ALL Sun-Kraft lamps 
are equipped with an exclusive 
burn-out-proof Sun-Kraft Quartz 
Tube... built-in automatic timer 
..- flexible reflector removable for 
use as hand instrument. 


VISIT THE SUN-KRAFT BOOTH (Nos. 118-120) AT THE NATIONAL HOUSEWARES 
AND MAJOR APPLIANCE EXHIBIT, APRIL 27—MAY 2, IN PHILADELPHIA 


**Sun-Kratt’’ T. M. Reg. U. S$. Pat. Off. 


Sun-Kraff 


- Inc. 215 WEST SUPERIOR STREET, CHICAGO 10, ILLINOIS 


Branch Office: 7615 Empire State Bldg., New York 1 








RAPID, RELIABLE 
DISTRIBUTION 


of Housewares and Appliances 


Salescrest Company seeks manufac- 
turers who want thorough distribution, 
planned and controlled, on a national 
or territorial basis. Salescrest guaran- 
tees full coverage of entire area—no 
high-spot selling—by successful sales 
specialists who accurately know all 
competent distributors, chains, and 
key dealers of quality housewares and 
appliance lines. For details, write or 
wire home office: 


The Saleserest Company 


222 West Adams St. Chicago 6, Ill. 
Dearborn 5371 
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STERLING’S 


GOT THE KEY TO SIMPLIFIED 
KITCHEN....... PLANNING 


STERLING’ 
DRAFTKIT 


SETS THE PACE FOR MODERN 
DRAWING COMFORT 


me NEY mr 
a , 























YOU MUST DRAW WITH A STERL- 
ING DRAFT KIT before you can really 
believe the Miraculous Difference which 
this simple kit makes in the Speed and 
Accuracy of your work. If you draw in 
Office . . . at School or out in the Field. 

YOU CAN'T AFFORD to be without 
this Modern Marvel of Simplified Draw- 
ing. Especially when it's so Compact, 
Convenient and Low-Priced. 

STOP wasting your time ... your 
employer's time and your customer's 
time. Get a STERLING DRAFT KIT 
ordered. Send today for full details. 


STERLING 
KITCHEN DESIGNERS 


8th floor 122 S. Michigan Ave. 
Chicago 3, Illinois 


*(R) Patents & Pats. Pending 
U. S. A. & Foreign Countries 
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Poor Radio Programs 
Mean Swing To Records 


Surveys show public interest is 
declining in present listening fare. 


HERE was a line in Ina Claire’s 
play, “The Gold Diggers,” to the 
effect that “when the men lose in- 
terest, a poor girl loses her principal.” 
Some people might take that and 
make it read, “when the public loses 
interest in radio programs, the poor 
dealer loses radio sales.” 

In its March issue, Fortune Maga- 
zine carries an article, “Revolt in 
Radio.” Gist of the story is that a 
great many people are disgusted with 
present-day radio programs, It points 
out a statement from the Federal 
Communications Commission bluebook 
that 76.8 percent of telephone audience 
checked had their radios shut off dur- 
ing soap opera hours. It points out 
that possibly stations are spending 
less for programs; in 1937 when the 
networks and station income was $22,- 
600,000, 80¢ of each dollar went for 
broadcasting expenses. In 1944 in- 
come of the same group was $90,- 
300,000 and only 67¢ went into ex- 
penses. 

A letter of Lee DeForest, the 
father of radio, added his voice to 
the lament. He wrote in the Voice 
of the People in the Chicago Tribune 
last October, “You have debased this 
child and have sent him out on the 
streets in rags.” 

Frederic Wakeman, in his best sell- 
ing novel, “The Hucksters,” pointed 
out much the same theme. Another 
recent book called, “Radio’s Second 
Chance,” carried a similar story. 

Even Time Magazine recently 
pointed out the great difficulty of get- 
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ting a high Crosley rating today, 
compared to ten years ago. 

Because radio merchants handle 
wares which are linked to the popu- 
larity of programs, such news is dis- 
turbing to the trade. More than one 
hot stove session has asked the ques- 
tion, “If radio programs go to the 
dogs, what will it do to the sale of 


sets ?” 
Could Critics Do Better? 


It must be remembered that it isn’t 
quite clear just what the critics who 
say today’s programs are bad would 
do if hey had carte blanche to develop 
so-called “good” programs. In New 
York City there are two highbrow 
stations, WQOXR and WYNC. The 
programs put on by these stations offer 
everything intellectual a music lover 
can desire, but the fact remains that 
only 10 percent of the listening audi- 
ence tunes in WQXR and about 5 
percent takes on WNYC. Over in 
England the state-owned British 
Broadcasting Corporation has a 
chance to put out a purely cultural 
program, and it sadly reveals that 
only about 5 percent of the British 
listening audience catches these events. 

No, it cannot be argued that the 
shrewd boys who put on “Dr. 1.Q.,” 
Abbott and Costello, Bing Crosby and 
Charlie McCarthy do not intelligently 
guess what the biggest cut of the pub- 
lic wants. What radio programs suffer 
from, in this writer’s estimation, is bad 
editing. 

The public can go to a newsstand, 


pick up a newspaper, a detective 
magazine, a housekeeping digest or a 
magazine that talks politics exclu- 
sively. Commuters in any railroad 
station are able to flock up to the 
newsstand and pick out their favorite 
fare without any confusion or fault- 
finding. Type, as a vehicle, is able to 
satisfy every appetite, something the 
air waves now lack. 


Air Lacks Variety 


There is no gripe that the printed 
word is boring because one can obtain 
so many varieties that every purse and 
taste is satisfied. This cannot be said 
of radio. In the program director’s 
haste to reach the widest possible 
variety of audience, there is that ten- 
dency to sink to the mental level of a 
yellow journal. Program makers rush 
pellmell afer the same thing, with the 
result that at certain hours of the day 
the air carries nothing but drool. 
There is either nothing but hymn 
singing, soap operas, or some other 
similarly democratic form of amuse- 
ment on the air at the same time, and 
the listener cannot skip around and get 
anything to his taste. 

Go down to the makeup stones of a 
metropolitan newspaper and see how 
the news editor spots humor, novelty, 
the feminine angle, politics and fi- 
nance, along with the daily diet of 
murder, and you will realize just how 
carefully newspapers are put together 
to catch every taste. 

The dial of a radio compares to. the 
front page of a newspaper. There 
should be program coordination so 
that the listener can tune in something 
to his taste at any time. 

Gutenberg invented type with which 
to print Bibles; it was years be- 
fore anyone tumbled to the fact that 
newspapers, magazines, letterheads 
and even stud horse bills could be 
printed with the same medium. 

The chances are that the only way 
these smaller stations, commonly 
called “coffee pots,” can hold on to 
their listeners in the long run is by 
being different, as the American 
Mercury is different from the Satur- 
day Evening Post or the New Yorker 
varies from House and Garden. This, 





plus a playing up of local events, j; 
what the book, “Radio’s Secon 
Chance,” advocates. 

There is no danger of the lure oj 
big spectacles ever dying down, anj 
inasmuch as fights, Fibber McGee ang 
Molly, and other major events are 
what dealers tie into when they pro. 
mote radio, this should answer that 
question. 

However, if programs fail to shift 
to please the tastes of the very hefty 
minority that seems to be so vocifer. 
ous at the present, all this is grist t 
the dealer’s mill also. 


Revolt Breeds Record Business 


For revolt’ in radio breeds cys. 
tomers for records, those shining black 
discs which permit a listener to ar. 
range his own programs. - Ever since 
Enrico Caruso picked up $4,000 for 
one afternoon’s work, away back in 
1904, the record business has been 
a specialty publishing activity. From 
the first pale beginnings when the 
voices of Queen Victoria and Adelim 
Patti were etched on cylinders, the 
business has climbed until it is said 
that in 1945 approximately 165 million 
records were made and sold. A re. 
ord selling franchise was regarded a 
a gold mine back in the phonograph 
days, but the business was knocked 
for a loop when radios first came in, 

Only gradually has it been realize/ 
that a record.holds the same essenc 
as a book—it permits you to choos 
what you want to enjoy, and name the 
time you want to enjoy it. Radio 
programs, which pass like the snap 
of the fingers, cannot allow this free. 
dom of choice. Even that public that 
gobbles up the most lowbrow radio 
programs is a prospect for records, 
The ratio of popular numbers sold ty 
the classics runs about 70 to 30 per 
cent. 

Nearly every radio marketing man 
will tell you that record changers have 
the greatest potentialities with the 
public. As the distribution of this kind 
of machine grows, we can see peace 
descending over the ranks of the listen- 
ers—with the selling of radio or sets 
of platters, according to public taste 

—TOM F. BLACKBURN 





New ELECTRICAL MERCHANDISING Appointments 








OUR NEW MANAGER for metropolitan New York and New England district sales 


is no new recruit to ELECTRICAL MERCHANDISING. L. P. Canty (right) joined 
the advertising staff of “Merch” in 1936 as Cleveland district manager. He 

over his new assignment on April |, replacing Ralph Flynn, (left) who now becomes 
assistant publisher of Electrical World, Electrical Construction and Maintenance and 
Electrical Wholesaling. We are sure that both men will fill their new posts as capably 


as they have handled their old ones. 


APRIL 15, 1947—ELECTRICAL MERCHANDISING 











events, js 
Second 


At the Housewares Convention .Y .j « stop in at the 


a = Telechron exhibit and see what’s new in electric clocks and awakening devices. We'll 


be occupying Booths 88 and 90 at Convention Hall, Philadelphia, starting April 27. 


Gifts that mark time for a lifetime 
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Gift ideas your customers will welcome — 


these handsome, silent, right-to-the-minute 


eting man 

gers have a Telechrons...Musalarm — it’s a radio—a clock — 
with the Le : 

f this kind AB a musical alarm. You pre-set the alarm and pre-select 


see peace 


the listen- ACMTichilelibeeme lite Melle ial-Mae (ome ial-Meaelel(oMNee)it-\ els mm (0) 


awaken you to music. Retails at $39 


Slightly higher in the Far West 


AIRLUX — se/f-starfing electric alarm. 
Crystal-clear Plexiglas. Numeral band 
golden metal. Retails 


TELALARM — se/f-starting electric 

alarm. Bell alarm, luminous hands and 

dial. Ivory colored plastic. Retails -" 

of $6.50, Peet 
MINITMASTER — electric kitchen clock 
and timer. Set from one to 60 minutes 
Plastic, in red, green, ivory. Retails KNICKERBOCKER — self-starting 
ot $6:95. electric living room clock Early 
American design Mahogany _in- 
aid case. Retails at $17.50. 





© All prices PLUS TAX (except THE FIRST AND FAVORITE 
Musalarm)—prices and specifications ELECTRI Cc re LOCKS ELECTRIC CLOCK 


subject to change without notice. 
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This is a NUTONE 2-door chime and Telechron kitchen 
clock—in one! $14.95 (list), plus Federal tax. 











SUPERTONE has extra-long tubes. Ivory plastic cover 
Radio-type woven brass grille. $10.95 (list). 








Look what NUIONE’S doing to help 
you sell more chimes! 


e Watch for NUTONE advertising on these 
chimes in The Saturday Evening Post and 
Better Homes and Gardens. More profit- 
ably, tie in with this NUTONE advertising by 
checking your stock and ordering these 
smart new models now! 


SYMPHONIC 14 inches high—eight Westminster notes! 
Walnut-finish, brass tubes. $26.95 (list). 


NT MH LLLsw NUTONE INCORPORATED, 


Merchandise Mart, Chicago 54; 
200 Fifth Ave., New York 10; 
919 East 31st St., Los Angeles 11; 
All products bearing the Terminal Sales Bldg., Seattle 1. 
NUTONE trademark are fair- 
traded in all fair-trade states. 


MAJESTIC sounds eight notes. Four long, satin-brass 
tubes. Ivory cover. Night light at top. $39.95 (list). 








